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e-tailing takes off ,
a surge of new stores, 
and latest home appliance 
trends from IFA
As South African consumers become more open to the online shopping 

medium, even retailers of home appliances and furniture are finding the 

Internet a cost-effective means of increasing their sales figures – a concept 

most independent store owners would not have considered a few years ago. 

Appliances and electronics retailer Hirsch's and furniture manufacturer 

Coricraft are just two examples of companies whose online ventures have 

shown instant and ongoing success and their story is well worth the read.

While consumer spending remains sluggish despite the recent rate 

cut, the number of new stores opening seems to confirm the Bureau 

of Economic Research's recent survey that business confidence among 

retailers is growing. Weylandts, Garmin and Build it all boast new stores 

in Gauteng, a clear and welcome indication that the recovery in the retail 

sector is on track.

With Small Domestic Appliances as our feature focus this month, I 

thought it would be fitting to take look at the latest trends in home 

appliances emerging from IFA 2010, globally acknowledged as the world's 

largest trade show for the consumer electronics and home appliances 

sector. Turn to Talking Points to discover which are the main features to 

watch out for.

There's also news in this issue of a new hair care range from Mellerware 

and the latest men's electric shaver launched by Philips.

Until October. 





The survey revealed that 77 per cent of 

South African’s who have access to the 

Internet are shopping online and feel that 

making purchases on the Internet is more 

convenient, user-friendly and easier than 

walking into a store or ordering from a 

catalogue over the phone.

Retailers Hirsch’s and Coricraft, who both 

run an online store, can attest to this.

“The goal of our website has always 

been to function as an extension of the 

in-store experience, and as such the website 

has become an essential and inseparable 

component of our business,” says Coricraft 

managing director Dave Jacobson, who 

launched the company’s online store earlier 

this year. “While the online store cannot 

replace the experience of sitting on a couch 

and feeling the fabric, we are finding that 

more and more customers access the site 

as a pre-cursor to a store visit and once in 

store are able to quickly consolidate their 

purchase decisions.”

Hirsch’s chairman Alan Hirsch 

corroborates this experience, and adds: 

“People who shop online are extremely busy 

and often don’t have time to shop. Because 

they work all day, they shop at night online 

and are delighted when their product is 

delivered to them the next day.”

According to South African research 

company World Wide Worx, the number of 

South Africans with access to the Internet 

skyrocketed by 15 per cent to 5.3 million 

users in 2009, and a similar growth is 

expected for 2010. Forty two per cent of 

users cite online shopping as a purpose for 

accessing the Internet. World Wide Worx 

predicts there’ll be almost 11 million South 

Africans online by 2015.

Broadband technologies such as ADSL, 

3G/HSDPA and GPRS/Edge are making the 

overall online experience much faster and 

more convenient than previous technologies 

such as dial-up, although this is still used.

The MasterCard survey reveals further 

that 87 per cent of South African online 

shoppers like to plan and research their 

online purchases in advance. The majority 

(74 per cent) conduct research about their 

purchases on the Internet before buying, 

69 per cent use the merchant or company’s 

website for their research and 46 per cent 

speak to family or friends beforehand.

It was also found that 35 per cent of 

respondents who shopped online cited 

themselves as impulse shoppers when 

browsing the web. Low prices or substantial 

discounts (59 per cent), unique products 

only available online (48 per cent) and 

advertisement and promotions (42 per cent) 

are still the top three reasons for online 

impulse buying.

A number of online shoppers (28 per 

cent) will also make an impulse buying 

decision if they find a product online that 

will be available or delivered quicker than 

going into a physical shop, which shows that 

instant gratification plays an important role 

in any buying decision.”

Wesley Lynch, CEO of e-business solutions 

company Realmdigital, believes the time for 

businesses to go online is now. “Online is no 

longer the poor cousin of sales channels. 

Web-based commerce may not yet generate 

the same volumes as physical stores, and 

consumers may for a time still prefer a tactile 

experience in certain shopping categories, 

but the medium has a lot going for it in 

Alan Hirsch – online store experiencing 

steady growth.

Durable goods retailers successfully embrace online channels

Dave Jacobson – seen exponential sales 

growth online.

“instant gratifi cation 

plays an important role 

in any buying decision”

A few years ago many retailers of furniture and appliances would have scoffed at the idea of 
opening an online store, but according to a recent 2010 MasterCard survey, online shoppers 
are increasingly purchasing not only lifestyle items such as airline tickets, games and music 
downloads, but also basic necessities, including home appliances. Indeed, home appliances 
and electronics showed a substantial increase from 30 per cent in 2008 to a current 43 per cent 
of online purchases. 

Newsline
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other respects. For one thing, its overheads 

are much lower in terms of store outlay and 

front-office personnel.”

Another factor, continues Lynch, is the 

comparatively large market reach of an 

online store. “In fact, if one had to compare 

the cost of setting up and running a physical 

store with a certain geographical coverage 

area to that of an online store with a much 

larger coverage area, the physical store 

would still cost a good deal more than its 

e-counterpart in absolute terms.”

Coricraft’s Jacobson agrees: “Our online 

store provides a massive window into our 

world – like a virtual Coricraft warehouse 

containing all our products – much bigger 

than any shop front window. 

“An online store was almost an ancillary 

objective of our corporate strategy, but now 

we’re wondering why we didn’t do it sooner,” 

he continues. “We have seen exponential 

growth in sales since launching the online 

store.”

As the after-effects of the global recession 

continue to suppress demand, many 

businesses are discovering the benefits of 

an online strategy. Lynch cites British retailer 

Marks & Spencer (M&S) as an example. Hard 

hit throughout the recession, M&S reported 

mildly resurgent figures for the first quarter 

of 2011 in July 2010, mainly on the back of 

a great performance by its online division. 

Overall, the group reported a very small rise 

in quarterly sales (6.3 per cent), compared to 

a 49 per cent surge in online sales.

“The figures speak volumes,” declares 

Lynch, “and what they’re saying is this 

– online has been accepted by users in a 

big way, and it can save your business in 

lean times. Stated negatively, the premise 

also holds true, as global markets become 

increasingly competitive and the margin 

squeeze is on; not embracing online now 

could destroy your business.”

Hirsch concurs: “Our online store is doing 

well. We get thousands of hits and every 

month there is steady growth, which is 

exciting. 

"While I don’t think it’s going to change 

the way we retail, I believe the South African 

market is ready for it, and when is the right 

time to start, if not now?” 

“not embracing 

online now 

could destroy 

your business”

National Credit Regulator 
CEO to step down

National Credit Regulator (NCR) chief 

executive officer Gabriel Davel will be 

stepping down from his position in 

January 2011.  Davel has been with the 

NCR since its inception in 2006 and was 

a key contributor in the development 

of the National Credit Act (NCA), its 

implementation and in steering the 

NCR during its critical establishment 

phase.

“I’ve enjoyed the challenges at the 

NCR and believe that it has made an 

important contribution in establishing 

a more equitable, fair and transparent 

credit market which has an important 

role to play in improving the livelihoods 

of all South Africans,” he says. “While it’s 

been an exciting journey, I now look 

forward to new challenges.”

Davel was previously CEO of the 

Micro Finance Regulatory Council 

(MFRC) and a partner with Deloitte & 

Touche before that. He was engaged 

in broader financial sector and 

regulatory reform projects, including 

pioneering the Credit Law Review 

during 2002 to 2005 which resulted in 

the development of the new consumer 

credit policy and legislation.  

“In his role as CEO, Davel brought 

extensive knowledge and experience 

of the consumer credit industry to the 

NCR,” says NCR chairperson Advocate 

Pansy Tlakula.  “He not only helped to 

establish the regulator, but guided 

it through the recession, ensuring 

that it fulfilled its role of protecting 

consumers and regulating the market 

during this difficult time.”

Under Davel’s tenure, the NCR has 

seen huge progress in implementing 

the NCA. Progress has been made in 

virtually all areas of the NCR’s mandate. 

From registration of credit providers, 

credit bureaux and debt counsellors, 

establishment of a broad education 

strategy and an effective complaints 

and investigations team, through to the 

publication of credit industry statistics 

designed to improve the statistical 

basis to assess consumer credit market 

trends and levels of debt stress.  The 

NCR received clean audit reports for 

every year since its establishment. 

It was during Davel’s term that the 

task team on debt counselling was 

appointed. The implementation of its 

recommendations will go a long way 

towards easing the challenges faced in 

debt counseling. 

Department of Trade and Industry 

(DTI) director general Tshediso Matona 

comments that a solid base has been 

laid by Davel and his management 

team in regulating the industry 

and that the DTI will continue to 

support the NCR to ensure regulatory 

certainty. “In setting up the NCR, 

Gabriel inaugurated the path-breaking 

regulation represented by the NCA, and 

did so with commitment, passion and 

rare expertise. As the DTI, we thank him 

for his contribution, and wish him well 

in his future endeavours.” He confirms 

that the DTI, in conjunction with the 

NCR’s board, has already commenced 

with a process to recruit a new CEO.

“We wish to thank Gabriel for his 

valuable contribution to the NCR 

and wish him all the best in his new 

endeavours,” says Tlakula.

 “The National Credit Regulator 

board will make every effort to ensure 

a smooth transition so that it is able to 

continue playing its important role in 

protecting consumers and regulating 

the credit industry during these 

challenging times.” 

Gabriel Davel – stepping down.

Newsline
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South Africa’s new 

Consumer Protection 

Act has worldwide 

implications. Every foreign 

company that sells goods 

and services destined for 

South African consumer 

markets will have to 

comply with this new 

legislation and, if in breach 

of its product liability or 

labelling provisions, could 

be sued for damages. 

“It is critical for local 

retailers to understand the 

implications of importing 

products and for foreign 

companies to be aware 

of their obligations,” says 

Eric Levenstein, director 

and product liability 

specialist at corporate 

and commercial law firm 

Werksmans Attorneys. 

“The Consumer Protection 

Act is not just binding on 

companies operating on 

South African soil, but also 

on foreign manufacturers 

and distributors whose 

products reach South 

African consumers.”

Suppliers

Levenstein says that when the Act 

becomes fully effective later this year, 

it will apply to suppliers regardless of 

whether their head offices are within 

or outside South African borders. 

“If a defective or incorrectly labelled 

product were to cause harm or injury to 

a South African consumer, the foreign 

manufacturer could become a co-

defendant together with the local retailer 

or supplier in product liability litigation.” 

The threat of such litigation cannot 

be taken lightly for two reasons. “One 

is that the Consumer Protection Act 

places the burden of proof squarely 

on the shoulders of the supplier and 

not, as in the past, on the consumer,” 

Levenstein says. “Strict liability, as this is 

known, means that the onus is on the 

supplier to prove that the product was 

not defective. The consumer only has 

to show harm or loss and that this was 

caused by the product concerned.”

The implication of strict liability for 

suppliers – local and foreign – is that it 

gives consumers greater legal clout when 

lodging product liability damages claims. 

“This links up with the other major 

issue that foreign suppliers need to 

be aware of – the fact that their assets 

in South Africa could be 

forfeited to pay a damages 

order,” Levenstein continues. 

“The fact that their goods 

in South Africa could be 

judicially attached for 

jurisdictional purposes 

means that the product 

liability provisions of the 

Consumer Protection Act are 

far from toothless for foreign 

suppliers.”

Labelling

Just as important to note are 

the Act’s product labelling 

and information requirements. 

If a South African consumer 

suffers loss or injury because 

a foreign-made product was 

wrongly or inadequately 

labelled, both the local retailer 

and the foreign supplier could 

be held liable. 

“Suppliers will have to be 

particularly careful about 

proper labelling of products 

that need warnings or special 

instructions for usage,” he 

says. “Where any product has 

a risk of an unusual nature 

that an ordinarily alert consumer could 

not be expected to know about, the 

supplier is compelled to bring this to 

the consumer’s attention in plain and 

understandable language.”

Levenstein advises local retailers and 

distributors to check the labelling of 

foreign-made goods carefully before 

putting the products into circulation. 

“Never just on-sell the products; always 

check the labelling first.”

He adds that while many overseas 

manufacturers operate from countries 

with strong consumer right cultures, 

South African retailers should not take 

this for granted. “Even when dealing 

with trading partners steeped in a 

tradition of consumer protection, 

South African companies need to 

satisfy themselves that the products 

they and their suppliers are bringing 

in to the country comply with the new 

legislation.” 

Local consumer law has international ramifications

Eric Levenstein – local retailers must understand the implications of 

importing."

“The Consumer Protection 

Act is not just binding on 

companies operating on 

South African soil, but also 

on foreign manufacturers 

and distributors whose 

products reach South 

African consumers.”

Newsline
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Rate cut not expected to boost consumer spending

ADT launches integrated commercial solution in SA

ADT South Africa is launching into the 

commercial sector with an intense drive 

to bring internationally tried-and-tested 

holistic security solutions to South African 

businesses. 

Managing director Danna Strydom says 

that while commercial security solutions 

have been the major focus and areas of 

success for ADT Worldwide, for ADT South 

Africa the focus historically has been on 

residential security. 

“ADT is the largest private security 

company in South Africa, providing 

residential security for 361 000 homes. 

We are pleased to now be able to bring 

the intellectual capital of ADT Worldwide 

to South African businesses and offer 

comprehensive, consolidated security 

solutions that have been successful around 

the world.” 

Not only does ADT have the drive, 

manpower and technological intelligence 

to offer solutions, he continues, it also has 

a comprehensive array of products and 

service offerings to suit the commercial 

markets in South Africa.  

"With crime remaining at a consistently 

high level, many companies are reassessing 

their security needs to avert risk and calling 

for new and innovative security solutions. 

Owners of commercial buildings and 

occupants alike today face many security 

issues. Their concerns lie in being able to 

provide the best possible protection for 

their people as well as the intellectual and 

physical property."

Strydom says commercial security 

solutions have become increasingly 

sophisticated and involve a full threat 

assessment of a client’s premises. 

“Having an extensive range of products 

and services all available in one service 

provider is key. ADT is the leading player 

in the security industry that can offer a full 

solution."

ADT’s complete range of security 

solutions, from Electronic Article 

Surveillance (EAS) to access control, fire 

detection and suppression systems and 

remote monitoring, is all backed by its 

well-established guarding, monitoring and 

armed response services.  

“Our strategy is to use our local 

experience, coupled with global 

knowledge, to put into practice locally 

what has worked worldwide," says Strydom. 

"This constant flow of information keeps 

us abreast of trends so we can advise our 

clients and put preventative measures in 

place before incidents occur. We also pride 

ourselves on pushing the boundaries with 

new technology developments and staying 

abreast of global advancements in this 

field."

President of ADT Worldwide Naren 

Gursahaney believes that South African 

businesses are ready for internationally 

acclaimed security technology and 

products that can take security to the 

next level. “Globally the technological 

advancements in the security sector 

have made leaps and bounds over 

the last few years. From biometrics to 

remote monitoring and advanced access 

control systems, security is now more 

comprehensive than it’s ever been. 

Companies are seeing the benefits and 

return on investment, especially in areas 

such as shrinkage and internal theft.”

"ADT South Africa has proven that it 

understands the many security challenges 

facing South African businesses and 

residents. It has the systems, the 

technology and especially the people 

to provide the right solutions. ADT 

Worldwide pledges its full support for 

this new business focus and believes ADT 

South Africa will make a major impact on 

business security in South Africa.” 

Danna Strydom – offering international 

security solutions to local businesses.

Retail sales will likely generate a more 

modest performance following the World 

Cup this year, but the industry sees the 

effect of the latest interest rate cut of 50 

basis points less likely to be significant as 

consumers are still highly indebted. 

According to the National Credit 

Regulator, 198 000 consumers have applied 

for debt counselling since the launch of the 

National Credit Act in 2006, and up to 9 000 

new applications are still coming through 

every month.

Retail giant Massmart says the impact of 

the interest rate cut is less certain. "Interests 

rate cuts have historically been good for 

the retail economy, but current levels of 

consumer indebtedness cause the positive 

impact to be less certain," says company 

spokesman Brian Leroni. “In the short term, 

we expect our food and African businesses 

to underperform due to food deflation and 

the strong rand.

“But we do expect gradual improvement 

in both of these throughout the coming 

financial year," he adds. "If the current 

South African economic and trading trends 

continue for the financial year, Massmart 

should achieve profit growth, before any 

foreign exchange translation adjustments, 

ahead of sales growth for the full year."

Retail sales rose by 7.4 per cent in June 

but analysts say the impact of the soccer 

tournament in South Africa will taper off. The 

latest rate cut is unlikely to have a significant 

incremental effect as it was only 50 basis 

points, coupled with the fact that the end 

of the rate-cutting cycle has almost been 

reached. 

Gryphon Asset Management equity 

analyst Abri du Plessis believes the 50 basis 

point rate cut will "kick in" just in time for 

Christmas. "Across the board, this rate cut 

will allow consumers to facilitate debt more 

easily and spend more, which will stimulate 

the economy." 

Newsline
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Eurolux adds UK heavyweight to its line-up

Massmart’s strong H2 performance points to consumer recovery

The announcement that Eurolux will 

now be distributing UK-based Aurora’s 

low-energy lighting products in South 

Africa has given local lamp selection 

a healthy boost, drawing particular 

interest from the project lighting 

sector due to its quality standards and 

promised prolonged lamp life. 

Aurora group international 

development director Paul Johnson says 

that though energy efficient lighting 

is certainly the way forward, it should 

be remembered that not all lamps are 

created equally. “As a company we 

continuously invest time and money in 

research and development, ensuring 

that we deliver quality lamps that 

produce the colour rendering and actual 

lamp life that we promised our clients.”

Elaborating on the technology that 

underpins their products, Johnson says 

Aurora manufactures multi-feature 

lamps with high-quality European and 

Japanese components. “We have also 

put a great deal of thought into the heat 

distribution in our lamps, which impacts 

directly on lamp life, and feel confident 

that our products will impress the local 

market.”

Johnson points out that when a 

customer converts to energy efficient 

lighting the quality of light should not 

be compromised, nor the customer 

experience altered. And that is exactly 

what Aurora hopes to deliver with its 

extensive range of both LED and CFL 

lamps.

“Aurora is able to offer a replacement 

low-energy lamp for a significant 

number of lamps currently in use in both 

the local residential and commercial 

markets,” says Eurolux director Shaun 

Bouchier. “Products that will deliver the 

same or at times improved light output 

and colour rendering.”

All eyes seem to be on the rapid 

development of LED technology and 

Johnson says though LED market growth 

is being driven by two major trends in 

the short term, namely notebook and TV 

backlighting, its use in general lighting 

is what will be the long term driver. “In 

Europe alone, LED revenue within the 

general illumination market is set to sky 

rocket from 10 billion Euros in 2010 to 

more than 80 billion Euros in 2020.”

Bouchier adds that most lighting 

manufacturers are also tweaking their 

designs to accommodate LEDs. “There 

has been widespread acceptance of the 

versatility of LEDs in the local retail and 

industrial sectors, but we feel that the 

Aurora LED range will hold particular 

interest for the hospitality sector and 

project lighting as a whole. However the 

improvement of LED technology does 

not mean that there is no place for CFLs 

– they certainly still have a major role to 

play.”

Elaborating on its partnership with 

Aurora, Bouchier says Eurolux has 

long been a significant player in the 

local energy efficient market and is 

always looking to expand its role. “We 

have traditionally associated ourselves 

with innovative companies within the 

industry, like Eglo of Austria and SG of 

Norway. We believe that Aurora fits this 

profile as a dynamic and innovative 

company dedicated to cutting edge 

technology and quality design.” 

Paul Johnson – poised to impress the local 

market.

The South African consumer economy 

appears to have emerged in early 2010 

from the recession that dominated 2009, 

judging by Massmart’s strong second-half 

results. In the six months to June 2010, the 

group increased sales by 14.4 per cent, 

operating profit before foreign exchange 

losses by 9.7 per cent and headline 

earnings by 29 per cent.  

The group’s full-year financial 

performance bears the scars of a 

challenging first half, however, reflecting 

an environment where real retail sales 

growth lagged the end of the recession 

by six months and job creation is still in 

decline.

Of the last 24 months Massmart CEO 

Grant Pattison says: “The environment 

has been extremely difficult, but we have 

a growing sense of confidence that the 

worst is behind us. While net margins 

have declined, we are satisfied that the 

group has demonstrated a relative level of 

resilience despite our cyclical mix. 

”Our decision to continue to invest 

through the economic cycle should bear 

fruit in the years ahead.” 

For the financial year, the group 

reported a ten per cent increase in 

sales, a 0.1 per cent increase in trading 

profit to R2.031 million before foreign 

exchange losses and a 5.7 per cent decline 

in headline earnings. Without foreign 

exchange adjustments, operating profits 

declined by 4.3 per cent.

Massmart’s R1 billion investment in 

growth has seen store space increasing 

by 8.5 per cent, of which 3.1 per cent 

is in new stores and 5.4 per cent from 

acquisitions, while  excellent control of 

expenses, margin and stock protected the 

income statement, enabling the group to 

maintain operating profit.

page 12  
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African Bank Investments Limited (Abil) has completed the 

migration of the financial services business of its subsidiary, 

Ellerines Furnishers, to Abil subsidiary, African Bank in a R7.3 

billion deal. 

The deal is an important milestone in the realisation of Abil's 

strategic objectives for its acquisition of Ellerines. 

Abil acquired Ellerines for R9.85 billion in 2008, but the deal 

separated Ellerines' financial services division from its furniture 

retailing function. 

At the time, the provider of unsecured loans only acquired 

the retail division. 

Abil says the transaction will have no impact on its group 

consolidated earnings and balance sheet for the 2010 financial 

year. Clearance has been received from the JSE and the Reserve 

Bank.  

Source: Business Report 

Abil integrates Ellerines 

Business Against Crime South Africa (BACSA), and its 

associated business partners, acknowledges the positive trends 

in the national crime statistics released today by the Minister of 

Police, Mr Nathi Mthethwa.

BACSA CEO Dr Graham Wright states: “For the first time in 

many years, the crime statistics indicate a general improvement 

in the national crime picture. This suggests that the 

enhancement of Government’s approach to crime reduction is 

taking effect and that partnerships between Government, civil 

society and business are working”.

“Overall, the rate of growth in business robberies has 

been curtailed, in contrast to the past three years when the 

annual growth rate was 52.5 per cent, 47.4 per cent and 41.2 

per cent respectively. These statistics are a manifestation of 

improved policing and a substantial investment by business in 

the protection of its stakeholders and assets, as well as close 

co-operation with the police, although much still needs to be 

done.  

“A trend analysis of the impact of crime and violence on 

the business sector (including the industries of banking, 

cash-in-transit, retail, petroleum, shopping centres, short-term 

insurance, post office, gaming and entertainment and tourism), 

reveals that business robberies declined by 24 per cent on the 

previous comparable period,” Dr Wright continues. “Robberies of 

small, emerging and informal businesses remain a concern. As 

a result, Government and business are co-operating to address 

this vulnerable sector.

“The recently signed memorandum of understanding 

between BACSA and the SAPS will, we hope, be an additional 

ingredient in enhanced policing with its emphasis on joint 

problem-solving and joint action for systemic improvement in 

Government-defined areas of need. The business community 

remains committed to this partnership as the positive trends 

reported show that where concerted action by business 

and Government is directed, significant and sustained 

improvements in priority and other crimes are possible”. 

BACSA pleased with crime stats



Garmin Distribution Africa has opened 

its first concept store in South Africa, 

giving customers the opportunity to view 

and explore Garmin’s extensive range of 

products at their own leisure.

According to sales and marketing 

director Walter Mech, the Garmin Concept 

Store is designed to entice customers and 

provide them with the opportunity to 

explore Garmin’s broad range of products 

in one place. 

“Whether you’re an outdoor or fitness 

enthusiast, interested in marine or 

automotive navigation, or a fan of our 

mapping and mobile products, you’ll 

be able to experience everything that 

Garmin, Garmap and our lifestyle brand 

– Gtribe – has to offer.

“The relaxed environment coupled with 

the opportunity to get hands-on with all 

the products on display means that you 

can experience, test and deliberate on 

which Garmin product is right for you.

“All the products on display will be 

available for purchase, including the latest 

map updates from Garmap. Customers 

wanting to navigate from their mobile 

phones will also be shown how to 

download the Garmap for Mobile solution 

that is best suited to their mobile phone 

model,” he adds.

The Garmin Concept Store, the first 

of its kind in Africa, is situated at Garmin 

Distribution Africa’s offices in Honeydew, 

Johannesburg, and will be open to the 

public Monday to Friday, from 08:30 until 

16:30.

“We’re excited about opening our first 

Concept Store because, as the branding 

on the outside suggests: Your Journey 

Starts Here and we want to ensure that 

customers are able to make the absolute 

most of their journey and adventure with 

their Garmin products,” Mech points out.

The Garmin Concept Store is the first of 

what Mech hopes will be many additional 

stores opening throughout Southern 

Africa in the future.“Garmin is the leading 

navigation brand in South Africa and, 

coupled with the most up-to-date and 

accurate mapping data, we want to 

make it as easy and enjoyable as possible 

to select, purchase and upgrade your 

navigation solution.”  

Blue Hills Build it opens in Midrand

The community of Midrand are 

guaranteed to get lowest prices, best 

deals, excellent customer service, expert 

advice and the widest range of hardware 

and building material supplies when they 

visit the brand new Blue Hills Build it store 

in Midrand. 

Owner of Blue Hills Build it Hannes 

Geldenhuys, store manager Natasha 

Geldenhuys and her team are extremely 

excited about the new store opening. 

“There are other hardware stores in 

the area, but we plan to make a lasting 

impression with our unique service offering 

at Blue Hills Build It. Our staff are fully 

trained and willing to go the extra mile to 

assist our customers,” says Geldenhuys.

Customers can expect the very best 

in service, she continues. “The range of 

services include hardware and building 

materials, tool and paint ranges, paint 

mixing, and a glass and key cutting offering. 

We also stock cement and bricks.  With 

our wide range of hardware supplies, we 

believe that the opening of this new store 

will be a huge success.”

The 662sqm store, with a 3095sqm yard, 

is conveniently located on the corner of 

main and Summit Road, Midrand. 

In fewer than 20 years, Build it has 

become the fastest growing hardware 

and building material chain, with more 

than 250 stores in Southern Africa. Group 

managing director Ray Whitmore attributes 

this success to the fact that each store 

is individually owned and managed by 

a dedicated team. “This ensures that 

customers receive friendly, professional 

service at all times, backed by the expertise 

and knowledge of well-trained staff. We 

understand the difficulties customers 

experience when buying building materials. 

That’s why we provide one-stop shopping 

for all building and hardware requirements, 

as well as job opportunities for the 

community. 

“Build it has always been part of the 

community, which is why one of our goals 

is to have a store in every community so 

our customers don1t have to go far to get 

quality hardware and building supplies.”  

First Garmin concept store opens in Johannesburg

Garmin's new concept store is situated in Honeydew.
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Furniture and homeware retailer 

Weylandts has opened a new store in 

Sandton, at the Kramerville design centre 

in Johannesburg. 

The newest branch of Weylandts is in a 

stand-alone, renovated industrial building 

with beautiful architecture and plenty of 

natural light. A sanctuary in the middle of 

Sandton, the store includes an intimate 

wifi-enabled coffee shop which serves as 

an ideal meeting spot for designers and 

decorators visiting the Kramerville design 

area. The centre is located in a business 

improvement district that is currently 

undergoing a greening project which will 

see dozens of indigenous trees planted in 

the vicinity of the store.

CEO and founder Chris Weylandt says 

the success of Weylandts Homestores is 

underpinned by a business model and 

retail strategy that constantly strives 

for improvement and lays enormous 

importance on service levels and the 

entire retail experience.  

“We have always invested heavily in 

marketing, staff, training and delivery 

services, as well as the merchandising 

and environment in our stores. We 

believe that the atmosphere in store, 

from the aroma, to the music and 

the service customers receive before 

and after their purchases, are all key 

components in delivering a premium 

offering.  For us, success lies in our 

passion for the Weylandts product, and 

the attention to detail.”

Weylandt has certainly reaped the 

reward of his efforts. During a period 

where many competitors in the retail 

industry have been hard hit by the 

recession, Weylandts has built a national 

presence of seven stores in the Western 

Cape, Gauteng and KwaZulu-Natal and is 

showing extremely healthy growth. 

Weylandts specialises in contemporary 

furniture and unique décor accessories 

sourced from around the globe.  Each 

item is selected for its design integrity 

and quality, as well as its place in time, 

nature and the story it tells.   

The company’s factory and upholstery 

division are based in Cape Town and 

continue to produce a complete range 

of inspirational living room, dining 

room, outdoor, workspace and bedroom 

furniture, thus providing a significant 

proportion of local content to the 

product offering, enabling customised 

installations. 

Burgeoning design hub Kramerville sports new Weylandts store

Retail business confidence surges, but durable goods sector weakens

Business confidence among retailers 

surged by 14 index points – from 38 to 52 

– during the third quarter of 2010, which 

means that the index has almost reversed 

all the second-quarter losses of 2010, 

according to a survey done by the Bureau 

of Economic Research (BER). 

The survey produced mixed results, 

however. On balance, the results indicate 

that the recovery in the retail sector 

remained on track, although areas of 

weakness persisted. 

According to Statistics SA, the volume 

of retail sales increased by 4.9 per cent 

year-on-year during the second quarter. 

The BER’s retail trade survey indicates that 

the growth in sales subsided during the 

third quarter of 2010. A net majority of 

13 per cent of respondents to the survey 

indicated that sales volumes were lower 

than a year ago. 

A lack of pricing power put further 

pressure on retailers. A net majority of 16 

per cent of respondents indicated lower 

rates of increase in average selling prices. 

“These lower rates of increase in selling 

prices together with the lower growth in 

sales volume adversely affected retailers’ 

overall profitability” says BER economist 

Craig Lemboe. 

While the semi-durable goods 

sector (mainly clothing, footwear 

and textiles) performed impressively 

during Q3, the durables (furniture, 

household equipment, electronic goods, 

hardware and jewellery) and non-

durables (food and groceries, beverages, 

pharmaceuticals and toiletries) sectors 

weakened unexpectedly. Non-durable 

and durable goods traders indicated 

that the growth in sales volumes and the 

pace of average selling price increases 

was much slower than anticipated in the 

second quarter. 

Also during the third quarter of 2010, 

wholesale trader confidence returned 

to the 2010 first quarter level, increasing 

by three index points to 50. The rise in 

business confidence was mainly driven 

by the consumer goods sub-sector 

which includes goods such as textiles 

and clothing, footwear, food, beverages 

and tobacco, household requisites and 

pharmaceuticals. 

Weylandt's newest store in Kramerville.

Newsline
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With its ideal location, dynamic people 

and vibrant economy, Hong Kong is the 

perfect trade platform for connecting 

South African companies with business 

opportunities in the Chinese mainland, 

this according to Hong Kong Trade 

Development Council regional director 

Stephen Wong while on a recent visit to 

South Africa.

“Many countries have a better 

understanding of what South Africa 

has to offer following its excellent 

organisation of the World Cup,” he says. 

“This has boosted investor confidence 

and numerous business opportunities 

with foreign countries have emerged, 

including China.”

Wong points to several reasons 

why South African companies should 

use Hong Kong as their gateway into 

the mainland market. “The territory is 

renowned for being an easy place to 

set up business, and the 2003 Closer 

Economic Partnership Arrangement 

(CEPA), a free trade agreement between 

Hong Kong and China, gives Hong Kong 

companies preferential access to the 

mainland market. 

“Furthermore, all goods qualified 

as being of Hong Kong origin may 

be exported to China tariff-free, and 

the Hong Kong dollar is convertible 

currency while the Chinese Yuan is 

not. These and other factors make it 

extremely easy to import and export 

goods from around the world through 

Hong Kong to China.” 

Trade shows in Hong Kong are 

excellent platforms for South Africans to 

showcase their goods to businesses and 

consumers in China,” Wong continues. 

“With more than 33 shows on its 

calendar, Hong Kong is acknowledged 

as Asia’s pre-eminent exhibition 

hub, providing unlimited sourcing 

opportunities to overseas buyers 

looking for export-quality products 

direct from Chinese manufacturers, or 

for Chinese business wanting to invest 

in South Africa.

“Indeed, South African companies 

that have exhibited at previous trade 

shows report favourable experiences, 

with numerous business opportunities 

identified,” he adds. 

The business once again reports strong 

cash flows with cash generated from 

operations up by 7.2 per cent.

According to Pattison, the 2010 FIFA 

World Cup was an exciting once-in-a-

lifetime experience for the country which 

also had a positive impact on business. 

“We could certainly see the increased 

spend in our stores over that four-week 

period. We estimate this to have been 

between R200 million and R300 million of 

additional turnover, not significant in the 

year, but welcome nevertheless.”

Massmart’s divisions, namely 

Massdiscounters, Masswarehouse, 

Massbuild and Masscash delivered 

a robust trading performance in an 

environment dominated by the effects of 

the strengthening Rand. 

Massdiscounters was impacted by a 

marked drop in Game Africa’s trading 

profit, although Game South Africa grew 

sales and profit, while Dion Wired saw 

sales increase by a massive 52.8 per cent. 

Massbuild performed particularly well, 

with a 13.6 per cent increase in sales and 

a 24.6 per cent increase in  trading profit,  

a remarkable achievement given the 

negative residential building market. 

"Massdiscounters experienced a strain 

in labour relations as management 

sought more labour flexibility from the 

unions in order to extract productivity 

improvements from the group’s 

investment in the supply chain," says 

Pattison.  

“Unfortunately we were unable to 

reach resolution and had to resort to 

retrenchments, which was devastating for 

those affected. We have been providing 

ongoing support to those employees. 

"As a result of those labour disputes 

there were isolated trade disruptions, 

including what appears to have been 

the deliberate destruction of the Game 

Lakeside Mall store by fire, a matter which 

is still under investigation by the police." 

Commenting on the group’s prospects, 

Pattison says: “In the short term we 

expect the food and African businesses 

to underperform due to food deflation 

and the strong Rand, but expect gradual 

improvement in both of these throughout 

the coming financial year.”

A strong trading performance in 

the general merchandise and home 

improvement categories saw total sales 

increase by 15 per cent and comparable 

sales increased by 9,2 per cent for 

the eight weeks to 22 August 2010, 

continuing the positive trends seen in the 

second half of the financial year

Pattison concludes: "Acknowledging 

the concerns and uncertainty permeating 

the local economy, if current South African 

trading and economic trends continue 

Massmart should achieve profit growth, 

before any foreign exchange translation 

adjustments, ahead of sales growth for the 

full year." 

Massmart divisions deliver robust trading performance
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Join hands with Hong Kong to tap into China market

Stephen Wong – promoting trade with 

Hong Kong.
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Furniture entrepreneur on the 

road to success

Rural entrepreneur Thulani Mgxala is a man on a 
mission – to assemble and distribute as many of 
his furniture items as possible to residents of the 
lower South Coast of KwaZulu-Natal (KZN). In fact, if 
Mgxala had his way, every household would have, at 
least one, preferably more, pieces of furniture from 
Thulani’s Furniture Shop in Umzumbe.

Mgxala has been fortunate to meet a 

number of people who have assisted 

in his efforts. Thanks to the passion and 

tenacity of New Minds small business 

mentor Sulla Smit, and the facilitation of 

the Furniture Cluster Initiative sponsored 

by the Ugu District Council, Nkunzi Boards 

(Nkunzi Board Express), a Port Shepstone-

based manufacturer of printed boards for 

the furniture industry, was identified as 

the ideal corporate partner for this start-

up entrepreneur.  

Mgxala quickly established a business 

relationship with Nkunzi Boards which 

has assisted in the growth of his fledgling 

business. As a result, together with his 

team of five staff he has managed to 

increase production and sales by 300 per 

cent within just a few months.  

Starting informally in 2009 making 

one-off wooden furniture units, Thulani's 

Furniture Shop has gone from producing 

ten to 30 items every month. Mgxala's 

range of high quality home furniture 

includes wardrobes, kitchen 

units and chests of drawers. He 

also manufactures head boards, 

dressing tables, double-bed bases, 

kists, tables and chairs to order’

This impressive growth can be 

attributed to a number of factors, 

including a convenient flatpack 

furniture range produced by 

Nkunzi Boards, which makes assembly and 

quick turn-around of product possible, 

the adoption of a formal business plan to 

guide the development of the business, 

and the provision of a line of credit from 

Nkunzi Boards to assist cash flow. 

Mgxala is an entrepreneur in the true 

sense of the word. Although he had a 

basic education and limited finances, he 

also had a ‘big idea’ and the energy and 

drive to see it through.  

“Getting into the furniture business is 

not a complete surprise,” says Mgxala. “My 

uncle used to make beautiful, original 

hand-crafted furniture and as a youngster 

I used to help him in his garage-

factory. When I began looking 

for something to do with my life, 

I didn’t have to look far for an 

answer.”

A scan of the local market 

identified a number of gaps, 

including the fact that many 

of the individual households in 

Mgxala's target market purchased 

furniture from chain stores or 

independent outlets on account, 

at very high interest rates with 

complicated credit terms.

But his product offering soon changed 

all that. Firstly, Mgxala found out what 

people wanted and what they were 

prepared to pay for and then he set about 

meeting their needs, step by tiny step. 

For starters, by buying pre-cut material 

in bulk from Nkunzi Boards, which is 

assembled in the factory, he is able to 

sustain consistent high quality produts 

at very competitive pricing. Recognition 

that a finished product, delivered directly 

to the customer’s door, saved time and 

money – and built loyalty and increased 

sales dramatically. In addition, an easy 

payment and terms plan made Mgxala's 

products immediately accessible to 

customers.

Small setbacks during the first year 

of business, such as a lack of premises, 

inadequate machinery and cash-flow 

issues, have simply spurred Mgxala on 

to achieve his dreams. His motivation, 

dedication and commitment seem to 

be paying off, with growth coming 

from repeat business, referrals and new 

customers. 

Thulani Mgxala – showing true 

entrepreneurial drive.

Thulani Mgxala with his hands-on team at Thulani’s 

Furniture Shop,  Ondiwe Faith Nkabane, Jabulani Ajax 

Mbhele and Lovemore Sithole.
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Ease of use, lifestyle, health and wellness the    

Outstanding design, total ease of operation, intelligent technology and – it almost goes without 

saying – the latest home appliances from leading manufacturers feature highly efficient use of 

water and energy resources. Despite consuming less energy, devices have more functions and are 

becoming easier to use. These were the main trends noted at the recent IFA 2010 in Berlin, the 

world’s largest trade show for the consumer electronics and home appliances sector.

Simple controls and ergonomic design are important features 

of household appliances. Smart electronic controls, sensors 

and ingenious mechanical features are all intended to make 

them even easier to use. The latest washing machines include 

a whole range of special programmes for even cleaner clothes. 

Dishwashers make extremely efficient use of water and employ 

special minerals to assist the drying process. Driers have self-

cleaning condensers, make use of heat pump technology and 

can even assist with ironing. A slight contact is all that is needed 

to operate cookers and small appliances, and there are no 

handles on the doors and flaps, which are activated simply by a 

touch.

Cooking at home is becoming more popular than ever 

before. Numerous TV shows with celebrity chefs provide tips for 

tasty dishes and inventive cooking at home, be it with family 

or friends. Innovative new large appliance concepts such as 

induction hobs, high-speed baking ovens with a variety of 

combined functions and cooking programmes, as well as smaller 

appliances, including food processors, blenders and grills provide 

an ideal “armoury” for the home cooking enthusiast. The trend 

towards eating healthier foods continues. Steamers, either built 

into ovens or as standalone devices, as well as a wide range of 

small electronic home appliances are available to help careful 

preparation of foods.

Refrigerators need to keep foods in good condition for lengthy 

periods of time. Air filters, moisture control, separate storage 

compartments and areas where items are kept at freezing point 

ensure optimum cooling and storage. In many cases the design 

of appliances sets new standards, with integrated ice makers and 

LCD TVs providing welcome additional features.

The market for coffee makers continues to boom, and the 

variety of products on offer has expanded accordingly. Choices 

include traditional coffee makers, fully automated devices, 

espresso coffee machines, coffee pad machines, with automatic 

coffee pad detection, and devices that are perfectly integrated 

into kitchen interiors.

Personal care and beauty appliances are becoming 

increasingly popular. All kinds of hair care and hair styling 

Bosch

Kenwood

Talking Points
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  current trends in home appliances – IFA 2010

products are now on the market. To these can be added a 

wide range of other body care appliances, for example, body 

groomers. 

Protecting energy and water resources

Manufacturers of home appliances have long since made 

energy efficiency and protecting natural resources a priority. 

Great progress is being made, with new, innovative types of 

appliances being invented all the time. Their aim is clear – to save 

energy and water costs while retaining outstanding functional 

features and ease of use. A 30 to 50 per cent reduction in energy 

consumption among washing machines, driers, refrigerators and 

dishwashers over the last ten years is an impressive reflection 

of these efforts. The range of energy efficient appliances on the 

market is growing all the time. Thus kettles and coffee makers 

which consume significantly less energy are now also available.

Replacing old appliances offers a huge potential for reducing 

energy consumption. For example, if a 15-year-old appliance is 

replaced the energy savings are as follows:

Dishwasher: electricity: -35 per cent, water: -50 per cent

Washing machine: electricity: -35 per cent, water: 50 per cent

Drier: -45 per cent

Refrigerator: -50 per cent

Freezer: -65 per cent

Fridge freezer: -65 per cent

For the consumer there is a threefold benefit to buying 

modern, energy efficient appliances. They protect the 

environment, significantly reduce energy costs and provide 

added benefits as a result of innovative concepts, new features 

and improved ease of use. 

•

•

•

•

•

•

Russell Hobbs

LG Electronics

Siemens Liebherr

Talking Points
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Small domestic appliances 
Continued positive trajectory

Total growth in small domestic appliances (SDA) has continued on its positive trajectory, 
moving into double digits for the second quarter of 2010. Growth of 10.7 per cent during the 
second quarter was recorded after a first quarter growth of 5.2 per cent.

three brands with price the class above R500 losing share, especially 

during April, May and June 2010. See 7.

Stand mixers

The market for stand mixers declined in unit sales from January to 

June 2010, but grew in rand value when compared to the same 

period last year. This development has been fuelled mainly by the 

strong performance of A brands which play in high value segments. 

Price classes above R500 represent over 80 per cent of the revenue 

generated in the market for this category. See 8. 

The sub-segments within small appliances continued to be a mixed 

bag with some categories like irons, kettles and vacuum cleaners 

showing positive second quarter developments at 13.5 per cent, 18.6 

per cent and 24.4 per cent respectively. In contrast, food preparation, 

while moderating, remained negative at -15.6 per cent. Hairstyling 

also declined by -35.5 per cent. These two negative trends are 

most likely attributable to consumers returning to restaurants and 

hairdressers as consumer spending on services started to recover.

Continued positive growth is expected from this segment, this 

on the back of poor third and fourth quarter of 2009. Although 2010 

second quarter volumes were only up R8.2 million at R367.3 million 

on the first quarter, SDA looks set to reach its peak attained during 

the fourth quarter of 2008 where the South African market saw R440 

million. See 1 and 2

While the market for food preparation products has grown 

marginally in unit sales by one per cent in the January to June 2010 

figures, the revenue generated has increased by a healthy five per 

cent for the category. This could be a possible indication of the 

healthy demand for quality food preparation products and consumer 

preference for brands they recognise and trust. See 3.

Food processors

January to June 2010 saw just over 20 000 units sold, which was 

down four per cent in units compared to the same period last year. 

Products with average prices over R500 represented about 25 per 

cent of unit sales and over 50 per cent in revenue terms, showing 

this segment of the market as the value driver for retail. See 4.

Hand mixers

Hand mixers grew 6.5 per cent between January and June 2010, 

compared to the same period last year. This was driven by products 

in the R200-R300 price range. Both international and local brands 

were present in this price class. See 5/

Hand blenders

The hand blender market has declined very slightly overall in sales 

by less than one percentage point during this year to date period, 

compared to 2009. However, value development was positive at five 

per cent due to strong growth in product sales in the R300-R400 

price classes. See 6.

Stand blenders

The market for stand blenders increased by five per cent in unit 

sales from January to June 2010 but only two per cent in revenue 

terms during the same time frame. This market is dominated by 

1

2

Market Review
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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.

3 4

5 6

7 8

Market Review
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For men who care about their looks, 

a great shave is at the foundation of 

a daily routine and gives them the 

confidence from which to express their 

personal style. 

SensoTouch has therefore 

been specifically 

designed by Philips 

to effectively 

minimise skin 

irritation and 

give men a more 

comfortable shaving 

experience, making 

it easy to achieve a 

flawless look.

At the core of 

the new design and 

technology are three 

exceptional features 

that increase comfort 

and distinguish the 

shaver within the 

premium category.

GyroFlex 3D

GyroFlex 3D is the distinctive three-

dimensional component on two of 

the models that allows the shaver to 

perfectly follow the unique contours 

of the face. It ensures that minimum 

pressure is needed so that the shaver 

delivers a close shave that minimises 

skin irritation.

UltraTrack

UltraTrack is the new innovative shaver 

head that gives a close shave and keeps 

skin irritation to a minimum. The shaver 

head combines three specialised tracks 

to catch every hair with just a few 

strokes: slots for normal hair, channels 

for long or flat laying hair, and holes for 

the shortest stubbles. 

Aquatec

Aquatec is an inbuilt seal that allows 

men the versatility to choose between a 

comfortable dry shave and a refreshing 

wet shave for those who prefer to use 

a gel.

The clever and slick design also makes 

the shaver easy to use. 

SensoTouch has an 

easy grip handle for 

enhanced control 

as well as intuitive touch controls and 

advanced display that shows remaining 

shaving minutes and indicates when 

charging or cleaning is needed.

Specific product types within the 

SensoTouch range (RQ1160/21 and 

RQ1280/21) also come with a jet clean 

system that cleans, lubricates and 

charges the shaver for optimal shaving 

performance every day. 

Philips senior marketing manager 

Sally Green says: "The superior design of 

the SensoTouch was created in response 

to consumer demands that show men 

care about how their shave feels, and 

expect not just an expertly close shave, 

but an advanced shaving experience 

that leaves the skin ultra smooth and 

with minimal irritation.

"When tested, 80 per cent of men 

agree that SensoTouch is 

the gentlest shave 

on the skin. With 

SensoTouch, 

we have 

focused on 

designing a 

premium results-

orientated product 

for men who 

want to achieve 

their best look," she 

continues. "With 

our most advanced 

shaver yet, we hope 

to help men achieve 

their most advanced 

shave yet.” 

Skin-friendly shaver makes the flawless look simple to achieve

Philips SensoTouch RQ1260.

Philips SensoTouch RQ1150.

Philips SensoTouch 

RQ1160CC.

Philips SensoTouch 

RQ1180.

Small Domestic Appliances
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Stylish, proficient, reliable and affordable 

– all aspects that customers can expect 

from the new range of Marco Aldany by 

Mellerware hair styling products.

Mellerware, part of the Creative 

Housewares stable, has teamed up with 

Marco Aldany, an international icon in 

the hair styling industry, to bring South 

Africans a range of hair styling products 

that are lightweight, powerful and the 

perfect combination of professional and 

fashionable.

Stylist to the stars

Marco Aldany, a Spanish stylist with 

a 70-year family history in the hair 

business, runs a chain of 400 salons 

worldwide, an achievement which can 

be attributed to his drive and innovative 

business foresight, combined with his 

passion for quality and performance.  

Aldany has taken the hair care market 

by storm with his range of carefully and 

beautifully designed styling products that 

incorporate state-of-the-art materials 

such as titanium (which adds shine to the 

hair), tourmaline (which can be used on 

wet hair) and modern durable plastics.

Aldany, stylist to the stars, having 

worked on celebrities such as Penelope 

Cruz, Cameron Diaz, Princess Letizia 

of Spain and Elle MacPherson, has 

developed a variety of styling aids that 

allow one the ability to effortlessly keep 

up with this summers hot hair trend – a 

combination of a structured, straight 

fringe contrasted with natural waves and 

curls – a look that can be achieved with 

both long and short hair.  

Sophisticated and slick

With the Marco Aldany range these 

looks are easily attainable, no matter a 

person’s hair type or lifestyle. The brand 

philosophy is to always adapt the trend 

to the client and never adjust the client’s 

look to suit the trend!

These sophisticated and slick hair care 

appliances are available in pearlescent 

white, yellow and blue combinations and 

promise effortless use through efficient 

technology that is well designed and 

long lasting. Plus, Mellerware’s products 

have all been thoroughly inspected and 

tested and a 24-month guarantee is 

offered on all products from the date of 

purchase. 

Some important design features that 

make the Marco Aldany range superior 

to others currently on the market is that 

all of the products contain professional 

motors and are designed for salon use.  

The hair straighteners heat up in five 

seconds, much faster than other brands, 

and maintain a constant temperature.  

The hair dryers and hair straighteners all 

have extra long cords for convenience 

and the straighteners come with 360-

degree swivel cords so they do not twist 

around the user's arm. 

The three Marco Aldany hair 

straighteners are all sold with thermal 

heat bags and boast a unique spring 

mechanism under the heat pads, which 

ensures that no marks are made on the 

hair during use. 

The heat pads on the straighteners 

are curved to enable users to create curls 

and waves. Additionally, the straighteners 

have a heat regulator which allows users 

to set their own temperature – a useful 

feature as different temperatures are 

needed for different hair types and to 

create different looks.  

Hair care with Spanish flair now available in SA

The Marco Aldany range of hair 

dryers, hair straighteners and men's 

shavers consists of a selection of seven 

products:

Pronto Hair Clipper

Precisione Beard Trimmer

Attrazione Pro Ionic 2200 Hair Dryer

Attrazione Travel 2000 Hair Dryer

Sofisticatto & Go Travel Hair 

Straightener

Sofisticatto Wet & Dry Tourmaline 

Hair Straightener 

Sofisticatto Digital Titanium Hair 

Straightener 

•

•

•

•

•

•

•

Marco Aldany demonstrates the use of 

his hair care products now available from 

Mellerware.
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Air pollution, chemicals and heavy metals 

in drinking water, and preservatives in 

food are all damaging to the body’s 

wellbeing, resulting in more allergies and 

physical and mental health problems. 

Simmons’ ionic restore technology allows 

the body to rid itself of these toxins 

in the most comfortable way – during 

sleep.

“Atoms have either a positive or 

negative charge,” explains Simmons 

managing director Iqbal Bam. “Poisons 

that build up in the body contain 

positively charged ions. Known as free 

radicals, positive ions in the bloodstream 

mean slower and less efficient cells, 

which cause the body to become sick 

more easily and age faster. Negative 

ions, on the other hand, balance the 

free radicals, and accelerate the delivery 

of rejuvenating oxygen to our cells and 

tissues, thus helping to re-energise the 

body.  

Research done by Nobel Prize winner 

Philip Renald has revealed that we 

breathe in unhealthy positive ions 

through city air, while waterfalls in 

natural areas such as forests fill the air 

with healing, rejuvenating negative ions, 

which is why we sleep better and feel 

more rejuvenated in these environments.”

Simmons brings the effect of the 

forests into the bedroom by using 

natural and regenerated fibres and 

kenaf, a naturally mildew-resistant, 

anti-bacterial dust mite barrier, in the 

construction of its new range of Oxyplus 

mattresses. “The result is less fatigue and 

stress, quicker healing, more energy and 

improved productivity and quality of life,” 

says Bam.

He points to extensive scientific 

research which has shown that:

A negatively charged environment 

stimulates the body's own healing 

mechanism to combat stress and 

physical problems.

Increased ions reduce the presence of 

airborne viruses by about 40 per cent, 

helping with asthma, allergies and 

other respiratory problems.

Increasing negative ions regulate the 

production of serotonin inside the 

brain, relieving migraine headaches 

and improving sleep.

Those exposed to negative ion 

treatment have improved mental 

performance and concentration.

Each Oxyplus mattress features 

Simmons’ original pocketed coils, 

designed to eliminate the transfer of 

motion from one partner to another and 

enabling an undisturbed sleep. 

Sweet green dreams

Simmons is committed to the green 

world philosophy, Bam continues. “As 

manufacturers, we have already reduced 

our carbon footprint as well as the use of 

damaging waste products that harm the 

environment. 

“In keeping with worldwide trends, we 

at Simmons believe that we have created 

one the most eco-friendly beds in the 

country.

“We don’t see ourselves as just 

another mattress company,” he adds. 

“As the inventors of pocketed coil 

technology, and in striving to keep to 

our commitment of ‘better sleep through 

science’ Simmons is constantly looking 

for innovations and new technology, 

to which the Oxyplus range bears 

testimony.” 

•

•

•

•

Simmons uses ionic therapy to ensure a good night’s sleep

1 – Oxyplus fabric and quilting: Simmons' revolutionary Oxyplus fabrics 

quilted with Beautyfoam and Beautylofts increase the comfort of the mattress 

and improve its aesthetics.

2 – Beautyloft: premium layers of natural and regenerated fibres create 

varying feels for individual preferences.

3 – Beautyfoam: Simmons' exclusively developed high-density foam with 

varying porosity levels offers differing comfort feels. 

4 – Pocketed coil spring unit: Simmons' patented pocket coil units provide 

reduced motion transfer with conforming comfort and support.

5 – Eco-pad: 100 per cent eco-friendly and completely biodegradable, non-

hygroscopic with natural mildew-resistant  and anti-bacterial properties to 

create a natural dust mite barrier.

6 – Hard top base: Simmons' base for added strength and durability provides 

optimum support for the pocket coil units.

Product Showcase
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Practical, affordable HD computing on the move

Acer South Africa has released the new 

Aspire 5741G notebook, designed for 

busy people who need an affordable yet 

powerful computer for use at home, in the 

office and on the road.

Powered by a next-generation Intel Core 

i3-330M or i3-350M processor, the Aspire 

5741G offers superb performance for all 

business and personal applications. With 

4GB of DDR3 RAM, this machine is geared 

up for efficient multitasking.

A dedicated ATI Radeon HD5470 

graphics card offers incredible visual 

performance for applications such as 

high-definition (HD) video and games. 

Full DirectX 11 support enables incredible 

gaming and stunning 3D visual effects with 

realistic lighting and lifelike imagery.

A 500GB hard disk drive provides 

generous storage for work and multimedia 

files. 

The Aspire 5741G features a full range 

of connectivity options, including Wi-Fi 

and Bluetooth. Acer Video Conference, 

featuring the Acer Crystal Eye webcam, 

ensures quality video chats.

The 15.6-inch HD CineCrystal LED backlit 

panel offers breathtaking visuals in HD 

for productive on-the-go multitasking 

and engaging entertainment. The Aspire 

5741G's widescreen 16:9 aspect ratio 

offers a large viewing area for all sorts of 

applications as well as cinematic media 

experiences.

A standard HDMI port connects to TVs 

and projectors in full HD for awesome big-

screen entertainment. The notebook also 

features a Dolby-optimised surround sound 

system with two built-in stereo speakers.

The smart design of the Aspire 5741 

offers a rugged yet stylish notebook. 

Available in black, the unique mesh-

patterned exterior not only looks great, 

but also protects against smudges and 

scratches. 

Also featured is a full-size Acer FineTip 

keyboard with numeric keypad and large 

keys for comfortable typing, along with 

a multi-gesture touchpad that lets users 

easily scroll, pinch, rotate and flip through 

web pages, files and images.

Says Acer South Africa product 

manager John Geypen: "Providing the 

perfect balance of performance, size and 

boundary-free wireless capability, this 

powerful, stylish and practical Aspire 

notebook is the right tool for efficient 

multitasking, smooth communication and 

immersive entertainment at home or on 

the move." 

Diminutive Dell Zino HD set to take home market by storm

Dell’s Zino HD mini-desktop is a 

diminutive eight-inch by eight-inch 

square computer that’s the perfect 

companion for cutting-edge home users 

who want to make the most of digital 

audio and video.

A little larger than a stack of optical 

discs and finished in a choice of glossy 

coloured covers, the Zino HD strikes the 

perfect balance between performance, 

power efficiency and competitive 

pricing.

“Apart from a choice of colourful 

chassis, users can choose from a variety 

of AMD Athlon dual-core processors, 

between 2GB and 8GB of RAM and 

160GB and 1TB of storage,” says Tarsus' 

Dell product manager Brett Bygate. 

“Add to this a DVD-RW drive, a built-in 

media card reader, 5.1 surround sound, 

wired and wireless networking, and an 

ATI Radeon HD 3200 graphics card that 

offers both a VGA and HDMI output, 

and it’s clear that this little machine 

is in its element in a home theatre 

environment."

Unlike many of the computers in this 

category which tend to be rather static 

in their configuration, Bygate says the 

Zino HD is upgradeable in a number of 

ways.

“For starters, if the embedded Radeon 

HD 3200 graphics card isn’t sufficiently 

powerful, users can add a discrete 

graphics card to the machine through a 

single PCI-Express 16 slot.

“Additional storage can also be 

added to the Zino HD by attaching an 

external hard disk to the two eSATA or 

USB 2.0 ports available on the rear of the 

machine. 

“If a hard disk is connected to 

one of the eSATA ports, however, 

no performance degradation is 

experienced. The drive will operate at 

the same performance level as if it was 

connected to the Zino HD internally,” 

Bygate explains.

“Small, good looking and feature-

rich, Tarsus believes the Zino HD is 

well placed to embrace the need for 

digital audio, video and computing 

gaming being expressed by modern 

households." 

The Dell Zino HD is available from Tarsus 

Technologies.

The Acer Aspire 5741 G notebook.
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Mellerware launches new hair care range

The launch of Mellerware's new range of Marco Aldany hair care appliances was well received by the various trade representatives 

who attended the event. " The Mellerware brand has been strategically planning the expansion of its personal care range," says 

marketing manager Steve Stewart. "This association with an international figure in the hair styling industry will position the Marco 

Aldany brand as a serious player in the personal care market."

Christoff Shreuder (Bergzicht Meubels) and Ronelle Bester (Creative 

Housewares sales representative).

Creative Housewares regional manager Paul Roux (left) with Jolandi 

Vivier (Kloppers), Soekie Wiggit (Metlerkmaps) and Judith Duvenhage 

(Superior Choices).

Creative Housewares' Lesley Fenn, Brian Fenn, Lisa Fenn and Justin 

Fenn.

William Robertson (Extreme), Gavin Killey (Hi Fi Corporation) and 

Aidan de Vos (Creative Housewares sales director).

Aidan de Vos (Creative Housewares), Romilla Naidoo (Blomeyers) and 

Rafi Sevilya (Rafis Appliances).

Wouter Klopper (Kloppers), Steva Klopper (Kloppers) and Gary 

Lindhorst (Makro).

Gallery
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A sober assessment
We are now well and truly into the fourth and final quarter of 2010.  Our World Cup 

year, which started off with much excitement and rich promise, has come and gone.

Certainly, the World Cup produced all it promised in terms of delivery, excitement, 

visitors and more. But hopes and expectations of merrily ringing tills as a 

consequence of all the additional visitors proved to be a chimera. There was some 

improvement in certain sectors – some retail sales increased by about 7.4 per cent in 

June; July figures will probably represent a lesser increase, but thereafter World Cup 

influenced sales will be minimal. 

The problem, and most of us understand this well, is that the recession caused 

major setbacks both to industry and to the consumer. Setbacks which were not 

going to be wished away by World Cup magic. Unemployment has been soaring 

and all that lost potential consumer spend was never going to be recovered from 

our largely backpacking, hostel dwelling visitors. The acute wisdom of hindsight has 

provided a sober assessment and an unpalatable opportunity to get real.

And critically, consumers remain substantially in debt, and have resisted every 

blandishment to dig themselves deeper into the hole they were already in. 

Successive rate cuts have not done the trick, have simply not persuaded debt-

laden consumers to loosen their purse strings, which presents a big problem as 

this economy simply must be  nudged and encouraged  towards growing again. In 

historic terms, it is well understood that interest rates work – raise them and sales 

decline, cut them and sales take off – or at least substantially improve as borrowing 

becomes more affordable.

In South Africa however, apart from the stubborn unemployment figures, and 

they will not improve except very slowly and incrementally as the economy picks up  

steam through 2011, debt-laden consumers remain a serious problem. Just under 

200 000 consumers have already applied for debt counselling since the National 

Credit Act was passed in 2006, with approximately 9000 new applicants every month. 

That is a horrendously massive chunk of potential consumer spend being whipped 

out of the economy.  

Moreover, it is also clear that this rather cautious Reserve Bank feels it has reached 

the end of its current rate-cutting cycle.

However, there is some ‘blue’ on the horizon. With Christmas less than three 

months away there is some optimism that the latest 50 points cut in the base rate 

will have truly fed in to the economy by then and that, allied to previous cuts, may 

just provide the encouraging spur our battered consumers need to justify increased 

Christmas and seasonal spending. 

Publisher's Comment
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