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Iser turns 10,
the Yankees are hovering,
and is Econo-Heat lying?
Buying group Iser's recent celebration of its tenth anniversary is impressive.
Since its inception Iser has played an increasing role in promoting the survival
of the independent retailer. Additionally, it has grown into and maintained its
position as South Africa's leading electronics buying and trade finance group.
As is its custom each year Iser honoured its top suppliers at a lavish
dinner held at Emperors Palace, followed the next day by its highly
successful trade show.
It's official. Walmart has formally indicated that it seeks to acquire
Massmart for R32 billion. While this could be good news for consumers,
who may be able to look foward to lower prices, what impact will such
a move have on local retailers? Clearly, they will have to enhance their
offering, but does this mean lowering their margins and how will this
affect an industry which is already extremely competitive?
Some readers may have seen the release issued by Econo-Heat stating
that it had succeeded in restraining Tedelex from "passing off imported
Chinese products as those made by a South African manufacturer".
Tedelex has hotly refuted Econo-Heat's account of what transpired in the
Johannesburg High Court and provided an exclusive response to HGR of
what it says are the facts.
All this, plus the numerous other news stories, features and new product
announcements make for an interesting read this month.
Until November.
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Newsline

Iser celebrates a
decade of successful trading
Ten years ago, five progressive and forward-thinking
retail businesses combined to form a new buying
group – Independent Specialist Electronic Retailers
(Iser). They saw then what has become even more
apparent today – that without cooperation and
collaboration the independent retailer would be
under serious pressure to survive and prosper.

During those ten years, not only
has Iser played an ever-increasing
role in promoting the survival of the
independent retailer, but we have
grown into and maintained our position
as South Africa’s leading electronics
buying and trade finance group,
declares Iser merchandising executive
Mike Davidson in his address to guests
at the tenth annual Iser supplier awards
dinner, held at Emperors Palace in
September.
"Iser strives to improve the lot of the
independent by improving and coordinating communication between our
dealers and the suppliers and there are
numerous benefits to dealing with us,"
Davidson continues.
"The Expert co-branding facilitates
synergy among dealers and there
is easier access for suppliers to
multiple dealers, as well as dealers to
multiple suppliers, which allows for
instantaneous communication of all
issues both ways.
"Our superb admininistration division
greatly enhances reconciliations and
remittances and provides single unified
accounts both ways.
There is zero credit risk for our
suppliers, and we are experts at

lobbying suppliers on behalf of our
dealers. Additionally, for suppliers it is
easier to deflect complaints from a mass
merchant when Iser does deals on the
dealers' behalf – it is not a mere single
shop here or there that has special
pricing."

“We have grown into and
maintained our position
as South Africa’s leading
electronics buying and trade
finance group”

Ensuring dealer growth
Davidson points out that while
most mass merchants are applying
international best practices, many of
Iser's dealers have not progressed much
over the last few years.
"Consequently, we initiated a
programme at our Expert dealer
workshop that will advance the
understanding of what an independent
needs to accomplish if he is to survive
and grow."
Davidson says several Iser dealers

Mike Davidson – looking forward to many
more years of growth and success.

are struggling to come to terms with
changing business methods among
most leading suppliers.
"Gone are the days of simply calling
your local rep who you have known
for years, who then drops in for tea at
a moment’s notice and expects three
of each to be delivered tomorrow
afternoon. Dealers need to get to
grips with the fact that the product
mix is changing – innovative and new
categories are now taken up by the
mass groups long in advance of the
independent who then resists stocking
these growth categories because they
are discount lines.
"The youth and tomorrow’s
customers gravitate to stores that fulfill
the demand for modern day products,
and access to shopping online has
revolutionsed the buying decision by
page 6 X
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And the winning 2010
Supplier of the Year: Defy

Best Supplier Small Appliances: Nuworld

Isak Smith (Defy), Jonny Aarons (Iser), Hartwig Heil (Tafelberg), Mike
Davidson (Iser) and Koot Barnard (Defy).

Jeff Goldberg (Nuworld), Jonny Aarons (Iser), Hilton Savadier
(Nuworld) and Hartwig Heil (Tafelberg).

Best Supplier Furniture: Grafton Everest

Best Supplier Audio & Electronics: LG Electronics

Jonny Aarons (Iser), Dominique Resnik (Grafton Everest) and Hartwig
Heil (Samsung).

Jonny Aarons (Iser), Francois Brits (LG Electronics) and Hartwig Heil
(Tafelberg).

Best Supplier Television: Samsung

Best Supplier Major Appliances: Defy

Michael Crawford (Samsung) Jonny Aarons (Iser), Hartwig Heil
(Tafelberg) and Matthew Thackrah (Samsung).
Best Supplier Photographic: Nikon
4
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Isak Smith (Defy), Jonny Aarons (Iser), Hartwig Heil (Tafelberg) and
Koot Barnard (Defy).

Newsline

Iser suppliers are...
Best Administration Small Company: Kenwood

Best Administration Large Company: Defy

Jonny Aarons (Iser), Isak Smith (Defy) and Hartwig Heil (Tafelberg).
Jonny Aarons (Iser), Felicity Bevelo (Kenwood) and Hartwig Heil
(Tafelberg).
Best Administration Medium Company: Nuworld
Most Improved Large Company: Samsung

Jonny Aarons (Iser), Michael Crawford (Samsung), Hartwig Heil
(Tafelberg) and Mike Davidson (Iser).

Jeff Goldberg (Nuworld), Jonny Aarons (Iser) and Hartwig Heil
(Tafelberg).

Most Improved Small Company: Afritronics

Highest Growth: Samsung

Jonny Aarons, Matthew Thackrah (Samsung), Hartwig Heil (Iser) and
Mike Davidson (Iser).
Jonny Aarons (Iser), Avis Naidoo (Afritronics), Hartwig Heil (Tafelberg)
and Mike Davidson (Iser.)
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Newsline

Iser still SA's leading electronics buying group
W

page 3

the modern average consumer, who he
is now more knowledgeable than the
typical sales person and knows what
he wants – all he needs is for the store
to have stock at what he considers the
right price.
"Forward-ordering therefore,
sometimes many months in advance,
is essential if a business is to acquire
adequate stock on time."
To assist its dealers in this regard
Iser has introduced an open-to-buy
programme linked to a cashflow model.
"We also send out schedules to
facilitate the planning of deliveries three
months in advance, and are currently
setting up an online ordering system
and a point of sale management system
to improve efficiencies," Davidson
explains.
"Our appeal to our suppliers is to
work with us and our dealers to improve

“Dealers need to get to grips
with the fact that the product
mix is changing”

the success of this campaign. The
independent won’t survive if we can’t
find a way that allows us to compete
for stock and price and the last thing
anyone wants is for the independent to
fade away.
"We want to believe that we can
sustain our 25-30 per cent market share
as independents long into the future,
but we can only do this if we improve
the independents' performance as a
channel together."
Davidson urges suppliers to provide
advance notice of pricing and product
launches, as they do for the mass and
furniture channels – sometimes up to
three or four months in advance.
"This is an area where an immediate
difference can be made, provided the
6

Home Goods Retailer – October 2010

The Defy team, winner of the Iser Supplier of the Year award, on their stand at the Iser trade
show.
process is managed so that it improves
confidence in our suppliers without
inhibiting business."
Award winners
Commenting on the dealers' choice of
Defy as winner of the Supplier of the
Year award, Davidson says: "They are
relatively low key in that they do great
marketing campaigns every now and
then, but with a different emphasis
– they focus on customer satisfaction,
value and reliability as opposed to
innovation and price.
"They concentrate on doing their own
deliveries and service, have multiple
branches nearby their customers and
maximum empowered representation
throughout the country compared to
third party distribution nationwide from
a centralised warehouse."
Trade show success
"Once again Iser thanks our valued
suppliers for supporting the annual
Iser trade show, held in conjunction
with the supplier awards dinner," says
Davidson. "No doubt it becomes more
complicated and difficult each year to
justify the expense and effort, but the
independent retailers need every bit
of support they can get and the Iser

trade show plays an integral role in this
regard."
New-look board
Other than the
untimely death of
Eugene Theron,
the Iser board has
remained relatively
stable over the
last ten years. "This
year, however, we
have experienced a Hartwig Heil –
number of dramatic new Iser chairman
changes," says
Davidson.
Hartwig Heil has
been appointed
chairman of
the Iser board,
following the
retirement of
Willem Klopper
senior. Additionally, Rochelle Klopper –
Rochelle Klopper
financial director
has joined the
board as financial director.
"Iser thanks all our dealers and suppliers
for their considerable support over the
last decade," says Davidson. "We look
forward to many more years of mutual
growth and business success."

Newsline

Walmar t may improve retailer co

8

mpetitiveness in SA

Don McMillon – “Proposed acquisition a
great opportunity.”

Grant Pattison – “Current management
will be retained.”

Andy Bond – “South Africa possesses
attractive market dynamics.”

While South African consumers may look
forward to lower prices if global retail
giant Walmart Stores succeeds in setting
up shop in the country, local retailers will
have to up their game, this according to
analysts following the announcement at
the end of September 2010 of Wal-Mart’s
bid to acquire Massmart for R32 billion.
Analysts aver that Walmart’s size
enables it to source products cheaper and
pass on these savings to consumers. If the
deal goes ahead, they say, shoppers at
Game and Dion Wired may see reduced
prices, which will put pressure on other
retailers to do the same. Additionally,
Walmart will also be able to boost
Massmart’s product range through its
international networks, further pushing
local competitors to enhance their
offering.
Analysts also point out that the need
to become more price-competitive would
see retailers feeling pressure on their gross
margins, which are already low in this
highly competitive industry.
Walmart, which has more than 8613
retail units in 15 countries and boasts 55
brands, has been looking at entering the
African market for some time. Massmart
currently operates in 14 sub-Saharan
Africa countries.
“Walmart’s mission is to save people
money so that they can live better lives,”

says Walmart international president
and CEO Doug McMillon. “We believe
this proposed acquisition is a great
opportunity to deliver on that mission for
all the people in the regions of the African
continent where Massmart currently
operates.
“We have the opportunity to leverage

abiding by South African labour laws. We
also look forward to serving communities
and working with the leaders to support
the continued development and
momentum in the region."
"South Africa presents a compelling
growth opportunity for Walmart and offers
a platform for growth and expansion in
other African countries,” adds Walmart
executive vice president responsible
for Africa Andy Bond. “South Africa
possesses attractive market dynamics,
favorable demographic trends and a
growing economy. We are fully aware and
supportive of Massmart’s Broad Based
Black Economic Empowerment (BBBEE)
programme, and if the transaction is
completed, we expect to continue and
build on these efforts, working diligently
with appropriate parties to grow skills and
socio-economic development, and to be
a corporate and retail role model. We also
look forward to moving towards a deal
with Massmart to offer their associates
enhanced opportunities to grow and
prosper."
According to Massmart CEO Grant
Pattison, Walmart has expressed interest
to retain current management if the deal
goes ahead.
“It would be fair to assume, however,
that Massmart would subsequently delist
from the JSE,” he adds.
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“South Africa presents
a compelling growth
opportunity for Walmart ”

our experience from around the world to
more effectively serve customers, create
opportunities for our associates and add
shareholder value,” he continues. “We
are continuing to deploy our strategy to
accelerate growth and improve returns
in our international business and this
region of the world fits with our focus on
large, high-growth markets. This potential
combination with a market leader will
enable us to add value to an already
successful business through investments
in people and technology.
“We respect and honor pre-existing
union relationships and are committed to

Newsline

Court did not rule against us – Tedelex

Tedelex Trading, part of the JSE-listed
Amalgamated Appliances group (Amap),
has strongly refuted recent statements
published in the media by Econo-Heat
and its attorneys in which they claim that
the Johannesburg High Court restrained
the “wholesaler from passing off imported
Chinese products as those made by a
South African manufacturer”.
“The media statements are a gross
distortion of what happened at the
hearing,” says Tedelex attorneys Eversheds.
“They are false and comprise many half
truths.
“The court did not issue a restraining
order against Tedelex from passing off
products manufactured in China as those
made by Econo-Heat,” declares Eversheds.
“In fact, the court made no findings
against Tedelex. of any unlawful conduct”
Amap CEO Alan Coward says he is
satisfied that no order was granted. "We
believe the ruling was fair and has shown
that there is no evidence that we have
sought to mislead the consumer in any
way."
Eversheds says that while the court
did order Tedelex to pay Econo-Heat’s
costs, this was not done on the basis of a
ruling against Tedelex that the company
passed off wall-mounted panel heaters
manufactured in China as a product of
Econo-Heat.
“Tedelex has throughout denied EconoHeat’s allegation that it was passing off

“There is no evidence
that we have sought
to mislead the consumer
in any way”
products manufactured in China as being
that of Econo-Heat. An examination of
Tedelex’s application papers will reveal
that there was no basis for Econo-Heat’s
allegation. Tedelex further stated in the
application papers that it had no intention
of doing this and gave an undertaking that
it would not do so in the future."
The court ordered Tedelex to pay costs
on the basis that the undertaking should
have been carried with a tender to do so,

retailers during the winter season with this
imitation copy imported from China under
the Salton brand – but in a look-alike
Econo-Heat box with identical wording.”
Eversheds says these statements are
also false. “The court made no finding
that the panel heaters manufactured in
China constituted a copy of an EconoHeat product, or that the boxes in which
they were sold were confusingly similar to
those of Econo-Heat.
"Additionally, Econo-Heat terminated
the supplier agreement late in 2009 and

Alan Coward – court ruling was fair.

but Eversheds says that this order will be
taken on review. “We believe the court
misconstrued the basis on which the
undertaking was given, and respectfully
submit that it was wrong in making this
finding and in so doing misdirected itself.”
Commenting on the statement by
Econo-Heat marketing manager Johan du
Preez in which he insinuates that Tedelex
has been found guilty of conduct which
contravenes the provision of the National
Consumer Protection Act, Eversheds
says these insinuations are false. “That
Tedelex issued misleading information
to customers, that a Chinese product has
been passed off as the product of EconoHeat and that the Chinese product is
inferior to that of Econo-Heat are all false,
which Tedelex clearly demonstrated in the
evidence it placed before the court.”
“Tedelex fully supports the objective of
the National Consumer Protection Act, has
always done so and will continue to do so,”
says Coward.
According to the Econo-Heat statement,
Tedelex previously sold the locally
manufactured Econo-Heat panel heater
under its Salton brand to some local
retailers and the rest of the market was
supplied by the manufacturer under its
own Econo-Heat brand. The statement
continues: “Econo-Heat ended its supplier
agreement with Tedelex in 2009 upon
which Tedelex obtained a Chinese
imitation panel heater and continued
supplying some of the South African

“There was no basis for
Econo-Heat's allegation”
not Tedelex. To fulfill commitments to our
customers, Tedelex had no alternative
subsequent to the termination but to
source similar panel heaters from a
Chinese manufacturer.”
Eversheds points out that the panel
heaters manufactured by Econo-Heat
are of a generic type. “There are many
manufacturers of panel heaters around
the world and the product manufactured
by Econo-Heat is certainly not unique in
any way and carries no patent or other
proprietary rights.
“The branding of the boxes in which the
panel heaters manufactured for Tedelex by
Econo-Heat were marketed and sold was
specifically designed for the Salton brand,
which is owned by Tedelex,” Eversheds
continues. “The packaging in which EconoHeat sold and marketed the panel heaters
itself is very different to the packaging for
the panel heaters manufactured by EconoHeat for Tedelex and those sourced from a
Chinese manufacturer and sold under the
Salton brand.”
Responding to Econo-Heat director
Pieter Bräsler's statement that “it is wrong
that our copyright laws allow competitors
to blatantly copy local products, have
them made cheaply overseas and yet sell
them at the same retail prices, thereby
damaging the South African economy and
threatening jobs,” Eversheds says: “South
page 25 X
Home Goods Retailer – October 2010

9

Newsline

Game goes green
Many impoverished schools in South Africa have no trees or shade
in the playground, and pupils are forced to spend breaks in the
boiling hot sun.
As part of its corporate social investment (CSI) programme,
Game has launched a new initiative, the Let’s Grow project, which
will see 40 000 indigenous trees being planted at needy schools
this year.
To kickstart the initiative, 2000 indigenous trees were planted at
SiphiweSamangwe Primary School, near Loskop in the KwaZuluNatal midlands on Spring Day (1 September), by 400 Game staff
members and Wildlands Trust, Game’s non-profit partner for the
project.

Game MD Jan Pogieter plants the first of 2000 indigenous trees at
SiphiweSamangwe Primary near Escourt in KwaZulu-Natal.
Setting the “green” ball rolling, Game’s managing director Jan
Potgieter planted the first tree. “The Let’s Grow initiative, which
aligns with our CSI focus on boosting early childhood education,
also signifies our commitment to being more environmentallyresponsible citizens,” he says. “In celebration of Game’s 40th
birthday this year, 40 000 indigenous trees will be planted in
impoverished playgrounds around the country. Our CSI team,
which works closely with the poorest of the schools, identified
the need for trees at schools when attending handovers the
AmaLunchbox kitchens, one of our flagship school feeding
projects.”
SiphiweSamangwe Primary, which is also a recipient of a Game
AmaLunchbox mobile kitchen, was selected as the first school to
receive the donation of trees.
“We chose River Bushwillows, Paperbark Thorns, the Natal
Bottlebrush amongst others as they are indigenous to the
area, which means that they are adapted to survive here,” says
Indigenous Trees for Life programme manager Charmaine Veldman.
“As a basic minimum, Game spends one per cent of profit after
tax on CSI programmes, focusing on feeding and educational
development in creches and primary schools, and assisting
disabled pupils.
“Game’s parent company Massmart has introduced a range
of eco-wise business practices throughout the group, from
products to purchasing and packaging. The Let’s Grow initiative
is an extension of this environmentally friendly focus, which is
permeating every aspect of our future business strategy.”
10
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Newsline International

2011 furniture trends from Germany – plenty of wood highlights
Chilling and dreaming, lounging and
storing, kicking back and doing nothing
at all – after rediscovering the delights of
cooking, wellness and outdoor living in
recent years, Germans are again turning
their attention to relaxation in classic living
space.
In the first half of 2010, sales of storage
furniture grew by an impressive seven per
cent compared to the same period of the
previous year. Strong and inspiring ideas
for relaxing living rooms, bedrooms and
living space in general are expected for
2011.
In the first half of 2010, says Dr Lucas
Heumann, chairman of the Herford-based
“Pro Massivholz” initiative, the German
market for solid wood furniture “developed
better than the rest of the German furniture
industry”, compared to the same period of
the previous year. To no small degree, the
particular success of this sector is due to
the emotionality and sustainability of its
exquisite, vividly grained products.
Klaus Richter, director of Deelmann in
Südlohn, expects to see plenty of wood

highlights, such as stunningly textured
tabletops on modern metal frames.
With their ever more modern products,
the solid wood furniture producers
– currently still mainly represented in the
German-speaking market – are increasingly
setting their sights on other countries.
Elements for limitless interiors
The conventional market for living room
and bedroom furniture has already
internationalised itself for the most part.
But what will the living space of the
coming decade look like?
Polymorphic and multifunctional.
Cooking and dining, dining and living,
sleeping and wellness are continuing to
grow together – with the result that an
increasing number of storage furniture
manufacturers are creating products
that are not restricted to one particular
segment.
Ideally, the furniture is designed as an
element or “fractal” that is as expressive as
it is adaptable.
It is no coincidence that furniture which

combines matt or gloss varnish with wood
finishes in a single piece continues to
be highly popular – it allows the owner
to integrate all kinds of individual items.
However, the material mix is no longer
restricted to white with golden brown or
white with walnut: sand and chocolate,
silver-grey and black or bronze and crème
are also popular colour combinations.
Linear, horizontally aligned surfaces
in heartwoods like beech, oak or ash are
being joined by new creations with a
plank-like effect, featuring carving and
rounded edges.
Handle-free operation, lighting effects
and colour accents are just as popular as
sophisticated technical details and the
increasing use of eco-compatible, watersoluble varnishes.
For today’s classic furniture too,
adaptability is a top priority – timeless
furniture that is deliberately intended
for combination with other collections
– a prime example of the new symbiosis
between an evolved furniture tradition and
the 21st century.

September sees UK consumer confidence drop – GfK NOP
The GfK National
Opinion Polls (NOP)
Consumer Confidence
Index decreased by two
points in September
to -20. GfK NOP is
part of the GfK group and a leading
market research agency in the UK and
internationally.
According to the index, September saw
decreases for confidence in consumers’
personal financial situation over the last
12 months, confidence in their personal
financial situation over the next 12 months,
confidence in the general economy over
the last 12 months and confidence in the
"general economy" in the next 12 months.
The major purchase Index was the only
measure to increase by five points, and is
now -15.
GfK NOP Social Research managing
director Nick Moon comments: “September's
slump suggests the rise in consumer
confidence in August was a false dawn, as

feared. Besides the trough in July, probably
caused by the emergency budget, this
month's figure is the lowest confidence has
been for the past year.
“I think we could be about to find out if
the International Monetary Fund and the
money markets are more worried about
double dip recession than they are about
the size of the UK deficit.“
UK consumer confidence measures
The overall index score in September
dropped by two points to -20, four points
lower than this time last year. Four of the
five measures in September decreased, with
one measure increasing. The annual moving
average increased one point to -17.
Personal financial situation
The index measuring changes in personal
finances during the last 12 months
decreased two points in September, and is
now -14; this is one point lower than this
time last year.

The forecast for personal finances over
the next 12 months decreased by two
points to -5, this is ten points lower than
September 2009.
General economic situation
The measure for the general economic
situation of the country during the last 12
months has decreased by three points to
-46; 17 points higher than this time last year.
An expectation for the general economic
situation over the next 12 months has
decreased by five points to -19, 23 points
lower than September 2009.
Climate for major purchases
The major purchases measure increased by
five points to -15; the same as this time last
year.
Savings index
The 'now is a good time to save' index, has
decreased three points to -9, which is four
points lower than September 2009.
Home Goods Retailer – October 2010
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Talking Points

Tackle increasing shrinkage in
According to the 2008 and 2009
Global Retail Theft Barometer, in
2008 retailers lost $105 billion (R795
billion) to theft. In 2009 this figure
grew to $115 billion (R870 billion)
in losses. Shoplifting increased from
41.2 to 42.6 per cent and employee
theft decreased from 36.5 to 35.5 per
cent. Shoplifting is ranked as the most
common cause of loss, with employee
theft ranked second, followed by
administration errors and supplier/
vendor theft.
Antonio Smith – " The increase in losses has a direct impact
on consumers."
When it comes to loss prevention
Spending, Africa and the Middle East
rank third globally. North America and
Latin America spend more per annum on
loss prevention. Africa also ranks third in
loss prevention costs as a percentage of
sales, trailing North America and Europe.
The increase in losses has a direct
impact on consumers, bearing in mind
that retailers are budgeting for these
losses.
“Security solutions to combat this
theft need to be based on the client’s
unique issues,” says ADT Security
commercial systems manager Antonio
Smith.
A combination of EAS (electronic
article surveillance), closed circuit
television (CCTV), access control,
analytical solutions, alarms, value-added
offerings and a security service provider
will result in a total solution crucial to
minimise shrinkage.
“In order to reduce shrinkage, retailers
need to address four key elements:
technology, human resources, analysing
12
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statistics and company culture," Smith
continues.
Technology
The implementation of EAS for
shoplifting, combined with CCTV

“Retailers need to
stop budgeting for losses
and address them
pro-actively”

for employee theft, is a winning
combination to combat theft. Ensuring
uniformity with acousto magnetic (AM)
EAS solutions throughout the EAS profile
in the group is also paramount,” says
Smith.
Human resources
The physical human resources that will
be used to manage and lower the risk at

store level need to become part of the
solution. “Without the commitment and
buy-in from the troops in the trenches,
results will be difficult to obtain," Smith
points out.
Statistics analysis
Analysing statistics of past results will
determine the focus going forward.
Smith says retailers need to look at
the losses from the previous year and
target those areas of risk at store level
proactively.
Company culture
A change in company culture will make a
difference, continues Smith.
"Retailers need to stop budgeting for
losses and address them pro-actively.
Calculations should be at the retail
selling price and not at cost.
"If basic housekeeping is in place,
managing risk with technology will
become a very simple process."
Smith says that the most common and
effective solution to combat theft is EAS.

Talking Points

retail with a holistic solution

“EAS as a holistic security solution,
including CCTV, physical resources,
lockers and an alarm system with armed
response is highly effective.
"Retailers need to return back to
basics. They need to implement a
principle-based culture at store level and
get everyone to understand that crime
and shrinkage affects them all, directly or
indirectly.”
Regarding any technology that has
already been implemented, retailers

“Retailers should affiliate
their business with a
security organisation
they can invest in”
need to make sure that it is all working
correctly.
“Stay away from grey generic products

being offered in the market," advises
Smith. "Retailers should affiliate their
business with an organisation that they
can invest in and know it is going be
around to offer ongoing support and
new developments.
"It is imperative to build a relationship
with a technology service provider as it
forms part of the solution," he continues.
"Avoid a ‘box’ provider with no service
follow-through. Rather go for a solutionbased offer."
Home Goods Retailer – October 2010
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Market Review

washing machines
Washing machines form part of major domestic appliances. GfK defines the washing
machine category as domestic washing machine units which perform duties related to
private use. This is made up of front loaders, top loaders, washer dryers and twin tubs.
Commercial washing machines do not fall within this category.

Moderate market growth,
but Q4 outlook remains positive
While the spectacle of the 2010 Fifa World Cup 2010 in South Africa brought about massive
growth in certain consumer electronics products such as panel televisions, which grew over 90
per cent in unit sales between January and August 2010 compared to the same period in 2009,
the major appliance market and specifically washing machines grew only moderately.
Year-to-date sales for washing machines tracked a healthy nine per
cent growth in unit sales and three per cent in revenue. This growth
came from the mass merchants channel which represents about 49
per cent in unit sales of the total washing machine market.
Even though other channels were marginally down, the
outlook on the final quarter of 2010 is still positive as retailers and
manufacturers aim to capitalise on increasing year-end seasonal
sales. This positive outlook is partly due to average retail selling
prices for washing machines decreasing by about five per cent from
R2740 to R2600 during January to August 2010, compared to the
same 2009 period. This trend should be further supported by the
strong rand-dollar exchange rate.
Consumer spending within the various channels of distribution
has grown by three per cent over the last year. Channel standings
during the aforementioned period shows the furniture specialist
channels holding about 32 per cent in units, electrical specialists
about 20 per cent in units, while mass merchants continued to
dominate the distribution standings.
The pricing structure of the washing machine market over the
last 12 months has shown movement in the lower price bands,
specifically in the price class less than R1500. This price class gained
substantial share in April, May and June due to strong promotional
activities mainly in the mass merchants channel. The main products
behind this development were top loading machines which in
the April period reached a yearly high 56 per cent of all washing
machine sales. This development meant a growth of 45 per cent in
unit sales and 70 per cent in revenue for products under R1500.
Twin tubs in the same price class during the same period
dropped by 45 per cent in units when compared to the same yearto-date period last year.
The R1500 to R2000 price class maintained a relatively stable
share in the months up to March 2010, making up 30 per cent in
units and 20 per cent in value. The April shift downward to below
the R1500 price point had begun to recover up to August 2010 but
going on to the year-end promotional period, share in this low price
class should again pick up market share to near April 2010 levels.
Almost 16 500 front loading units have been sold so far this
year between the R2500 and R3000 price band, which is up 22 per
14
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Average retail selling prices for washing machines decreased by
about five per cent from during January to August 2010.

Consumer spending within the various channels of distribution grew
by three per cent over the last year.

Market Review

The R1500 price class gained substantial share in April, May and June
following strong promotional activities by mass merchants.

Top loaders and twin tubs account for 80 per cent of sales on average
over the last 12 months.

The capacity class above 13kg lost seven percentage points to midrange and low-capacity fully and semi-automatic top loaders.

cent on last year’s 13500 units during the same time frame. This
development was driven by both the mass merchants and electrical
specialist channels.
The R3000 to R4000 price classes have declined seven
percentage points to 15 per cent, shrinking from 22 per cent in
the August period last year. This is most likely due to a downward
shift in product prices to the R2999 price point, specifically for top
loaders.
Looking at the various roles the different types of washing
machines play in South Africa, capacity becomes a strong selling
point, as families tend to be larger compared to European markets.
This gives an advantage to high-capacity top loading models, which
includes twin tubs.
Together, top loaders and twin tubs account for 80 per cent of
sales on average over the last 12 months. Year to date 2010 sales of
the entry level basic twin tub models show a nine per cent decline
in unit sales to 103 000 units, while sales for fully automatic top
loading models have shown a 27 per cent increase in unit sales to
161 000 units.
This could be an indication that consumers are now opting to
purchase entry level fully automatic top loading models, which
have become more affordable and provide more value for money as
opposed to entry level semi-automatic twin tub models at a similar
price.
Year to date sales for fully automatic front loading models have
also been positive, growing by eight per cent to 57 000 units.
However, average prices for front loaders have declined by over six
per cent when compared to the same period last year. This drop in
average price has resulted in the revenue side of the front loading
market stagnating at R213 million during January to August 2010.
The capacity class above 13kg represented 25 per cent unit share
in the current reporting period, losing seven percentage points to
mid-range (10kg) and low-capacity fully and semi-automatic top
loaders. The downward trend in capacities for semi-automatic top
loaders may be due to suppliers and retailers trying to reach lower
price points where higher levels of sales can be achieved.
With the global trend towards “greener” appliances, the challenge
to suppliers and retailers in the coming years is to persuade
consumers to buy environmentally friendly appliances, which in the
case of washing machines is generally a domain of front loading
models. This is because front loaders generally use water and
energy more efficiently and provide better a wash quality compared
to top loaders and twin tubs.
However, with front loaders being more expensive, our price
sensitive and capacity-driven consumer may still be inclined to buy
a high-capacity top loading model.
If the price is right, however, we can see from the above shift in
volumes from twin tubs to top loaders that the consumer is willing
to shift to more sophisticated product provided the additional
benefits are communicated effectively.
It remains to be seen whether manufacturers and retailers can
turn the South African market into one which is less demanding on
the environment by shifting future sales in our market towards front
loading models, in line with global trends.

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 60 product
categories within the consumer electronics, domestic appliances, telecoms, IT, DIY and gaming markets.
Home Goods Retailer – October 2010
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Griffin offers consumers an enjoyable washing experience
With energy consumption that is 20 per
cent more efficient than standard A label
washing machines, the Samsung Griffin
washing machine saves money and puts
less strain on the environment.
Employing a large nett capacity of 10kg
in its entirety, the Griffin stands 850mm
high, fitting easily into the space of an
old washing machine, meaning that if the
household grows, there’s no need to build
a special laundry unit for the machine. In
addition, the easy iron function setting
assists in eliminating wrinkles, which
halves ironing time.
The Griffin’s unique direct drive motor
offers a quiet wash. The shock absorber
system reduces vibration and noise as it
operates at 63dBA in comparison with
conventional machines at 76.2dBA.
This washer removes unpleasant
odours and can kill 99.9 per cent of tested
bacteria, sanitising laundry by means of
hot air and its physical strength. By using
heated fresh air, unpleasant odours can
be removed and bacteria eliminated. Not
only is it unnecessary to use detergent
or other chemicals with this washing
machine, but this unique function requires
no water while washing, which helps

Available in silver with a chrome deco door,
the Samsung Griffin offers consumers a new
way to manage their laundry and save on
energy costs.
decrease the frequency of dry cleaning
clothes. As a result, this saves shrinkage
and clothes are fresher and bacteria-free,
thus offering a longer life span.

The main benefit of the Griffin is that
the washing machine is ideal for hard-towash cushions, pillows and duvets that
can be used as infesting grounds for mites
and ticks and also extends the lifespan
of clothes – a function that is perfect for
allergy sufferers.
The design of the Griffin’s diamond
drum is uniquely embossed with holes
that are located deep within each
diamond-shaped depression. Fabrics
don't catch in the cubic drum and are
subsequently not damaged. The water
collected in the embossed pattern creates
the perfect environment for gentle but
effective washing of clothes. The inside of
the drum is perforated by thousands of
tiny holes used for removing water after
cleaning clothes.
Once the machine is loaded with
laundry, the fan creates and circulates
powerful air, which converts to hot air as
it passes over the hot coils and penetrates
the molecules of unwanted odours,
microscopic allergens, bacteria and
microbes in the clothing. The cold water
and hot air is separated and all microbial
contaminations are sucked out of the
machine by the condensation duct.

Get steamy and clean with LG
If consumers buy the LG Steam Direct
Drive F1403FDS5 washer for anything, it
should be because it will save them money,
reduce energy consumption and wash their
laundry better.
By making use of vaporised steam
together with its circulating shower
function, the LG Steam Washer uses less
water per load while cleaning clothing
more efficiently.
Steam does not saturate clothing, thus
making a load of washing lighter than
regular loads and placing less strain on the
machine’s drive unit.
The result is that the 9kg LG Steam Direct
Drive uses up to 20 per cent less energy.
During the wash, a pump under the
drum sprays water that would usually
sit at the bottom, improving washing
16
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performance and completely dissolving the
detergent.
The steam generator, which converts
normal water into steam, takes technology
one step forward.
The water is heated directly within the
steam and generator and then released into
the washing drum.
Steam particles are smaller, meaning
they can penetrate and lift stains more than
water particles, resulting in a cleaner wash
for school shirts.
This also helps remove major allergens
such as dust mites, animal hair and pollen
from clothes.
LG’s Direct Drive system eliminates the
belt and pulley found in conventional
washing machines which increases stability
and reduces noise.

LG Electronics' Steam Direct Drive washer.

Defy’s Laundry Range
STYLISH AESTHETICS AND INNOVATIVE up-to-date technology make Defy’s range of laundry appliances a must for any home. The
range includes front loading, top loading and twin tub washing machines, as well as tumble driers.
TWINTUBS WASHING MACHINES
There are three, models to choose from, the Twinmaid 800 with adjustable water level indicator
(available in white), and the Twinmaids 1000 and 1300 with extra large wash capacity, available in a
metallic or white finish. All models feature polypropylene wash and spin tubs, lint filter, drain pump
and a three wash mode selector.
TOP LOADER WASHING MACHINES
Defy boasts the 1300 Laundromaid with its front mounted easy clean drain filter.
Other features include:
• Fuzzy logic
• LED display
• Pre-set timers
• Removable lint filter
• A self diagnostic problem display to help identify problem areas in the event of failure
• An out of balance sensor
• The 1300 has six wash programmes, 3 wash temperatures, 7 water levels and is available in white
or a metallic finish
AUTOMAID 600 ELECTRONIC
All Defy frontload washing machines are A energy rated.
The Automaid 600 electronic, with significantly reduced water consumption and large pothole opening features:
• Programme progress indicator
• 500/800 rpm spin speed and duration of spin resulting in better moisture extraction and less drying time needed afterwards
• A quick wash for lightly soiled clothing
• 8 wash programmes
• Programme progress indicators
• A variable thermostat for the selection of the required water temperature
• Serviceability has been greatly improved; removal of the front panel allows easy access to components
• Low water and electricity usage
MAXIMAID 850 and 720
The Maximaid 850, with its 8kg front load capacity is available in a metallic finish. The Maximaid
720 has a 7kg capacity and comes in a metallic or white finish.
Features in both products include:
• Extensive automatic wash programmes
• Time delay option
• LED display
• Variable spin speed
• Quick wash
• Super rinse wool programmes
• Anti-creasing option
• Removal filter
• Reversible porthole door
• Automatic water control system
• Low water and electricity usage
TUMBLE DRIERS
The Defy Autodry and Autodry Premium are both available in a metallic or white finish.
Features of the Autodry:
• Advanced pressurized cabin
• 5kg dry load capacity
• Up to 135 minutes drying time
• Reversible action tumble
• Door safety switch
• A 10 minute cooling down cycle
Features of the sophisticated Autodry Premium:
• 6kg dry load capacity
• Automatic electronic dryness selection and sensing
• Ducted venting Programme selection
• “Clean the filter” indicator light
• End of cycle buzzer
• Large door

All Defy laundry products are guaranteed for two
years with parts and service available nationwide.
For further product information visit : www.defy.co.za

Home Laundry

Fewer washing days with Whirlpool
With a load capacity of 9kg, washing
days are definitely fewer with
Whirlpool’s AquaSteam1200 steam
washing machine.
The newly designed door, which is
44cm in diameter, enables large items
such as duvets to fit easily into the
machine (big items/duvet programme).
The AquaSteam1200 washing
machine is credited with an A+ energy
efficiency rating, which means it uses
up to ten per cent less energy than an
A-rated machine.
With the inclusion of steam
and Whirlpool’s unique 6th Sense
technology, additional programmes and
features are inevitable.
The steam stain removal option
better removes the toughest stains from
clothes during the wash cycle, while the
6th Sense technology senses exactly
how much water and steam are required
for each load and adapts the washing
parameters accordingly, with savings
of up to 50 per cent on time, water and
energy.
To simply freshen up the clothing
without a full wash, users can choose
the refresh programme. This steam-only
treatment helps remove smoke and
other odours, leaving clothes fresh and
ready to wear again in just 20 minutes.

The AquaSteam1200 steam washing machine from Whirlpool
With the sanitisation option, steam is
injected into the drum once the normal

washing cycle has ended, producing an
anti-bacterial effect on the clothes.

Philips steam iron helps save energy
As part of its EcoVision plan, Philips South
Africa has launched a range of energy
efficient consumer lifestyle products
that enable consumers to save energy.
The strategy, which aims to generate
30 per cent of Philips’ revenue through
environmentally friendly products by
the year 2012, highlights the company’s
commitment to contributing towards a
greener environment.
Included among Philips’ range of
energy efficient consumer lifestyle
products is the energy saving steam iron,
EnergyCare. Unlike normal steam irons,
the EnergyCare’s smart steam technology
stops steam creation when the iron is
lifted from the garment, resulting in
18
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energy savings
of 20 per cent
per ironing
session without
compromising on
end results.
“Designed to
conveniently
reduce its
impact on the
environment
without
compromising
on performance
or design, this
appliance benefits
from new Philips

Philips’ EnergyCare
steam iron gives great
ironing results while
saving energy.

technology which allows it to work at
the same capacity as regular ones but by
either using less energy, or incorporating
unique features that enable consumers
to actively save energy themselves,”
says Philips South Africa marketing
manager Sally Green. “Switching to this
energy-saving appliance will help every
household reduce its carbon emissions
without having to change their lifestyle.
No steam wasted means more energy
saved.
“Consumers are increasingly searching
for simple ways to make an everyday
contribution to the environment and
Philips is committed to creating products
that meet this need,” she adds.

Technology Focus

‘CCTV one of the best
South Africa remains
a turbulent security
environment, declares
commercial security provider
ADT South Africa managing
director Danna Strydom. The
increase in aggressive crime
patterns has fuelled residents’
feelings of insecurity and
fear and strengthened their
reliance on the private security
sector.

Dana Strydom – “digital recording systems
continue to improve.”
20
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“Over the past few years, the buzz words
‘security solution’ have become one of
the primary focal points in the security
industry. An industry that was built on
a foundation of physical security, with
an infrastructure dominated by people
from law enforcement and military
backgrounds, has changed significantly
as a result of new technologies.”
Managerial and technology
skills training have enhanced the
professionalism of the private security
industry in South Africa and the
advances in information technology
have brought security integration to the
forefront, providing more opportunities
for different security products and
solutions to interact and work together.
This includes linking systems such as
service and monitoring with closed
circuit television (CCTV) and access
control, for example.
“Where it makes sense and when
implemented properly, end-users
can derive significant benefits from
an integrated security solution,” says
Strydom. “Integration will very clearly

continue to play a vital role in helping to
protect people, property and businesses.”
Digital technology, first used with
CCTV cameras three or four years ago, is
also playing an increasingly significant
role in video surveillance systems and
applications, Strydom continues. “The

“The entire CCTV process,
from recording to video
storage, has improved
drastically in
the last ten years”
cost of digital technology is dropping,
and the memory and capacity of digital
recording systems continues to improve.”
CCTV is not only one of the best
burglar deterrents, but it’s also great for
early warning and gathering evidence to
catch the intruders. Traditionally, CCTV
was largely an option only for businesses
and other non-domestic buildings
due to its high price tag. “Inexpensive

Technology Focus

burglar deterrents’
Benefits of remotely monitored
CCTV at a glance
•
•
•

•

•

•

technologies now allow for homeowners
to seriously consider CCTV which
up until a few years ago was largely
unaffordable,” says Strydom.
A typical CCTV system consists of a
camera, or a set of cameras in strategic
places, a monitor (screen) for viewing
the live feed and usually a device
for archiving the footage. Archiving
equipment is now digitally presented
and can be downloaded and stored
extremely efficiently.
Security cameras are just a single
step in the video approach to crime.
Today digital technology is also being
used for remote video monitoring. “Live
images are compressed and transmitted
over the phone line to a central station,
providing customers with the added
benefits of knowing their premises are
being protected and watched over all
the time,” says Strydom.
“The entire CCTV process, from
recording to video storage, has
improved drastically in the last ten years.
Security camera systems in general have
become quicker, of a higher quality and

Cost-effective compared to traditional
methods such as manned guarding
Sites can be monitored 24 hrs a day,
365 days a year, on-site or off-site
The ability to interact, respond and
control all levels of access to a site.
from deliveries and staff, to customer
enquiries
Offers effective management of
remote, unmanned locations, reducing
the need for costly or hazardous site
visits
Professionally trained personnel
responding to activations reduce the
number of false police call-outs
Provides visual alarm confirmation for
response purposes

above all, a great deal more affordable.”
Strydom believes the use of digital
technology enhances and complements
physical security and will eventually
become the preferred way to get the
job done. The ongoing development of
software-based technology is bringing

“Digital technology
will eventually become
the preferred way
to get the job done”

end-users sophisticated security
solutions and management capabilities
through access control, intrusion
detection biometric and ID verification,
CCTV surveillance, alarm monitoring and
systems integration.
When it comes to outdoor intrusion
detection, the new HX Series offered
by ADT Security provides the perfect
outdoor detector for high-end

applications. It is very reliable and
now comes with a brand-new pyro
element which provides it with an
accurate discrimination function for spot
temperature changes of moving objects.
“Accurate detection performance
is necessary in severe outdoor
environments and the HX series meets
this requirement,” says Strydom. “It
also reduces the number of false and
missed alarms caused by outdoor severe
environmental changes.
“By utilising detection pattern
technology, upper and lower detection
areas have to be activated in order to
generate an alarm. This prevents alarms
caused by pets or small animals. The
monitors also cancel the signal caused
by swaying grass.
“At the end of the day,” concludes
Strydom, “the best solution is an
integrated security solution that can
be phased in over time, paralleling
changes in the skill sets of operators
and in security processes, and one
which creates a single seat control
environment.”

Product Showcase

Isolate colour information with the Colour Scan
The NCS Colour Scan 2.0, a powerful,
portable colour measurement tool, is
the perfect device for retailers and other
colour professionals.
Developed by X-rite Inc. in
cooperation with NCS Colour AB, the
NCS Colour Scan hosts new features
to help users accurately read, use and
implement colour.
Lightweight, easy to use and infinitely
adaptable, the device gives the NCS
notation of a selected colour from
any surface, and makes it immediately
visible on the screen.
Users can now identify colours on
virtually any object, including walls,
render, carpets, furniture, flooring and
clothing.
The device also isolates colours within
a multi-coloured pattern for developing

matching or complementary colour
palettes.
The NCS Colour Scan features
memory for storing up to 100 colours
and lets users add text or voice tags to
each entry.
Displaying in seconds a colour’s
translation information (such as RGB
or CMYK), NCS Colour Scan also shows
lightness values and gives the colour’s
availability and location in different NCS
colour collections.
It even suggests similar colours to
help create combinations on-the-go.
Additionally, its built-in pinpoint screen
can isolate colours from the smallest
patterns.
The NCS Colour Scan is available from
NCS Colour AB and its local distributors
(NCS Colour Centres).

Multipurpose cook ing with grill an
Swiss cookware manufacturer Swiss
Diamond has expanded its range with the
double burner multifunction side-by-side
grill/griddle that lets users cook delicious
pancakes for breakfast and lemon and
herb chicken breasts for dinner.
One half of the grill/griddle has a flat
griddle, perfect for making French toast,
bacon and eggs, while the other half has
a grill with raised ridges, which is ideal for
leaner and healthier cooking as it prevents
steaks, hamburgers, fish and chicken from
sitting in any grease.
The grill is also similar to barbecue grills
as it leaves appealing grill lines on foods as
they cook.

The NCS Colour Scan is a new revolutionary
handheld colour measurement tool offering
absolute accuracy.

d griddle

The side-by-side grill/griddle from Swiss
Diamond.

The appliance also features a builtin channel to drain away the grease for
healthy, reduced fat cooking.

All Swiss Diamond products, including
the new multipurpose grill/griddle
combination feature a practically
indestructible non-stick surface made with
real diamond crystals.
The patented surface will never crack or
peel, and is safe for use with metal utensils.
It will remain stick-free, even after years
of use.
Designed to save both money and
storage space, the versatile grill/griddle
can be used across two single burners.
Thanks to the thick base and the diamond
crystals in the surface, the heat is
distributed evenly across the entire surface
of the grill/griddle.

New warranty on LG appliances a world first
LG Electronics is offering its customers the
world’s first ten-year warranty on home
appliances.
“Recognising the consumer’s desire
for peace of mind, LG is traversing new
territory by becoming the first in the
world to offer a ten-year warranty,” says
corporate marketing and communications
director Dr Michelle Potgieter. “This speaks
22

Home Goods Retailer – October 2010

volumes on the durability of our home
appliance products, and serves as a prime
example of how LG continues to engineer
quality that is guaranteed.”
The ten-year warranty is applicable
to the entire range of front loading
washing machines, dishwashers and linear
compressor refrigerators.
“Direct drive motor technology in LG

washing machines results in less noise,
less vibration and less maintenance than
compared to conventional washing
machines,” says Potgieter. “Similarly,
linear compressor technology in LG’s
refrigerators results in energy savings of
up to 30 to 40 per cent, reduces noise,
increases durability, and helps to keep
foods fresher for longer.”

Product Showcase

Stylish summer dining with MBM Furniture
The latest range from German furniture
manufacturers MBM Exclusive Outdoor
Furniture transcends the barriers between
in and outdoor living.
The effortlessly stylish Bellini collection
of tables, together with the chic Rondo
armchairs, makes the perfect ensemble for
alfresco dining this summer.
The highly stable yet feather-light
Bellini tables are crafted from noncorrosive aluminium frames covered with
hand-woven Mirotex weave in white for a
natural, clean and sophisticated look.
The crisp white Rondo armchairs are
fashioned with multiple struts in each
frame for high stability yet with minimal
weight. The chairs are sheathed in Mirotex
weave, exclusive to MBM, ensuring the
highest level of comfort. Resilient against
UV rays, salt water and weather, the
beauty of these chairs will never fade.

This sumptuous ensemble will enhance any lounge space or add that touch of elegance to a
bar area for luxurious summer dining.

Alienware gaming notebooks arriv
Dell’s world-renowned Alienware range
of gaming notebooks are now available
in South Africa from Tarsus Technologies.
“The Alienware brand is one of the
most anticipated technology arrivals in
South Africa, since it’s the only brand
of notebook in the world that prides
itself on providing mobility to the most
hardcore gamers in the market, with nocompromise on performance,” says Dell
product manager at Tarsus Brett Bygate.
“And even though the entire range is
something to behold – robed in cuttingedge designs, lighting configurations
and the best hardware money can buy,
one model in particular, namely the
M11x goes even further, dispelling a
number of myths around the weight
and size of a gaming notebook.”
With the M11x, Bygate says Alienware
has crammed an Intel Core i5/i7
processor, an NVIDIA GeForce GT 335M
with 1GB of GDDR3 memory, 4GB of
dual-channel DDR3 memory and 500GB
of SATA hard disk storage into an 11inch notebook that comfortably slips
into any backpack and doesn’t weigh
the earth.

e in SA

“It’s an absolute marvel,”
he enthuses, “and because
of its size, competitive price
and cutting-edge design, it is
something I can see the local
reseller channel becoming
pretty excited about.”
Bygate acknowledges that
the primary route to market
for the Alienware brand will
be South Africa’s specialist
retailers, although the entire
range will also be available
to the reseller channel.
“This is great news for
local developers and nichemarket computer users, since
those who haven’t made
the switch to a notebook
because of the disparity
The Dell Alienware range of 11, 15 and 17-inch gaming
between desktop and
notebooks is available from Tarsus Technologies in silver
notebook performance
or black.
can now also benefit from
opportunities to convert their more
mobility while no longer
performance-demanding customers
compromising on performance,” he says.
to the Alienware brand, since what
“These machines open a window of
they will gain in the long run from a
opportunity in the market and in my
productivity perspective is huge.”
opinion, resellers should be looking for
Home Goods Retailer – October 2010
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WHO CAN RESIST A COOL ITALIAN?
Air Conditioning at it’s best
De’Longhi, a leading name in the household appliance
market, is a world leader in portable air conditioning.
De’Longhi offers innovative products, conceived with avantgarde criteria and made to the highest possible standards.
De’Longhi air conditioning units bring a breath of fresh air
into the home to create a healthy living environment for the
whole family.

De’Longhi’s Pinguino air-to-air portable air conditioner, Model PAC N125
HP, is the perfect appliance to provide the desired climate anywhere it is
needed.
The Pinguino guarantees the maximum in terms of comfort and
energy saving, thanks to its efficiency, silent operation and low power
consumption. It refreshes, dehumidifies, purifies the air and, with its fresh,
innovative design, it compliments the home. The Pinguino is eco-friendly
due to the use of the latest generation of refrigerant gas (R410A). The air
conditioner respects the environment while ensuring user comfort.
Thanks to the inclusion of a special ‘heat pump’, the Pinguino can also
be used for heating, with a capacity of 11 500 BTU/h. It’s the unit that
provides complete climate control in the home.
Special features include a remote control that allows easy setting of all the
functions, a cooling capacity of 12,500BTU/h, three fan speeds, fan only
function, dehumidifying only function, exclusive condensate recirculation
system, LED control panel, digital timer and thermostat, and handles and
castors for easy moving of the unit.

Keep your cool this summer with De’Longhi.
For more information about the complete range of De’Longhi cooling appliances and dehumidifiers, phone 011 474 0153 and speak
to the De’Longhi Brand Manager.

Gallery

New-look Coricraf t store at Design Quarter celebrated
Members of the trade recently joined Coricraft in celebrating the opening of its redesigned flagship store at Design Quarter in
Johannesburg. The redesigned store follows a slew of new Coricraft store openings over the past 18 months, all of which reflect the
company's new image.

Craig Schneeberger, Mark Matisson
and guests.

Coricraft visual merchandisers.

Werner (MDM Fireplaces) and Elmarie
Stegman (Coricraft).

Court did not rule against us – Tedelex
W
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African copyright laws certainly do not
allow unlawful conduct by competitors,
and Bräsler’s insinuation that Tedelex
sought to copy Econo-Heat’s products is
false. In the application Econo-Heat sought
to claim copyright in the packaging of the
boxes in which the Salton-branded panel
heaters were sold, but this was disputed by
Tedelex and demonstrated to be without
merit.
The fact that following Econo-Heat's
termination of the supply agreement
in which it was employed by Tedelex to
manufacture panel heaters for Tedelex,
Tedelex is now manufacturing panel
heaters itself in South Africa gives the lie
to the statement by Bräsler that Tedelex
is guilty of damaging the South African
economy and threatening jobs," says
Coward.
“When all the facts are laid out, it
becomes clear that Econo-Heat’s press
statement is misleading, to say the least,”
he adds. “It seeks to make out that the
court granted restraining orders against

Tedelex on the basis that we were passing
off products of other manufacturers as
being that of Econo-Heat, which is false.
The court made no such finding.
"Econo-Heat’s statement also seeks to
give out that Tedelex does not respect
the proprietary rights of other persons,
particularly Econo-Heat. This is also false
and highly damaging to our goodwill and
reputation.”
We are proud of the quality of the

“Econo-Heat's statement
is misleading,
to say the least”

product we supply to our growing
customer base," Coward continues.
"Our Salton-branded wall heaters are
sourced from our 130-employee factory
in Pinetown, KwaZulu-Natal, and from a
highly reputed international supplier. All
product meet standards set by the South

African Burea of Standards and all claims
made on our packaging fairly reflect the
attributes of the product."
Coward says the management of
Tedelex Trading has gone to great lengths
to ensure that packaging across its suite
of products supports the spirit of the
Consumer Protection Act – to arm the
consumer with better information on
which to base purchasing decisions. "We
are confident that we have not misled the
consumer, and the court has ratified our
belief with its decision to make no order
against Tedelex."
"In good faith," he adds, "the
management of Tedelex has
communicated to the leadership of EconoHeat that despite the fact that there has
been no proof of confusion created to
date, we will ensure that going forward
there will be no confusion between the
wall-mounted heaters manufactured
under licence to Salton (manufactured
locally in Amap's factory those sourced
internationally), and those manufactured
and marketed under the brand name of
Econo-Heat."
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A visit to MIFF 2011 not to be mi
The Malaysian International Furniture Fair
(MIFF) 2011 takes place from 1–5 March in
the country's capital, Kuala Lumpur. The
exhibition will occupy two of the city's most
prestigious venues, namely the Putra World
Trade Centre and Kuala Lumpur Convention
Centre.
Every year the MIFF series attracts over
500 local and international exhibitors. More
than 20 000 visitors from 140 countries
and regions, including ASEAN, Australasia,
Europe, Far East, Middle East, Africa and
North and South America make it a point to
visit the show as it showcases a wide variety
of products with good quality designs and
prices.
Every year the fair reinvents itself
by bedazzling visitors with the latest
creations and designs in the world of
furniture. Products exhibited range from
classical designs with everlasting appeal,
to contemporary displays reflecting
progression, appealing to the hip and
trendy. Visitors can also expect to witness
minimalist designs of amazing simplicity
as well as unique fusion creations that
present a union of east and west product
excellence.
In an effort to make trade buyers at MIFF
as comfortable as possible during their
visit, the organiser has arranged for a series
of facilities and programmes. Visitors are
able to register for free admission as well as
book hotel accommodation online, enjoy
complimentary shuttle service between
the fairgrounds and official hotels and

ssed

The MIFF is renowned as a gateway for international players to penetrate the regional
market.
the various facilities and services at the
International buyers lounge. The annual
MIFF Buyers' Night is another event that is
looked forward to by visitors where they can
partake in an evening of entertainment, fine
cuisine and prizes.
All these services are geared towards
creating a "home away from home"
atmosphere for visitors amidst the
hustle and bustle of a fast-paced buying
environment.
To further spur the furniture industry
to greater heights in terms of product
development and booth design, a series of
competitions is held during the fair each

year. This includes the Furniture Excellence
Award, the Best Presentation Award and
the Ideation Award for young designers.
Industry seminars are also organised to
ensure that participants are kept in touch
with the latest progress and developments
affecting the furniture world.
Today, the MIFF is not only renowned
as a furniture export vehicle for Southeast
Asia, it also offers itself as a gateway for
international players to penetrate the
regional market.
For more information on the Malaysian
International Furniture Fair, visit www.miff.
com.my.

imm cologne a centre for creative ideas
From 18 to 23 January 2011, imm cologne,
the international furnishing show, will take
place parallel to the LivingKitchen show, the
new international kitchen show celebrating
its premiere in Cologne, Germany.
In January each year, imm cologne, the
international hub for the furniture sector,
takes place at the international exhibition
venue in Cologne. imm cologne is a
business event and driving innovative force;
a barometer for current and upcoming
trends; the furnishing design industry
highlight and a centre for creative ideas
that showcases the latest products from
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important suppliers from Germany, the
rest of Europe and all over the world. imm
cologne is the central meeting place for
suppliers and decision-makers from all the
world's important markets and provides the
basis for successful business.
To provide ideal business conditions, the
extensive range of goods concentrated in
Cologne have been divided into segments,
based on distribution channels, as well as
the design and different functions of the
diverse pieces of furniture, allowing visitors
to inform themselves systematically and
order efficiently.

LivingKitchen is the new international
kitchen event and takes place every two
years. This trade fair is open to trade visitors
as well as the public. With a live programme
full of highlights and maximum appeal
for specialists and experts, amateur chefs,
gourmets in addition to technology and
design fans, LivingKitchen is one of the
absolute highlights.
Exhibitors at both events reach the top
decision makers and meet buyers from all
key sales markets.
For more information go to www.immcologne.com.

Publisher's Comment

Quo vadis Massmart?
We ask the question in light of Walmart’s expressed desire to acquire local retail giant
Massmart for some R32 billion. But perhaps the more relevant question would be
– what would be the effect on our local wholesale and retail markets?
Using Massmart as a kind of ‘Trojan horse’ to establish a beach head in Africa may
look attractive on paper to the moguls at Walmart, offering them not just access to
South African markets but to at least another 14 sub-Saharan African countries, but
there are risks – and those risks don’t just amount to the agreed price of R32 billion.
Nevertheless Walmart CEO Don McMillon has undoubtedly done his homework
and believes the high risks of doing business in an essentially unstable continent
are outweighed by the potential gains. For Walmart, R32 billion is not a lot of money
– something like a day’s turnover for this global giant – but it is still not money that
Duke would care to throw away. The consequences for South Africa in particular,
should the deal go through, need not necessarily be all unpleasant. Walmart’s
predatory reputation precedes it everywhere and everywhere it goes it spreads an
initial chill.
Certainly, if past behavior is any guide it will be confrontational and even hostile
to unions and bad labour relations cannot be helpful to any company intent on
succeeding. Nevertheless it is a fact and something that unions had better gird up
for. Perhaps more destructive is the effect Walmart may have on small local retailers.
In every country in which this global behemoth trades it has destroyed this vital
sector. Here in South Africa small traders and hawkers will be very vulnerable.
The other downside is the threat to local manufacturers – it has a reputation
for sourcing the cheapest it can find and that means Asia at the expense of local.
Walmart is also successful in food retail and that must cause massive tectonic shifts
amongst our large supermarkets such as Checkers, Spar and Pick ‘n Pay. If they
get into food, lower margins are inevitable and the pressure that will place on our
retailers will be almost irresistible.
However, as with all these scenarios, it is not all bad. Look at the UK where
Walmart bought Asda, one of the UK’s larger, if slightly down-market supermarket
chains (which is also Walmart's trading environment). Tesco did not blink. Indeed, it
recently chalked up its highest profits ever.
Consumers here may well benefit from Walmart’s aggressive pricing, but Walmart
is an acquired taste. Will South African consumers fancy the package? And despite
its massive resources and reputation, it has not been successful everywhere. Indeed,
both Germany and South Korea rejected its siren advances and Walmart beat a
retreat from both countries. Will Walmart be to South African shoppers’ tastes? Only
time will tell. Certainly far too soon to panic…
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