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Newsline

Game stores celebrate 40th birthday
Game stores were born
out of the belief by its
founders that shopping
had become a tedious
and boring pastime.
They wanted to
create a fun shopping
environment, and so
conceptualised retailing
as a game. Forty years
on and the company's
signature bright pink
branding still prevails.

A subsidiary of the JSE-listed Massmart
Holdings, the dynamic Game discount
retail chain has come a long way since it
opened its first store in Durban in 1970
in cramped premises in the city's CBD,
ringing up sales of R78 000 in its first
month of trading.
Today the Game banner flies proudly
over 90 stores in South Africa and in
ten other African countries, selling
20 000 different products to over 45
million customers per year. In 2010 total
Game sales will exceed R11.7 billion,
the company predicts. Game stocks
the world’s leading brands and is an
industry leader in several categories,
including large and small appliances,
gardening tools and accessories, home
fitness equipment, camping and outdoor
products, consumer electronics, cellular
phones and diapers.
Ranges are selected to satisfy the
needs of the mass market of consumers,
and Game’s significant purchase volumes
ensure that it is always able to offer the
best prices in key categories of product
merchandise.
“We also offer our own private label

Jan Potgieter – celebrating 40 years of successful trading.
products and, wherever possible, we
stock locally manufactured products in
each country in which we trade, and aim
to establish local supply chain networks,”
says Game managing director Jan
Potgieter.
Frequent exposure in the national and
community printed media is used to
achieve high-impact visibility in specific
target markets, backed by themed TV
campaigns and point of sale material in
store.
Some of the factors that have
contributed to Game’s success, Potgieter
believes, are the retailer’s longstanding
policy of providing value for money and
a price-beat guarantee backed by a solid
warranty system.
Ongoing shopper research provides a
source of valuable information on market

trends, consumer acceptance levels and
media penetration – data that is crucial
to the formulation of Game’s strategy.
Growing into the future
Supported by the financial strength
of Massmart, Game is set to continue
its robust expansion plans. In the next
five years, Game anticipates having an
extended footprint of 120 stores. The
group currently operates in Botswana,
Ghana, Malawi, Mauritius, Mozambique,
Namibia, Nigeria, Tanzania, Uganda and
Zambia, and is exploring four other
countries.
“We would like to thank all our
customers and suppliers who have
supported us over the past 40 years
page 4 X
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because they have played a major role in
our success, as well as our staff for their
valued contribution to our development,”
says Potgieter.
“We appreciate the value of customer
satisfaction, the development of staff
and of building long-term, mutually
beneficial relationships with suppliers.
Further, our commitment to shareholders
is balanced by an appreciation of our
responsibility to the community and the
natural environment.”
Sustainable development
and social investment
In the belief that successful business
is built on the foundations of good
corporate citizenship, Game operates
a comprehensive social investment
programme focusing primarily on early
childhood education and children in need.
An important project is the provision
of brand new wheelchairs to school
children with physical disability, which
opens up a whole new world of mobility
and independence for the recipients.
Game and Vodacom each donate
R1.50 for every cell phone sold in a
Game store. To date this has resulted
in the presentation of more than 4200
wheelchairs worth R8.4 million to
deserving youngsters.
Game’s AmaLunchbox campaign, run
in partnership with the Department of
Education’s School Nutrition Programme,
has provided specially converted
container kitchens to 35 deserving
primary schools in South Africa and
Zambia. This ensures that hygienically
prepared meals are provided for 31 000
pupils. This project is based on the
premise that you can’t teach a hungry
child.
The Tools 2 Teach project consists
of Game-sponsored kits packed with
enough stationery for a class of rural
learners. These kits are distributed to
400 schools in remote areas each year
through the Rally to Read programme,
benefiting 1200 teachers and more than
60 000 learners every year. Each box
contains items such as pens, pencils,
rulers, crayons, glue, calculators, math
sets and scissors.
4
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In celebration of its 40th birthday, Game donated 45 ‘Tools 2 Play’ units, valued at R15 000
each, to schools in Gauteng, Western Cape and KwaZulu-Natal in May and June this year.
Marketing director for Game Richard Millson and TREE Director Pam Picken with children
from the Silindokuhle Crèche in Cato Manor.
Another 90 rural primary schools
in South Africa and nine other African
countries are receiving Game’s Tools
to Play kits this year – portable pink
wooden bookshelves equipped
with educational toys for fun-filled
learning sessions. The toys are selected
by the READ organisation to meet
developmental needs, alleviating one
of the biggest problems facing early
childhood development centres – that of
providing sufficient resources.
“Game management recognises
that the early years are critical in
the development of a child and that
youngsters in need deserve to be given
the best possible grounding for their
education to pave the way for a brighter
future,’ Potgieter says.
Game has been involved with Casual
Day since 2005, selling stickers at stores
across the country and raising R3,6
million for the National Council for
Persons with Physical Disabilities in this
time.
A record-breaking 196 swimmers
took part in the in the 2010 Midmar
Mile Company Relay this year as part
of Game’s 40th birthday celebrations.
For each swimmer who completed the
race, R1 000 was donated to Community

Chest, bringing the total donated to
the charity in the past eight years to
R752 000.
Game staff members who volunteer
their services with a registered charity
are able to apply for support from a
special company fund for this purpose to
address specific needs.
Stores beyond South Africa’s borders
select organisations to support, based
on the needs of their surrounding
communities. These focus mostly
on poverty-stricken, abandoned or
orphaned children.
These are just some of the initiatives
that Game has taken in order to invest in
and uplift the community, with a strong
focus on early childhood development.
Game’s corporate social investment
programme has evolved over the past
40 years to try and make a positive,
sustainable difference to the lives of
needy children.
“As a basic minimum, Game spends
one per cen of after-tax profit on social
responsibility initiatives,” Potgieter
continues. “Business is dependent on
society for its growth and success,
and we are responsive to the complex
problems and needs of the communities
in which we operate.”

Newsline

Television sales leap as home vie
Television sets flew off local retailers'
shelves as consumers sought alternatives
to World Cup match tickets, with some
stores reporting a 50 percent increase in
turnover in the past few months.
Listed retailers Massmart and JD Group
reported particularly large surges in sales
in the period prior to the start of the
tournament.
"In the period immediately preceding
the World Cup, Game did sales in
excess of R200 million in the television
category, which is double the sales for
the comparable period in 2009," says
Massmart's Game subsidiary merchandise
director Tyrone Vieira.
He says the group focused heavily
on liquid crystal display (LCD) and
plasma screens, especially in larger sizes
than 81cm televisions. "As part of our
birthday promotions in April and May, we
aggressively promoted these sets.”
The promotions dovetailed with
price reductions on DStv packages and
the launch of TopTV, which served as a
"massive stimulus for sales in satellite
television".
Both Vieira and JD Group's chief
executive Grattan Kirk say the pricing on
television sets came down generally in the
past year because of the rand exchange
rate and a reduction in input costs.
"The cost price of products has come
down in rand terms and because volumes
have increased on the back of demand,
manufacturers in the East have lowered
their prices," Kirk says. “Television sales is a
very competitive space in terms of pricing

wers catch football fever

Alan Hirsch – World Cup was "great for
business".

Grattan Kirk – enjoyed increased television
sales.

but the prices of some sets dropped by
nearly 30 per cent this year compared with
last year.”
JD Group, which owns 34 Hi Fi
Corporation stores nationally, reported a 50
per cent year-on-year increase in turnover
for this specific division during the World
Cup period.
Kirk says the division had been raking
in between R40 million and R45 million
in television sales a month previously.
This increased in the immediate months
preceding the event to R65 million.
"A substantial amount of these sales are
LCD and plasma screen television sets,"
he says, adding that Samsung and Sony

proved to be popular brands.
Sony's Bravia television product
manager Timothy Barnard says he definitely
saw an increase in demand for this product
in South Africa, which ranged in price from
R4 000 to R85 000, in the past three to four
months.
KwaZulu-Natal-based appliance
specialist Hirsch's also noticed a marked
increase in sales of LCD and LED screens
leading up to the tournament.
Chairman Allan Hirsch says: "We always
thought that the World Cup would be
great for business, and it certainly proved
to be so."
Source: Business Report

Mozambique’s retail sector set
Retail development in Mozambique is set
to increase significantly over the next few
years, says property services company JHI
business development director Wayne
Wright.
“With few formal national retail brands,
Mozambique experiences a strong
demand for retail that reaches the masses.
Coupled with this, the agglomeration
of these brands into shopping centres
is rare, with the exception of four

to soar

Shoprite centres in Maputo, Matola,
Chimoio and Beira as well as the MBS
Centre in downtown Maputo and a few
smaller strip malls. As a result we foresee
development in the retail sector in the
near future.”
Wright says a project which is set
to transform downtown Maputo is the
380 000sqm FACIM (Maputo International
Trade Fair) development, located on
prime land and which will include

retail, hotels, offices and a residential
component. Negotiations are under way
to integrate the FACIM project with the
Maputo estuary, creating a marina as well
as a pedestrian area between the river
and the development.
Meanwhile, in the adjoining town of
Matola, the close to 42 000sqm retail
component of the Cidadela da Matola is
page 8 X
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Consumer Protec tion Ac t suppor
The new Consumer Protection Act (CPA),
the final parts of which are due to kick in
on 24 October this year, has companies in
a flap about potentially huge claims over
substandard products.
“But companies that are already
complying with the principles of good
corporate governance contained in the
King Report on Corporate Governance
(King III) shouldn’t have anything to worry
about,” says supervisor at the Institute
of Directors of Southern Africa’s (IoDSA)
Centre for Corporate Governance Natasha
Bouwman.
“The ones who should be panicking are
those who’ve never heeded the IoDSA’s
call for organisations to be guided by
King III; specifically, provisions that call
for boards to take tough decisions – like
those to recall products – taking into
account the interests of customers and
other company stakeholders.”
Surveys show that while the first
priority of company stakeholders is the
quality of products or services, their
second priority is trust and confidence in
the company, according to Bouwman.
“Although the board is accountable to

good governance principles

Natasha Bouwman – "Failure to protect
consumers could result in liability."
the company, the board should not ignore
the legitimate interests and expectations
of its stakeholders, whom it should keep in
mind when making decisions,” she says.
The spirit of King III is to encourage
boards to recall potentially hazardous
products, even if this means economic
losses. “Taking account of consumer
interests will prove the integrity of a

business and build a reputation as a
responsible corporate citizen, which will
result greater returns in the long term,” she
adds.
On the other hand, says Bouwman,
failure to protect consumers could
result in liability imposed by consumer
protection laws. The new CPA will hold
producers, importers, distributors and
retailers liable for harm caused by substandard products. The Act will allow
consumers to claim compensation from
these persons for any harm caused by
goods that are unsafe, product failures,
defective goods, or not adequately
warning consumers of hazards that might
arise from the goods.
“Product recalls strike fear into the
hearts of any organisation, but history
has shown that avoiding them inevitably
causes reputational damage that could
cost it more in the long run anyway.
“In the end," she says, "it all comes
down to ‘doing unto others as you’d have
them do unto you’.
"Keep this in mind in all decisionmaking, and your company shouldn’t have
anything to worry about.”

Consumers still reluctant to spend – BER
Consumers remain reluctant to spend
despite indications of emergence from
economic recession, according to Ernst
and Young SA’s Derek Engelbrecht. "The
consumer has burnt fingers and is reluctant
to easily slip into spending quite as easily
as before."
The Bureau for Economic Research's
(BER) recent Consumer Spending Outlook
showed that real consumer spending fell by
3.1 per cent during 2009 but was expected
to gain momentum throughout this year.
Being a consumption-driven economy,
South Africa suffered severely after the
economic recession because consumers
shunned retail stores as they felt the pinch
of the downturn.
But retail trade sales, a key indication of
consumer spending patterns and demandside performance, have been slowly
improving as official figures show.
6
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Retail sales growth
According to Statistics South Africa, retail
trade sales at constant (2008) prices for
March increased one per cent year-on-year
after a revised 1.3 per cent contraction in
February. The growth in retail sales in March
brought to an end 13 consecutive months
of annual decline.
Durable and semi-durable goods
retailers were hit the hardest at the start
of the economic meltdown, but the BER
points out that these retailers are expected
to bounce back strongly this year. "Durable
goods are expected to post the strongest
volume growth (averaging 6.4 per cent)
over the next six years, followed by semidurable goods (5.4 per cent).
"High debt levels are likely to prevent the
growth in durable and semi-durable goods
from soaring back to the spectacular rates
seen during the 2004-06 period," the BER’s

report states. It does not expect significant
growth for non-durable goods sales
volumes, with only a 0.7 per cent increase
projected for 2010.
Still recovering
Engelbrecht says it will be a while before
consumers fully get back on their feet,
despite assurances that the corner has
been turned. "The world is a changed place
and the road to recovery is both long and
arduous."
The BER expects factors such as high
real wage increases, low interest rates, a
strong exchange rate and falling inflation
to contribute to improving consumer
spending.It also expects real consumer
spending to increase by just 2.1 per cent
this year and accelerate to 3.7 per cent in
2011 and four per cent in 2012.
Source: I-Net Bridge

Newsline

Nex t season's emerging trends unveiled at Las Vegas Market
World Market Center Las Vegas and Las
Vegas Design Center offered a sneak peek
of next season’s freshest home design
trends and innovations during its August
Las Vegas Market. Leading designers
Darryl Carter, Mary McDonald and Kishani
Perera uncovered several prominent
trends that will influence next season’s
retail offerings.
After scouring 5.1 million square feet
of showrooms located throughout three
inter-connected buildings, which contain
more than 1,400 exhibitor’s product
lines, the design experts discovered
many inspiring products, trends and
innovations:
Geometric Forms
Bold yet subtle designs expressed with
simple lines appear in couches, chairs,
tables and fireplaces, among other items.
The absence of embellishment and the
visual simplicity of pure forms and shapes
take these pieces beyond traditional or
contemporary to timeless.
Textural Fusion
Amalgamations of various reclaimed
textiles, these hand-stitched pieces marry
worn antique styling with a new character
born of the blending of their previous
elements. The innovative constructions
result in the reclamation of the originals in
a unique artisan patchwork.

Patina
The authentic hand that accompanies
aged wood and leather or unlacquered
brass was on prominent display in
showrooms throughout World Market
Center. The suggestion of wear that results
from exposure to sunlight and weather
conditions cannot be reproduced,
creating a credible sense that they are
organic and ensuring their appeal will be
enhanced over time.
Industrial
Finding new interpretations of familiar
items breathes new life into a wide range
of products. Exposed light bulbs, metal
swingarms, repurposed bar carts and
multi-element sculptures stand out as
bold design statements in virtually any
setting.
Collections
While a single elaborate piece can be
eye-catching, creative collections can
become the dynamic focal point of
any environment. Grouping can set
a prominent tone for an entire room,
whether the elements are oil cans,
hanging lanterns, baskets, decorative
bottles or children’s prints.
Metallics
From hammered lamp shades to
gold tones incorporated into outdoor

Mozambique’s retail sector set
W

Klismos
The classic curved backs of this ancient
Greek style are prominently featured in
everything from dining chairs to barstools
to indoor-outdoor home furnishings.
Appearing with contemporary wovens
and reclaimed woods, the shaped-back
styling defined items suitable for any
room or patio.
Wovens
Open, woven patterns are being widely
incorporated into table bases, chairs,
tables and screens. Appearing equally as
geometric and asymmetrical patterns,
the trend marries form with function to
create visually appealing designs in a wide
selection of pieces.
Ethnic Ikat Patterns
Tribal patterns have been around for
centuries, but these textiles are making a
comeback in the design world. Featuring
Far East ethnic qualities and vibrant color
palettes, their mainstream appeal has
exploded of late, defining toss cushions,
bedding, draperies and throw rugs.

to soar
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expected to open to the public in early
2012. This project is progressing well with
the retail component fully committed
to a vibrant mix of Mozambican and
South African brands. An announcement
regarding further components of the
development is anticipated before the
end of 2010.
Comments JHI Mozambique’s chairman
Manuel Vieira: “Since 1992 Mozambique’s
economy has undergone radical change,
resulting in significant growth, while
politically the country has stabilised and
the democratic process consolidated as it
8

furnishings, metallics are inspiring a wide
range of pieces and categories at August
Las Vegas Market. Elaborate shapes and
unconventional implementations make for
counterintuitive features that will define
the character of any given environment.
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heads into two decades since the peace
accords.
"Currently the next challenges facing
the country are decentralisation, which
needs to be accompanied by capacity
building at civil servant level, and job
creation for the youth. With dependence
on external donor aid likely to continue,
the country is exposed to external
factors, including price hikes in regard to
petroleum.
“However, while 2009 was a difficult
year due to the global slowdown, the
government made sound investment

decisions which kept the economy in a
positive growth cycle.
"We anticipate meaningful growth in
late 2010 and 2011 as the coal projects in
Tete province begin exporting some of
their first coal.
"Minerals (such as coal, natural gas,
coal-bed methane and heavy sands) and
energy projects (such as the Mpanda
Nkuwa hydroelectric power station and
Petroline pipeline from Maputo to Kendal)
will be the locomotive of the economy
and should secure robust growth into the
next decade.”

Special needs learning
goes hi-tech
Learners at The Browns School in Durban are eager to
attend classes after receiving a high-tech Smart Board that
revolutionises special needs education, courtesy of electronics
store DionWired.
The Smart Board uses state-of-the-art technology and
consists of a large interactive touch screen on the wall
connected to a ceiling-mounted projector, a computer and
the internet. Teachers can access a wealth of lessons that have
been created using special software, tailor-made for children
with learning disabilities, by tapping in to a massive pre-loaded
resource library. The Smart Board stimulates curiosity and
creativity by engaging all the senses – sight, hearing, touch,
imagination and participation. The internet connectivity offers
an endless selection of lesson material.
Valued at around R40 000, the Smart Board is constructed
using the latest available technology while keeping it simple to
use and easy to maintain.
Says The Browns School principal Dave Smyth, “The screen
is mounted at an accessible level for children in wheelchairs,
enabling them to interact in the lesson by using touch-screen
technology.
“For children who have difficulty writing, they will be able to
participate using the drag-and-drop feature by pressing icons
on the screen – and this will revolutionise their lives.”
Smyth adds, “It is the mission of our staff to facilitate the
maximum holistic development of every child admitted to our
school, using creativity and imagination. I am confident that
this new Smart Board will facilitate this process enormously.”
DionWired general manager Andrew Jackson agrees. “We are
committed to boosting education, and as our product range
features the latest technological innovations, this partnership
aligns perfectly to the DionWired brand.
“This is a special project to help very special children with
their learning, and we believe the Smart Board will make their
dreams of interacting more effectively come true.”

DionWired store manager Alvyn Moodley (back, left) and
DionWired brand manager Shayne Small with The Browns’ School
principal Dave Smythe and schoolchildren Christopher Myeza,
Thabo Mngoma and Jardine Morton.

Newsline

Lewis leads the way for furniture industry up-tick
Retail sales figures grew for the fifth
consecutive month to 4.6 per cent yearon-year for the three months ended May,
indicating that consumers are slowly
releasing their spending brakes and
dipping into their pockets.
Coming off a very low base after
the economic downturn, hard-pressed
furniture retailers seem to be gearing up
for a turn in the cycle as one of the main
contributors to this increase, with retailers
in household furniture, appliances
and equipment at 15.6 per cent and
contributing 0.8 of a percentage point.
During the recession, furniture and
appliance retailers were among the
hardest hit because of debt collection
difficulties and a large drop in sales of
durable goods.
However, some fared better than
others.
Mixed results
Lewis Group, which sells furniture to the
lower and lower-middle income market,
reported that pretax profit for the year
to March 2010 grew five per cent, while
revenue lifted eight per cent to R4.1
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 chief executive Johan Enslin.
Of the overall sales for the period
under review, 68 per cent was from credit
customers.
The group says that the growth in
sales came from the company's strategy

Johan Enslin – close customer relationships bearing fruit.
of keeping a close relationship with its
credit customers, shunning the call-centre
approach and encouraging customers
to come into the stores to pay their
accounts.
Rival JD Group, owner of Joshua
Doore, Incredible Connection and Hi-Fi
Corporation says that pretax profit in the
six months to February 2010 fell 20 per
cent, while turnover increased by one per
cent to R6.8 billion.
The company says that credit sales for
the period under review fell 7.6 per cent
because customers stopped applying or
qualifying for credit. Credit makes up 67
per cent of JD Group's sales.
Debtors' costs
On the bright side, the JD Group
reported a reduction in debtors' costs to
R454 million from R561 million, largely as

a result of the centralisation of the credit
granting and credit collections strategy
completed by the company in 2009.
Lewis, on the other hand, whose
focus is to retain customers on its books,
reported that its bad-debt impairment
provision rose to 16 per cent from 15.7
per cent a year earlier.
"JD's bad debt has come down, while
Lewis's is increasing because of extended
terms on borrowing for those customers
who can't meet their payments," a retail
analyst comments.
Enslin says that debtor costs appear
to have peaked and should moderate in
the year ahead as the credit collections
environment continues to improve.
Growth plans
Earlier in the year Lewis announced an
aggressive expansion programme that
would see its store base increase from 548
to 700 over the next three years.
The furniture retailer says its new
upmarket trading brand, My Home will
target customers in the LSM 7-8 category
and that of its 19 Lifestyle Living stores, 13
are to be converted to My Home divisions.
"We will focus on differentiating
our merchandise by offering exclusive
and innovative ranging to attract
customers who would use in-store credit
infrastructure," says Enslin.
With almost 55 per cent of sales
turnover generated from repeat sales,
Lewis's customer-centric business model
seems to be a winning formula during
torrid times that has seen it post good
numbers among its peers in the furniture
industry.

World Cup ensures strong Q3 sales for Ellerines
Thanks to strong merchandise sales growth
in the run-up to the World Cup, African
Bank Investments Limited (Abil) subsidiary
Ellerines has reported a 13 per cent yearon-year sales increase to R1.1 billion for the
third quarter ended 30 June 2010.
Sales for the nine months were R3.4
billion, compared to R3.2 billion for the
same period last year, an increase of five per
cent, or nine per cent on a like-for-like basis.
10
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Ellerines has built on the positive sales
momentum previously reported, the
company says, with comparable sales
growth of seven per cent for the nine
months ended June 2010.
The rate of sales growth at Beares, Geen
& Richards and Dial-a-bed was largely
in line with that reported at the interim
stage, while Furniture City achieved a
small turnaround. Wetherlys continued to

underperform. The credit sales mix was
steady at 59 per cent.
Gross margins firmed over the period,
while operating costs declined further as
the various integration initiatives continued
to bear fruit.
The company says the integration of
Ellerines Financial Services into African Bank
is progressing well and remains on track for
completion by the end of this year.

Newsline

Coricraft unveils new store at Design Quarter
Coricraft has unveiled a new concept in
furniture retail with the opening of its
revamped store at the Design Quarter in
Fourways.
The new 1 200m2 store has a brandnew look and feel and offers customers
a unique and engaging shopping
experience that delivers interactive retail
with Coricraft’s renowned and affordable
product range in an environment that’s in
a class of its own.
The redesigned Design Quarter store
follows a slew of new Coricraft store
openings over the past 18 months, all of
which reflect the company’s new image.
"The Coricraft brand has evolved
dramatically over the past five years, and
the new-look store reflects this," says
managing director David Jacoson.
The new store makes use of natural
wood, textured floors and strong lighting
to showcase Coricraft’s range of products
in a 'contempo-manufacturing' setting.
"This redesign and expansion drive
builds on Coricraft’s 15-year-strong
history of furnishing South African homes
with the best locally designed and
manufactured leather and fabric furniture,
including the famous Coricraft slip cover
couch," says Jacobson.
All Coricraft couches are manufactured
at the Coricraft facility in Cape Town. In
a move that combines manufacture and
retail influences, certain visual elements of
the factory have been incorporated into

Coricraft's new flagship store at Design Quarter, Fourways, Johannesburg.
the store design, reinforcing Coricraft’s
‘home grown’ ethos.
“We invested a lot of time and effort
into redesigning the store to achieve a
shopping experience that equals that
offered by the world’s top-end retail
furniture stores,” says Jacobson. "This is in
line with our longstanding objective to
design, manufacture and source furniture
according to international trends and
present it in a high-quality environment,
while remaining true to our reputation of
offering value for money.

During the redesign, substantial
emphasis was placed on simplifying the
purchase decision-making process. To this
end the new in-store experience includes
a leather and fabric bar where customers
can touch and feel the available Coricraft
materials and collect take-home samples.
It also features an extensive collection
of couch feet styles for customers to
choose from; room setting concepts
(priced as a setting); and product
postcards detailing couch sizes and
related products.

SA charities benefit from Sony product donations after World
Sony Corporation, together with FIFA and
its local organising committee (LOC), has
distributed LCD TVs, laptop computers
and associated technical equipment
to an extensive network of community
development projects across South Africa.
As a part of FIFA’s Football For Hope
initiative, more than 4700 Sony Bravia
LCD TVs, as well as some 350 Sony VAIO
laptop computers, previously used to
ensure the smooth running of the 2010
FIFA World Cup, have been donated to
a variety of schools, clinics, community
youth projects and social development
initiatives. This is in line with FIFA and
Sony’s long-term commitment to provide

disadvantaged communities with the
means to enhance their media and
communications skills.
“At the conclusion of this wonderful
tournament we feel that it’s imperative
that the equipment provided by Sony
for the 2010 World Cup serves as a
social development initiative within the
country,” says Sony Corporation general
manager CSR department Hidemi Tomita.
“The Football For Hope initiative has
empowered organisations to touch
lives through education and awareness
in key areas of social development. As
a corporation we are committed to
supporting sustainable development

Cup

under our corporate social responsibility
key concept, For the Next Generation.”
FIFA’s head of Corporate Social
Responsibility Federico Addiechi
underlined the significance of FIFA and
the LOC’s decision to launch the initiative
at the closing ceremony of the Football
For Hope Festival “It is highly significant
that Sony and FIFA, together with the LOC,
began this wonderful initiative at The
Football For Hope Festival.
“It continues to demonstrate that we
are committed to using the platform of our
flagship event in order to make a real and
lasting difference to the less advantaged
communities of South Africa.”
Home Goods Retailer – August 2010|
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Talking Points

Foreign investors on a South
Overseas interest in
the South African retail
landscape is at a record
high: foreign investors
pumped R72 billion into
local equities last year,
and another R18 billlion
in the past six months.
Massmart, Truworths, JD
Group and Shoprite have
become darlings of the
foreign portfolio managers.
Ironically, their attention
may drive away foreign
retailers as they push
up share prices. Foreign
retailers, most visibly US
giant Wal-Mart, are actively
investigating South Africa’s
retail environment. An
acquisition, some say, is
inevitable.

On paper South Africa’s retailers paint a
compelling picture. The JSE’s retail index
performed exceptionally during the retail
boom years, and particularly well during
the 2008/2009 financial crisis. The food and
drug index outperformed the JSE all share
index (Alsi) by 54 per cent over the past 24
months. In the past six months, as stock
exchanges around the world flattened and
the Alsi fell by 4.4 per cent, the retail index
grew 16 per cent. Woolworths and Massmart
have outperformed almost every stock on
12
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the JSE this year, growing 37.4 per cent and
36.6 per cent respectively. Clicks, too, has
outperformed the Alsi by 30 per cent in the
same time frame.
“South African equities, particularly
retail equities, are on the radar screens of
emerging market portfolio managers,” says
Allan Gray director Delphine Govender.
That’s because South Africa has crawled out
of the global financial crisis as one of the
best-looking emerging markets in the world.
“We have stable banks, a reasonable
deficit, good governance and a tradable
currency and we speak English,” says
Massmart CEO Grant Pattison. South Africa
may not have the growth story of China or
Russia, he says, but the other factors count,
too.
Celebrated UK fund manager Matthew
Vaight, who manages the £444 million
M&G Asian fund and the £199 million M&G
Global Emerging Markets fund, expresses
similar sentiments. “Economic growth does
not always create value and investors have
a habit of overpaying for growth,” he told
investor website fundstrategy.co.uk.
Searching for return on capital,
profitability and dividends, Vaight finds
investment opportunities in the emerging
markets universe — South Africa included.

In China, where GDP growth is higher
than other emerging markets, compelling
investments are difficult to find. Vaight says
China’s shareholder approach, transparency
and reporting standards are often flawed.
That said, China has the second-largest
weighting in his Global Emerging Markets
portfolio.
Foreign investor interest in South Africa
is being driven by US money and the
US’s rising interest in emerging markets,
says Clicks CEO David Kneale, previously
a director of listed UK health and beauty
retailer Boots. He adds that marketing
around the Fifa World Cup helped to raise
South Africa’s profile positively.
But the performance of local retailers is
impressive; their average return on equity
– a measure of how much profit is being
returned on shareholders’ equity and a
high-level indicator of company success – is
44 per cent. The average worldwide is 20
per cent, 21 per cent in Russia and 28.4 per
cent in Latin America. “South Africa’s figure is
double the global average and higher than
other emerging markets,” says Govender.
Another metric of stock analysis is the
price:earnings ratio. Generally, the higher the
p:e, the more investors are paying for a stock
relative to its net earnings, and the more

Talking Points

African retail shopping spree
future earnings growth they are expecting .
Compared with global retailers, local
p:e ratios are lower, which means that on
a simplistic valuation basis, South Africa’s
retail stocks look cheap to foreign investors.
In South Africa, the average p:e for the retail
sector this year is 17.2. In Russia, the average
is 25.6 and in Latin America 28.
“The p:e ratios may appear high to local
investors, but not relative to other emerging
markets,” says Cadiz portfolio manager
Warren Buys. “Foreign investors thought our
retail stocks were cheap; they couldn’t see
why local South African equity holders were
selling.”
The difference in view is better
understood by examining the priorities of
the different investors. Emerging market
fund managers are looking for long-term
value in emerging market equities across
the globe. They identify a country and
sector, and stocks are selected according to
predefined investment criteria.
They gravitate towards liquid shares with
a market cap above R10 billion and a big
free float. They avoid equities with unusual
governance structures, like dual-class voting
shares or pyramid schemes.
Juxtaposed is the South African investor
whose choices are limited to the South
African market. “Local investors tend to be
more insular in their view,” says RMB Morgan
Stanley retail analyst Danie Pretorius. With
a narrower range of choices, local investors
play the sectors and investment instruments
offering the best growth.
While South Africa is now firmly on the
radar screen of emerging market investors,
stocks that are well-known will gain a
disproportionate share of the action. For
instance, Massmart and Truworths are
included in all the international benchmark
indices.
What is also clear is that the pricing of
retail equities will be influenced by foreign
funds – upwards.
Rising share prices would certainly deter
foreign retailers. The likes of Wal-Mart, the
world’s largest retailer, and French Carrefour,
the second largest, as well as the UK’s Tesco
and German retailer MetroAG all have
expansion strategies, most of which date
back to the 1980s and 1990s.

Grant Pattison – South Africa offers factors
that count.
As sales slow in developed markets, these
retailers are accelerating their efforts to
penetrate faster-growing emerging markets.
Arch rivals Wal-Mart and Carrefour in
particular continue to expand into emerging
markets as local operations flag.
Wal-Mart’s international business now
accounts for 25 per cent of revenues and
is its fastest-growing business division,
operating 8000 retail units under 53 different
banners in 15 countries.
At Wal-Mart’s annual shareholder meeting

“The performance
of local retailers is
impressive”
last month, CEO Mike Duke said: “My
expectation is to add customers, add stores
and to grow Wal-Mart International at an
even faster pace.”
It is inevitable the retailers would
examine Africa. “Wal-Mart is the only global
retailer we know of to have openly done
research in South Africa, but all those with
expansion plans would have considered the
opportunity,” says Govender.
But Wal-Mart is not known to over pay for
assets. Wal-Mart is trading on the New York

Stock Exchange on a p:e of 12,5. Massmart,
for example, is on a p:e of 24. That puts it at
double the valuation of Wal-Mart.
Though small, the South African market
could be attractive to foreign buyers. Pick n
Pay chairman Gareth Ackerman commented
at the company’s recent AGM: “Competition
in South Africa’s retail environment will be
changed by the possible entry ... of leading
international retailers. Their arrival on our
shores would have profound implications for
the retail landscape and the ways in which
we do business.”
One often-cited attraction is South
Africa’s position as a springboard into Africa.
Companies like Shoprite and Massmart
have expertise on Africa’s logistics, tax and
regulatory complexities.
Another is that South Africa is a
consolidated market with interesting
demographics.
“It’s the consolidation that is arguably
enabling the impressive returns,” says
Govender.
Supermarket chains Shoprite, Spar and
more recently Pick ‘n Pay have expanded
aggressively into peri-urban and township
areas. This has come at the expense of
independent retailers and spaza shops.
Between 2008 and 2010 formal retail’s share
of the food market increased from 62 per
cent to 68 per cent, says Buys.
It is not just the defensive food stocks
that survived and thrived in the recession.
Clothing retailers have too. Clothing retailers
grew by acquisition with Truworths, for
instance, buying out independent brands
like Uzzi. The likes of Mr Price, Truworths and
Foschini also gained market share through
the recession, most likely from Edcon, which
has not invested as aggressively in store
expansion and upgrades, says Govender.
“The recession slowed earnings growth, but
not nearly as badly as expected.”
Do growth opportunities justify the high
share prices and p:e multiples? The factors
that drove earnings growth by 20 per cent
or more up to 2008/2009 have changed
– particularly for the food retailers. The days
of accelerated jobs growth, rising disposable
income and a rapidly expanding middle
page 17 X
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Case Goods

Sourcing case goods – what to ask overseas suppliers
The primary benefit of working with an
international case goods supplier such
as China is competitive pricing, owing to
lower labour and materials costs.
But the flip side of this benefit is the
question of quality – is the buyer getting a
product that will last? Not knowing which
questions to ask and what potential pitfalls
to look out for can turn a good deal into a
bad decision, and any savings to be made
may depend on what furniture is being
considered.
A general rule of thumb when sourcing
case goods from Asia is, the more intricate
the design, the better the price difference,
usually because of the labour. The raw
materials cost is not all that different. A
simple design, even if the material is of a
really high quality, won’t be much cheaper
than a local manufacturer.
Before concluding any deals, carry out a
thorough due diligence. Ask manufacturers
about their tenure in business, financial
stability, communication style and

customer service
plan. Additionally,
ask for photos
of the factory
and learn about
the relationship
between the
supplier and the
factory.
The quality
question
Quality issues
are often
misunderstood in
Asia. While many
think of Asian
manufacturing as synonymous with poor
quality, Chinese furniture plants exist at all
quality levels.
When people hear that case goods are
made in Asia, they wrongly assume that a
European, US or even locally made product
is of higher quality. Ask where quality

inspections occur. The more rigorous
quality process involves inspection on
both sides of the water. Additionally,
schedule accordingly for production,
shipping and customs lead times.
Source: www.hotelworldnetwork.com
(article edited)

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.

Venecia DRS
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.

Case Goods

International wood market worms are turning
Significant shifts are occurring in the
international wood products market
– driven by rising container freight rates,
higher wages and much stronger Asian
economies compared to the West.
Earlier in June the world’s biggest
electronics manufacturer Taiwan-owned
Foxconn awarded its 400 000 Chinese
workers a performance-based wage rise
approaching 100 per cent. This is the same
company accused of running a sweatshop
and linked to a number of suicides at its
Shenzhen factories.
Elsewhere there have been strikes and
increasingly militant demands for higher
wages from China’s low-paid assembly
line workers, who have fed the world’s
consumption binge.
Not too long ago, most Western
countries with the natural resources
to match (including Australia and New
Zealand) had successful wooden furniture
industries – manufacturing for local and
export markets. Then it all went ‘East’.
But according to at least one
international wood markets watcher, some
of the worms may be about to turn. While
the US recovery from the global financial
crisis is expected to be much slower than

anticipated, and there is worse in prospect
across Europe, APP Timber CEO Michael
Hermens says Asian economies are very
strong. And as a consequence, demand for
finished timber products is on the rise.
“Many Asian manufacturers are
now looking to market their products
domestically – within Asia – rather than
100 per cent export.”
Kuala Lumpur-based Hermens also
forecasts strong Asian growth and rapidly
increasing sea-freight (container) rates will
have another ironic twist: causing medium
and high-end wood products again to be
produced in countries with sustainable
resources, such as the US, parts of Europe
and maybe South America.
That is borne out by Steve Fishman,
CEO of Columbus, Ohio-based discount
retailer Big Lots who says costs associated
with shipping from Asia are just going up,
and that’s all there is to it. “There is no one
who is not going to be importing at higher
costs this year,” he says in reference to the
surge in ocean container freight rates, even
though they remain well below levels seen
in the 2006-08 bull market.
Hermens also points to rapidly rising
labour costs, particularly in China. “The big

question now is, where is the next country
with low labour cost?”
A number of China-based Taiwanese
companies have already moved out
in search of new factories in Vietnam,
India and Indonesia. According to APP,
the average gross monthly cost (USD)
for unskilled workers without overtime
in some of the lowest-cost countries is:
Vietnam $60-90, Indonesia $130-150,
Thailand $175-215, China $290-400,
Malaysia $300-350.
And then there is Bangladesh – where
labour rates are said to be as low as US$65
a month.
Hermens tips Indonesia as a good place
for manufacturers to invest – it has become
a much safer business environment, has
an efficient workforce and is much less
corrupt.
Interestingly, freight rates to China have
yet to increase to the extent of outbound
traffic. According to Pentarch New Zealand
chief executive Peter Hill, log boat rates
rose steadily in 2009 after the GFC from
an incredible US$18 to around US$50 by
year’s end. And there has been no dramatic
change since – as of end June.
Source: In-Wood Australia

Foreign investors' retail shopping spree
W
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And high food inflation, which drove
top-line earnings, is now virtually flat.
“Volume growth is subdued,” says
Absa Asset Management Private Clients’
Chris Gilmour. And, he adds, increased
competition between food retailers
for market share is eating into gross
margins.
But the worst is over. South Africa
recorded an economic growth rate of
4.6 per cent in the first quarter of 2010.
It is the third consecutive quarter of
economic growth.
“Don’t lose sight of the fact that South
Africa has a consumer-driven economy
— sustained growth will translate into
more robust consumer spending,” says

Gilmour.
Job losses have stabilised, real wages
are beginning to rise, and interest rate
cuts have afforded the middle classes
some breathing space.
Reflecting this, household
consumption expenditure increased by
5.7 per cent in the first quarter, albeit
off a low base. The consumer spending
momentum is seen in the latest retail
sales, which grew 4.6 per cent in May,
compared with the same month last
year.
But, unlike the old days where
any retail company with a good
management team was a sure thing,
investors must now look for the
turnaround stories, says Pretorius.
Opportunities lie with the likes of

Foschini, Woolworths and JD Group.
They all missed the previous boom and,
after some painful restructuring, could
all benefit from an uptick in consumer
spending.
Mr Price continues to ride the wave
of growth in its market – 15 to 29-yearolds across race and income brackets.
But food, the defensive sector through
and post the recession, is facing low
volumes in a low-inflation environment.
Like investors everywhere, global
retailers are also more measured in their
global investment strategies. Unlike
the heady expansion of the early 2000s,
expansion will be more cautious.
Carrefour has a global presence
page 28 X
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Market Review

Major domestic appliances –
a firm base for projected recovery
All major domestic appliances displayed positive growth in the second quarter of 2010, compared to
the same period in 2009. The second quarter of 2010 exceeded 2009 value by a sturdy 13.3 per cent,
although quarter-on-quarter results for the current year only increased marginally by 0.4 per cent to
just over R1.8 billion.
Markets such as tumble dryers benefited
sharply from a cold and wet winter season
as 1st and 2nd quarter volumes for the
current year rose sharply from ZAR 45.3 to
67.2 million. The South African Dishwasher
market has also begun to recover from a
poor 1st and 2nd quarter performance in
2009, were a growth of 9.9% for the 1st
half year of 2010 was observed.
Washing Machines pulled back nicely
into positive territory after a negative
1st quarter in 2010, showing a positive
growth of 10.8% over the 2nd quarter of

2009. This was pushed by strong sales
within fully automatic top loaders at
23.9%, were a significant downward price
trend was noted and front loaders at
7.8% which only represent 25% of total
revenue of this market. A new import
tariff imposed on semi/non automatic
twin tubs has pressurised this segment
somewhat only recording 0.8% growth
during the 2nd quarter of this year.
The largest market with major
appliances - refrigeration, continued in
its third consecutive quarter of positive

growth. Year to date developments were
recorded at 9.4% over the same period
in 2009. Value in the market was boosted
by the high value side by side segment
and volume driver bottom freezers
with growth rates of 35.9% and 12.9%
respectively over the 2nd quarter of last
year. It should be noted however that the
2nd quarter of 2009 was the nadir of the
down swing for this particular product.
Microwave ovens, which have had
import duties lifted, have experienced
double digit growth for the second time
in the last four quarters. Considering
that a significant portion of the sell out
value in the market has been lost through
lower input costs, strong unit sales have
supported revenue growth at 11.9% for
the year to date compared to the same
period in 2009. Volume in both large
capacity products (>= 30Ltrs) and low
capacity products (<= 20Ltrs) showed
remarkable growth but it should be kept
in mind that 2nd quarter growth for 2009,
the base year, was -10% on 2008 figures
during the same period.
Cooking, hobs and hoods represented a
turnover of ZAR 394 million in total for the
2nd quarter of 2010 making this segment
the second biggest contributor to revenue
within the MDA category during this
period. Growth of 8% over the 2nd quarter
of 2009 was recorded while a steady trend
towards built in/under continued in the
second quarter of 2010 as prices declined
making these products more affordable
and attractive to consumers.

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.
18
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Attention Retailers!

Fridges & Freezers

Four doors for superior organisation
The LG 4-door ice and water-dispensing
fridge comes with a roomy 840 litres of
interior space, french doors for wide open
access and a stainless steel finish.
It houses two bottom freezer drawers
for unrivalled organisation, four climatecontrolled crisper compartments, and the
tallest filtered water dispenser.
Contoured doors, hidden hinges and
a host of great interior features give the
refrigerator a look as sophisticated as it is
functional.
Additionally, features such as SpacePlus
allow for unobstructed access to the
entire top shelf with recessed LED lighting
for dramatic display.
Two drawers make it easy to organise
the freezer, separating most-reached-for
frozen foods from long-term and largeitem storage.
The unique Glide ‘n Serve drawer
configuration maximises organisation with
a full-width pantry drawer, twin humiditycontrolled crispers and a bonus drawer.

The water dispenser is almost 30cm
tall, making it the industry’s tallest water
dispenser.
With an easy-access water tap, slide-out
pitcher rest and dual water activation, this
dispenser makes it easy to fill all shapes
and sizes of containers with filtered ice
and water.
The best of eco-chic
LG’s refrigerators with linear compressor
technology, which includes the bottom
freezer, were selected as best examples
of “eco-chic” products at the Maison
& Objet living design exhibition in
January, in recognition of LG's stylish and
environmentally friendly innovations and
designs.
The385-litre bottom freezer offers
the industry’s biggest capacity in a
standard size and raises the bar for
green technology. Linear Compressor
technology provides customers with a
fresher, more nature-friendly way to store

LG's 4-door fridge.
food through improvements in energy
efficiency, space and accessibility.
The linear compressor also helps the
new bottom freezer achieve an A++ rating
for energy consumption, meaning lower
electricity bills for consumers.

Keeping food fresher for longer
Whirlpool’s 6th Sense Fresh Control
refrigerator meets the needs of consumers
who do want not to waste food at home.
Fresh Control is a new technology
that keeps food as fresh as the day it
was bought it for up to two times longer
than a conventional refrigerator, thanks
to active sensors that detect changes in
temperature and humidity and control and
adapt accordingly.
Additionally, this A++ fridge offers 45
per cent saving compared to an A-class
appliance.
The innovative and stylish new internal
LED lighting system also improves savings
while giving better visibility of contents.
Glamorous Nova
The outstanding performance of
Whirlpool’s Nova side-by-side refrigerator
entwines with a new aesthetic and stylish
finishing. Satin bronze, satin anthracite,
pure white and dark mirror offer a
monochromatic and, at the same time,
20
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simple, archetypal but extremely modern
effect, enhancing the design and adding a
touch of sophistication to the appliance.
Choosing bronze and anthracite
nuances, Whirlpool rides on the success
of metallic tones that today’s designers
consider “cool”.
Satin bronze and satin anthracite
domestic appliances become a “must have”
for all kitchen lovers who want a chromatic
match between appliances and furniture.
The resulting harmonious colour
scheme allows the eye to travel easily from
one colour to the next in a soothing mood
and atmosphere.
Thus, the contemporary metal nuances
are able to create a fine liaison between
kitchen appliances and furniture and allow
the appliances to fit perfectly every space.
Together with Whirlpool’s Glamour
ovens and microwaves, Nova side-byside refrigerators turn into eye-catching,
luxurious elements striking heart and
mind.

Whirlpool's 6th Sense Fresh Control
refrigerator comes with several innovative
features that add convenience and helps
store foods for longer periods of time.

Technology Focus

All you need to know about 3DTV
First it was the flat screen, then there was the fuss about high-definition,
and now there is much excitement about the latest development in 3D
viewing technology.
3DTV is starting to garner
serious attention in the
quest for the ultimate home
entertainment system, but few
people actually understand
the difference between 3Dcapable displays and highdefinition panels. Samsung
product manager at Tarsus
Technologies Levina de
Matos says there are several
significant aspects about this
technology consumers should
know about so as to make the
buying decision simpler and
prevent disappointment.

Levina de Matos – much development on 3D TV still to come.
“3DTV is a broad term for the display
technology that lets home viewers
experience video content in a
stereoscopic effect,” she explains. “It
adds the illusion of a third dimension
– depth – to current TV and HDTV display
technology, which is typically limited to
only height and width – that which we
know as 2DTV.
“Understanding how the technology
works is simple,” de Matos continues.
“Our eyes are about three inches apart,
which allows each eye to see a slightly
different perspective of the same picture.
The brain takes images from both eyes,
collates the visual data and uses the
difference between the two images to
calculate distance, which then creates
the perception of depth.
“3DTV today makes use of activeshutter technology. With this method
22
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a single sequential imager switches
very rapidly between the left and right
images when projecting the information
on a display. The viewer wears a pair of
battery-powered glasses that contain
shutters capable of opening and closing
rapidly.
“Each shutter opens and closes in
alternation while the screen displays left
and right-eye images in sync with the
glasses. The result is that the left eye sees
only the intended left view of the image,
and the right eye sees the intended right
view. The brain then blends it together
into a single, stereoscopic image.
“The main improvements afforded by
new 3DTV technologies,” says de Matos,
“are full colour and a high resolution of
1080p, made possible by digital light
projection technology, which uses a
microchip (or three, one dedicated to

each primary colour) that has an array of
tiny swivelling mirrors which create the
image.
“While 3D was originally limited to
DLP televisions, 3D capability is soon
to be available on all the major HDTV
technologies,” she notes.
“HDTV is essentially the highest form
of digital television, with a 16:9 aspect
ratio and high ratios that are either 720p,
1080i or 1080p. The numbers stand for
how many lines there are to make up the
picture display, and obviously the more
the better.
“There’s also the ‘i’ and the ‘p’, which
represents the type of scan the TV
uses. The 'p' stands for progressive
while 'i' stands for interlaced,” de Matos
continues.
“Progressive scan is better than
interlaced because it processes the

Technology Focus

images twice as fast. This faster scan rate
produces better clarity and colour in the
displayed picture. The best resolution on
the market today is 1080p is, because it’s
the highest.
“3D-capable television sets are likely to
be limited to the high-end models and
are therefore more likely to have a higher
price tag than we’re used to seeing.
There will be a definite need to purchase
the glasses separately, and the quality
of the 3D experience is likely to hinge
on which type of glasses manufacturers
choose to use with their 3D sets.
“Much like Blu-Ray, which took about
four years to catch on and become
readily available (both in terms of
viewable content and a reasonably
priced player), it will be some time
before 3DTV reaches a point where it
will be readily accessible for mainstream
consumers,” de Matos points out. “There
is still much development still to come
to ensure that the 3DTV home viewing
experience is comfortable.”
Conservative estimates put it at about
six to eight years before 3DTV becomes
a part of consumers’ every day life.
Until then it’s going to remain a niche
product, which a few early adopters will
nonetheless be determined to buy.
“These early adopters should ensure
that the set they buy works with activeshutter glasses, and not polarised or
colour-tinted glasses, since active-shutter
technology is designed to eliminate the
side-effects associated with polarised or
tinted glasses, namely headaches, nausea
and blurry vision,” de Matos advises.
In the meantime, those who are
prepared to be patient while the
technology is perfected would do well
to purchase a really high-quality HD
television set.
De Matos recommends looking for
one with a 1080p resolution and a refresh
rate as high as possible (120Hz), “which
will ensure that the home entertainment
experience is as rich as it can be.”
World's first full HD 3D LED TV
Samsung’s premium plasma TV line
the 7000 Series includes Samsung’s
proprietary built-in 3D processor to
add a new dimension to TV viewing at
home for plasma fans. The addition of
the LED TV 8000 and 7000 Series to the

Samsung's 3D TV lineup includes the LED 7000/8000/9000 series, LCD 750 series and the
Plasma 7000/8000 series.

3D range means consumers have a wide
choice of models to fit their individual
entertainment preferences and lifestyle.
Entertainment enthusiasts can also
enjoy 3D content on their Blu-ray player
for the first time with the launch of the
BD-C6900, as well as a 3D Blu-ray home

“The quality of the 3D
experience is likely to
hinge on which type of
glasses manufacturers
choose to use with their
3D sets”
theatre system.
Samsung was the first to introduce
3D into the home in 2007 with a DLP
offering, and the following year brought
this technology to the UK with the
launch of the world’s first 3D flat-panel
plasma. Following a string of successful
3D cinema releases, Samsung has
developed core 3D image processing
technology to provide home customers
with the multi-platform 3D solutions

which offer the industry’s best image
quality.
Samsung’s proprietary built-in 3D
processor and emitter is optimised
for, and compatible with multiple 3D
standards including half and full HD
resolution formats as well as the Bluray Disc Association ratified “Blu-ray
3D” standard. Additionally, Samsung’s
3D system delivers a picture using a
full color spectrum for a believable,
immersive viewing experience.
“Samsung has been the number one
company in the global TV market for four
straight years, and we remain committed
to leading the market by deploying new
categories of entertainment like Full HD
3D LED TVs, on which consumers around
the world, including South Africa will be
able to enjoy their favourite content in
their homes,” says TV product marketing
manager for Samsung Electronics South
Africa Corrie Labuschagne.
“It is an incredibly exciting time for
the industry at large, as we continue to
see the proliferation of 3D in theatres
globally at unprecedented rates, and
now the capability to deliver a truly
premium 3D experience for consumers in
their homes."
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Get café fresh coffee with bennett•read
The bennett•read Café Fresh from Tevo is a
stylish and compact filter coffee machine
and grinder all-in-one.
Finished with brushed stainless steel
panels, it is fully programmable with a
digital control panel and timer to ensure
users are provided with the freshest
coffee.
The coffee beans are ground in the
machine directly before brewing, and with
the pre-set timer, fresh coffee is available
24 hours a day.
The conical burr grinder has five
individual settings, ranging from fine to
coarse, allowing users to drink just the
strength of coffee their palate desires.

They can also brew already ground coffee
if they wish.
The bennett•read Café Fresh has an
active carbon filter that ensures consistent
water quality, ensuring users get cup after
cup of their favourite brew.
The 1.5-litre carafe can provide up
to ten cups at the touch of a button
– sufficient for users and their guests.
The machine also has an automatic
shut-off and drip guard to prevent
spillage, while a permanent nylon filter
means complete ease of use.
The bennett•read Café Fresh is made to
exacting European standards and comes
with a one-year warranty.

Vacuum cleaner reduces electrici
Numatic’s Autosave range of vacuum
cleaners is revolutionising the way
homeowners clean by drastically
reducing the power usage required to
vacuum floors.
In fact, says Numatic's Dewald Botha,
this groundbreaking range of vacuum
cleaners could even reduce electricity
consumption by 50 per cent.
"Autosave is a system that
automatically starts the machine in the
economy setting," he explains. "This
uses half of the machine’s total motor
capacity of 1200 Watts and only 50 per
cent of the required electricity.
"When more suction power is needed,
the user simply activates a switch on the
machine, which immediately engages
the full capacity of the motor for those
hard-to-reach areas.
"Pushing the switch a second time
will once again reduce the power usage
by half. If the machine is turned off and
on again, it will automatically start up at
50 per cent power."
“When we launched the Autosave
range, we knew we had a winning
product on our hands," Botha continues.
"However, our product designers were
committed to reducing electricity
consumption even further and

ty consumption by half

Even though the Nusave vacuum
will run at a reduced maximum of
800 Watts, Botha says Numatic has
designed the product to deliver
superior cleaning performance
at a reduced electricity
consumption rate.
“A few simple design
changes to the airflow and
overall suction mechanism
ensure that the vacuum
cleaner does not compromise
on performance, but delivers
the same cleaning power as its
predecessors from the Autosave
range.
"The 2009 Autosave
models Henry, Hetty and the
NVQ370 silent have performed
phenomenally well in the
field and we are eagerly
Numatic’s Autosave range of vacuum cleaners is
anticipating the launch of
revolutionising the way homeowners clean by drastically
the Nusave range later this
reducing the power usage required to vacuum floors.
year," he adds.
“We are confident that
our contribution to the reduction of
developed the Nusave range."
energy consumption will not only make
Nusave vacuum cleaners are almost
a significant difference in costs, but will
ready to hit the South African market.
also deliver on Numatic’s promise to
With a maximum motor capacity of only
provide unmatched cleaning products
800 Watts, the economy setting reduces
with exceptional performance."
power to 400 Watts.
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Toshiba Spor tcam ensures maximum fun in any weather
The Toshiba Camileo BW10 Sportcam, a
compact full-HD camcorder able to easily
withstand rain and dust is specifically
designed for outdoor enthusiasts with
an affinity for taking their hobbies to the
extreme.
The Camileo BW10 is waterproof up to
two metres and can be operated under
water, in heavy rain, or in an environment
with high levels of humidity, such as a
rain forest or a greenhouse. The rubber
cover also protects the camcorder from
mechanical shocks, dust and sand,
making the it an ideal companion for
shooting on the beach or in the desert.
This small camcorder measures only
22mm x 55mm x 107mm and weighs
no more than 114g. It fits easily into a
small pocket and is always on hand for
spontaneous recording.
The Camileo offers Full HD resolution
(1080p/30fps), embedded video
stabilisation and a powerful 10x digital
zoom for far-away shots. At the touch
of two buttons users can easily and
quickly switch between video and photo
mode. The sportcam’s integrated face
detector allows users to take portraits
by automatically enhancing colours

Toshiba’s full HD sportcam, the Camileo BW10, is resistant to rain and sand and even
captures underwater clips.
and exposure of up to twelve faces in
the picture. Additionally, the maximum
sensitivity of ISO 1600 enables the
camcorder to record great shots, even in
unfavourable ambient light conditions.
The fashionable Camileo BW10 displays
video clips and photos stored on a SDXC
card with a capacity of up to 64GB on a

brilliant 5.1 cm (two-inch) LCD panel. To
watch clips and photos together with
friends on a big screen, content can be
streamed to any HD display via the HDMI
Digital AV output. Users can also transfer
content easily to YouTube by the push
of a button with the help of the bundled
Camileo uploader software.

These diamonds a cook's best friend
Ideal for everyday use, the versatile 20cm
Swiss Diamond Try Me frying pan is
perfect for smaller meals, easy to clean
and is designed for healthier cooking, as
all Swiss Diamond cookware uses little or
no oil.
Manufactured in Switzerland, the
Swiss Diamond range of precisioncast aluminium cookware features
a revolutionary new diamond
reinforced non-stick cooking surface,
renowned for its unsurpassed nonstick performance and professional
quality.
The secret behind this advanced
cookware technology is the result
of combining diamond crystals – the
hardest material known to man – with
a non-stick nano-composite to form a
virtually indestructible non-stick cooking
26
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surface that will not crack or blister.
In fact, the surface is so durable it can
be used with metal utensils.
The diamonds in Swiss
Diamond cookware produce
the highest degree of thermal

The 20cm Swiss Diamond Try Me frying pan
is now available in South Africa.

conductivity.
Nothing conducts heat more
efficiently or quickly than diamonds,
thus ensuring the best possible
heat transfer without hot spots.
The heat distribution flows evenly
across the bottom of the cast-aluminium
pan and up the sides so that a consistent
temperature surrounds the food and
helps prevent burning.
The “stay cool” handles are
ergonomically designed for comfort
and balance and are oven-safe up to
260 degrees Celcius.
The vented heat-tempered
glass covers also offer see-through
convenience to prevent boil over’s and
over cooking.
Swiss Diamond cookware offers a
lifetime warranty.

Product Showcase

Personalise any computer with
Esquire Technologies, distributors of IT and digital
lifestyle products, offers a range of products from CKP
live that allows users to personalise and customise
their PC with the funkiest accessories and peripherals
to reflect their style, whether they are in the office, at
home or still a scholar.
The range includes a wide variety of mouse
options, from mouse pads with extra-grip rubber base
to wireless, optical and mini-optical mouse options,
with retractable cable length to suit users’ needs.
Other products include laptop sleeves, skins and
laptop bags, which offer optimal protection for
individuals who are on the move and appreciate style
and innovative designs.
The CKP live designs are modern and colourful and
there is a theme to suit every persona, ranging from
ecological, abstract, children, men, women to world
art.
Esquire managing director Asgar Mahomed
says, “The CKP live range is contemporary and trendy,
allowing our clients the opportunity to be unique and
let their PC peripherals reflect their style.”

CKP live

Esquire Technologies offers a
range of fun accessories for the
personal computer.

Tack le the rugged outdoors with Garmin
The Oregon 450, Garmin Distribution
Africa’s newest member in the Oregon
series is a touch-screen GPS device built
specifically for the outdoor enthusiast.
“Garmin offers intuitive touch screen
options for anyone exploring and enjoying
the environment around them,” says
Garmin Distribution Africa marketing and
sales director Walter Mech. “The Oregon
450 is built to withstand the elements,
and with its easy-to-use interface users
can now spend more time enjoying the
outdoors and less time searching for
information.”
Responsive to the touch of a finger
yet resistant to the rigors of nature, the
Oregon 450 simplifies navigation through
a glove-friendly touch-screen interface.
This bright three-inch colour display is
easy to read and use in all conditions.
The Oregon 450 offers photo navigation,
enhanced track navigation, a three-axis
tilt-compensated electronic compass,
which shows the direction headed in
even when standing still, and the units
high-speed USB port enables quicker map

transfer via a computer. The Oregon 450’s
new dashboards allow users to customise
the appearance of various pages on their
unit, including the geocaching, compass,
stopwatch and elevation functions.
For hikers, cyclists and trail runners,
the enhanced track navigation will prove
especially useful when navigating to
a destination on an active track. Users
will see the changes in elevation ahead
of them, as well as where they’ve been.
Waypoints and other key locations along
the active route now appear on the map
as active route pages.
When finished exploring, users can
upload, analyse and store their activities
online, with the option to send tracks
to their outdoor device using Garmin
Connect.
“With the Oregon 450, users can
share their waypoints, tracks, routes
and geocoaches wirelessly with other
compatible Oregon, Colorado and Dakota
units,” says Mech. “This means that they
can share their favourite hikes and cached
locations with their friends.”

Accounting
software for the
retail market
Billed as the most significant release
since its launch in 2003, Softline Pastel’s
latest version of its mid-market Enterprise
Resource Planning (ERP) solution
Pastel Evolution includes some major
enhancements.
Two new modules have been added
to the ERP suite. Retail Point of Sale (POS)
offers a fully integrated end-to-end retail
management solution. “We anticipate
that our new POS application will have
significant up-take in the mid-sized retail
sector,” says Pastel Accounting managing
director Steven Cohen. “It’s an easy-to-use,
robust, keyboard-driven application that
generates sales orders, invoices and credit
notes from a single simple interface.”
The other addition to Pastel Evolution
6.5 is the Branch Accounting module, which
Cohen says has been designed specifically
for companies with more than just an
HQ. Simply, it introduces bidirectional
synchronisation and consolidation of data,
which means that information is shared,
consolidated and saved on the centralised
system at head office and at branch level.”
Two-way data streaming comes with
many benefits, including the ongoing ability
to transact at a local level, even if the ADSL
lines or virtual private network goes down.
Also, any potential loss of data due to fire or
theft can be kept at a minimum because of
the regular consolidation and replication of
information.
Because Evolution is a locally developed
ERP solution, Softline Pastel has always
offered program customisation with a
fast turnaround. Cohen says that the
result is an overwhelming demand for
the service, which Pastel has addressed
with the creation of a second R&D team of
programmers based in India.
“Additional development capacity means
that Pastel Evolution can still guarantee
rapid implementation of a customised ERP
package in rand-based competitive prices,”
he continues.
“It’s the perfect solution for a larger
business that has out-grown its standard
accounting software and is looking for more
insight and control over its affairs.”
Home Goods Retailer – August 2010|
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immCologne 2011 already a talki
The imm cologne is heading for next
January with a strong wind at its back.
Whether at home in Germany or abroad,
Cologne is a talking point in many
companies right now, with more than
70 per cent of the scheduled space
already booked. All indicators suggest
that the imm Cologne 2011, to be held
from 18-23 January, will even surpass
the successful 2010 fair.
Those exhibiting in Cologne for the
first time will include a large part of the
Möbelmeile – a marketing consortium
of 25 furniture manufacturers from East
Westphalia. Driftmeier, Thielemeyer,
Röhr-Bush, Schröder Wohnmöbel,
Rietberger Möbelwerke, Sudbrock, Geha
Möbelwerke, Village Wohnkultur and HE
Otten Matratzenfabrik will be presenting
their product innovations at a joint
stand.
In the modern design section
visitors to the 2011 show will find
design developments from all over
the world in concentrated form. More
than 300 companies will be exhibiting
here, including COR, interlübke, Ligne
Roset, Walter Knoll, de Sede, Kettnaker,
Fraubrunnen, Team 7, Minotti, Flexform,
Cassina and Team by Wellis.

ng point

Anybody who wants to reach national and international retailers, designers, architects, interior
designers and consumers simply cannot afford to miss imm Cologne.
In the Comfort segment, the imm
cologne will be showing the entire
spectrum of upholstered furniture,
enhanced by “returnees” such as Oelsa,
Gepade, Dietsch Polstermöbel, Nolte
Polstermöbel and ADA.
Prestigious fabric brands
Modern furniture, textiles and carpets
are inseparably linked. They determine
the design of a room, emphasise

individual interior atmospheres and
underscore their owner’s personal
lifestyle.
The imm cologne has succeeded in
signing up top textile brands such
as Christian Fischbacher, Création
Baumann, JAB Anstoetz, Kinnasand, Nya
Nordiska, Sahco, Chivasso, Wellmann
and Zimmer + Rohde represent a major
gain for the international furniture fair’s
textile competence.

Foreign investors' retail shopping spree
W

page 17

but the company’s strategy now is
to “strengthen at home [in France,
Spain, Belgium, and Italy], then either
dominate or withdraw abroad”, says CEO
Lars Olofsson.
It has withdrawn from markets in
which it was unable to compete, like
Japan, Switzerland, Mexico and Russia.
It plans to concentrate on Brazil, China
and India.
Similarly, Wal-Mart intends growing its
global operations, but cautiously – not
all its expansion has been successful.
“We will continue our organic growth
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strategy, with strong capital discipline
and optimisation of our portfolio
of formats and brands,” Wal-Mart
International president and CEO Doug
McMillon told investors recently.
“We will allocate capital, by country
and by format, to improve returns from
these investments.”
So are the global retailers likely to
come tumbling into South Africa? Not
soon. “South Africa is an interesting
emerging market,” says Kneale, whose
views echo those of a number of other
retailers and analysts canvassed by
Financial Mail.

“But if Brazil is a gateway into South
America, then South Africa is a gateway
to nowhere. Right now Africa is not as
appealing as South America or Asia.”
For now, the real interest in
South African retailers will be from
international equity investors.
If the economy is able to generate
meaningful numbers of jobs, then the
retail sector is well positioned for longterm sustained growth.
And that is a fact that no investors
– be they foreign retailers or local
investors – will miss.
Source: Financial Mail

Gallery

ica's first full-leng
Sony hosts South Afr
Electronics and entertainment company Sony Corporation
recently hosted the first full-length (approximately one hour)
3D live performance in South Africa when internationally
renowned band The Parlotones performed in the company’s
3D experience pavilion.
Sony created the “3D world” pavilion on Nelson Mandela
Square in Sandton, Johannesburg in celebration of the FIFA
World Cup.
Visitors were provided with a premium 3D experience at
the pavilion and international music artists such as Shakira, R.
Kelly, and MISIA also visited the 3D world.

th 3D live concert

The Parlotones, Kahn Morbee (vocals, guitar), Glenn Hodgson (bass,
piano, backing vocals), Paul Hodgson (guitar) and Neil Pauw (drums).

Philips takes a shot at the soccer season in a game of foosball
As the final whistle blew for Durban and Cape Town, the Philips
team moved on to Gauteng to complete the national Philips ‘Take a
shot’ Foosball challenge at Menlyn Park Shopping Centre in Pretoria.
When the rest of the contestants were recovering from the
intense foosball playoffs, one of the foosball fanatics, who came
second at the Durban challenge held at Gateway’s Theatre of
Shopping, wasn’t going to let another opportunity to win get
between him and a six-hour drive. In fact, after driving to Pretoria
and entering the wild card draw on the day at Menlyn Park
Shopping Centre, his name was drawn and he battled it out to win
R25 000 worth of Philips products together with his own foosball
table in the Gauteng challenge.
Having given away R150 000 worth of Philips prizes, not only in
the three main foosball challenges, but also by giving entrants an
opportunity to win a Philips product every day for the month of
May, Philips made the lead up to the soccer season something to
truly celebrate.
Congratulations to the three regional winners of the Philips ‘Take
a shot’ Foosball challenge. From Gateway’s Theatre of Shopping,
Shalin Simon dominated and won the first challenge, with
Muhammad Ilyaas Amod being awarded the Mother City’s foosball
champion at Canal Walk Shopping Centre. Finally, well done to the
domestic traveler Ardiele Meer, who would not give up winning at
Menlyn Park Shopping Centre.

Menlyn winner of the Philips Foosball challenge Ardiele Meer (centre)
with (left) Philips sales director Brett Larsen and Philips products
manager AVM Rui dos Santos.

Above – Rui dos Santos (right) congratulates Shalin Simon on winning
the Durban round of the Philips foosball challenge.
Left – Muhammad Ilyaas Amos (left) was crowned Cape Town's
foosball champion at Canal Walk shopping centre. He is congratulated
by Philips senior manager trade marketing Stephen Hammond.
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w
FTA gathers one last time as ne

FTA president Bruce Sinclair (left) and senior vicepresident Joe Berinato presented executive director Dick
Behrens with a certificate of merit for his dedication to
the association over the years and wished him well on his
retirement.

era dawns

Following the amalgamation of the Furniture Traders Association (FTA) into the new
South African Retail Council (SARC), which was formally launched in April by the
Consumer Goods Council of South Africa, the committe gathered together for the last
time recently to pay tribute to the councillors for all their hard work over the years:
(back, from left) Hartwig Heil (Tafelberg Furniture), Marlene McConell (Lewis Group),
vice-president Joe Berinato (Ital Video & Audio Services), president Bruce Sinclair
(Ellerine Holdings), Pat Kimmince (JD Group), Marion Fraser (FTA), Tertius Basson
(Tafelberg Furniture), Patricia Pillay (SARC), (front, from left) Ezra Altshuler (Peerless
Furnishers), executive director Dick Behrens (FTA), Engela Botha (FTA) and Sue Strong
(Brands Furnishers.

Restonic climbing enthusiast scales Everest
After summiting Asia’s Mount Everest at
29 029 feet above sea level, Restonic’s
Lance Metz became at 27 the youngest
South African to ascend not only this
famous mountain, but also Carstenz
Pyramid in Indonesia and Mount Vinson in
Antartica.
“To mark the occasion he unfurled a
Restonic flag on the highest point on
Earth, effectively placing the company
on top of the world and confirming
our position at the top," says a jubilant
Restonic CEO and Lance’s father Mike Metz,
who waited for his son at the Advanced
Base Camp at 20 800 feet lower on the
mountain. Lance’s mother Viv supported
her son from Everest Base Camp, at an
altitude of 17 913 feet.
Lance has now summited six of the
seven highest mountains on the seven
continents and has only to ascend
Alaska's Mount McKinley, also known as
Denali, to complete the Seven Summits"
challenge, widely acknowledged among
mountaineers as the ultimate test of their
skills.
"The main thing that goes through your
head as you start reaching the exit cracks,
mushroom rocks and the steps (near the
summit) is to remain focused on getting
down and not using all of your energy

Lance, Viv and Mike Metz at the Everest Base Camp. Lance's ascent to the summit will form
part of Restonic's latest advertising campaign.
getting to the summit," Lance relates.
He saw the frozen corpses of at least
half a dozen victims on his push to the
summit , a grim reminder of the danger
involved in such an expedition. Indeed,

more than 200 climbers have perished on
the mountain.
Says Mike: "Lance’s achievement
certainly deserves to be included in the
Restonic Hall of Fame.”
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Publisher's Comment

SA at the crossroads again
As we move into the final quart of a momentous 2010, what with the aftermath of
the World Cup, the public servants’ strike (as we write, now in its second week), the
mooted media tribunal and the Protection of Information Bill, it is very clear that this
country is at the crossroads. Once again.
The World Cup was an unqualified success by any standards and was so judged
by the global community, not least by the hundreds of thousands of foreign visitors
who came, saw and marveled. Transport worked, crime was neutralised and South
Africans partied with their foreign guests like there was no tomorrow. And of course
our guests reported back to their friends and communities in the most favourable
terms. All seemed right with the world.
Yet just over six weeks later this country is to all intents and purposes staring
down the barrel of a gun. Massive corruption and suspicious deals a la Kumba,
Arcelor Mittal and politically connected beneficiaries has roused fresh anger. The
strike by well over a million workers has paralysed the country, endangering the lives
of the most vulnerable, suborning the education of our pupils and compromising
the health and welfare of thousands of our citizens. And thuggish actions in support
of the strike aimed at intimidating those who don’t is having a calamitous effect
on popular sentiment. In addition, crime has reared its hydra-headed assault on
communities once again, clearly demonstrating that the Government’s commitment
to dealing with and suppressing crime over the period of the World Cup was merely
a public relations exercise to reassure the international community. Public transport
has again relaxed to its previous unreliable and unpredictable state. One visit to the
Gautrain station in Sandton will illustrate how rapidly standards have already slipped,
with half the ticket machines not working, long queues forming, and the parking
areas covered in litter. Moreover, if one arrives after 8.30 pm due to the lateness of
one’s scheduled arrival at OR Tambo (and goodness knows that our domestic airlines
are not notable for their respect for punctuality, you will be unable to pick up your
car, it will be impounded and you will be fined. These practices are not calculated to
inspire confidence amongst our citizenry, let alone our international visitors, who can
and will very swiftly change their chorus of approval to one of disgust.
And of course the final humiliation for all South African citizens is the imminent
drafting and passing into law of the so-called Protection of Information Bill. This
allied to the proposed media tribunal to oversee the bill’s provisions, together
with all the other factors mentioned above, is sewing serious doubt amongst the
international investment community and those countries which are historically well
disposed towards South Africa. Either this Government accepts that South Africa is
a fully fledged constitutional democracy and honours the constitution in both the
letter and the spirit, or it will be seen as another Zimbabwe.
For proof, simply access the European, UK and US media.
At a time when retail sales should be climbing, they have been slashed, consumer
confidence, already fragile is tottering again. These are the facts and they will place
an enormous strain on South Africans’ resilience and resourcefulness.
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Ambassador DRS

Excelsior BRS

Venecia DRS

Telephone: (012) 333-3162/3/4, Fax: (012) 333-6453, 32 Eland Str, Koedoespoort, Pretoria, 0186
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Flexizone Pocket Spring™
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Maxi Koil Spring System™
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perfect ventilation

individual springs
for maximum comfort

extra firm high density
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for long lasting
ultimate support

We don’t say we make the best mattress,
our customers do ™
Contour Bedding Pty (Ltd)
Tel: +27 11 342 1190/91 • Fax: +27 11 945 4026 • e-mail: info@conbed.com
399–406 Jesmond Avenue, Nancefield Industrial Sites, Johannesburg, 2135, Gauteng
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