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Retail award winners,
WalMass saga continues,
and latest trends from IFA
Two new furniture categories were added to the line-up for this year's annual
Retail Awards, which saw Shoprite, JD Group and Ellerine Holdings snap up
most of the accolades. This year's results showed that retailers which focused
on hard brand promotion were on the rise, resulting in a lot of jockeying
among second and third place winners.
Meanwhile, the proposed acquisition of Massmart by Walmart continues
to lead the news, with the latest development being a possible scale
back of Walmart's bid to a controlling stake in the local group. Trade
unions remain opposed to “Walmartisation” and a coalition has launched a
campaign against Walmart's entering the country.
On the international front, Electrolux is moving into emerging markets
by acquiring appliances manufacturer Olympic, while a study done by GfK
has revealed that major domestic appliances are making a strong recovery,
specificially in Europe and North America, with vigorous growth recorded
in the Middle East and some African countries.
The latest trends emerging from the recent IFA show in Berlin are
revealed in the Consumer Electronics feature, which also has news of
a distribution agreement between Philips and Yodata, as well as new
products in this market segment.
In the Floor Coverings & Floor Care feature the focus is on natural
flooring products, specifically bamboo, which is making large inroads into
the market, owing to its eco-friendliness.
All this, plus other news stories make this a must-read issue.
Until December.
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Newsline

JD Group scoops seven
accolades at Retail Awards,
but Shoprite takes top honours
Furniture retailer JD Group scooped no fewer than seven accolades at the third
annual Times and Sowetan 2010 Retail Awards, held at the Hilton Hotel on 7
October, but it was Shoprite who walked away with the top honours when its
furniture retail store House and Home rose three places from last year to win the
Furniture Stores Overall category.
and brand retention in South
Morkels and Bradlows, both of the JD Group, retained their second
Africa, especially in the
and third places. Game (Massmart) came in fourth, with Furniture
aftermath of one of the worst
City (Ellerine Holdings) in fifth place.
economic recessions,” says
This year’s awards also saw two new furniture categories – for
Avusa Media general media
credit and cash stores – added to the line-up. In the Furniture
manager: advertising revenue
Stores Credit category House and Home was again placed first,
and strategic communications
followed by Morkels and Game. Bradlows (JD Group) was declared
Enver Groenewald. “This is the
winner of the Furniture Stores Cash category with Furniture City
foremost body of research on
second and Bears (Ellerine Holdings) third.
how retailers have fared in this
JD Group dominated the Specialist Electronic, Computer and
Gadget Stores category. Hi-Fi Corporation took first place, followed economic climate, based on an
independent study of consumer
by Incredible Connection and Electric Express.
Grattan Kirk – delighted.
ratings.”
“We are delighted with these achievements”, says JD Group CEO
Strongly marketing reasonable
Grattan Kirk. “While we are not in business to gain awards, we
pricing during these lean times definitely has worked for retailers.
value the positive recognition that our customers have accorded
However, retailers that heavily promoted their brand equity, what
the brands in our group. We are all committed to providing
the brand stands for and their own private labels are reaping the
customer service excellence, and our brand values are naturally
rewards,” explains TNS Research Surveys
part of the package to provide our
director for innovation and development
customers with a memorable shopping
Neil Higgs.
experience.
“We are equally delighted for our
“Retailers that heavily
How the winners were derived
people who deserve the real recognition
promoted their brand equity
The process of deriving the winners
for living up to our high customer service
are reaping the rewards”
remained consistent with last year’s thinking.
expectations every day.”
The index comes from three variables: the
In the Wholesalers category, Makro in
actual usage of an outlet in a specified
first place and Trade Centre in second
time period (that varies for each category),
place have swapped positions this year.
the rating it receives from users relative to other retailers in the
Metro Cash & Carry was placed third.
category, and the rating it receives from those non-users aware of
The winners are derived from a survey conducted by TNS
it, also relative to competitors in the category. The non-user rating
Research Surveys in partnership with Avusa Media. TNS spoke to
carries only half the weight of the user rating in the final algorithm.
3500 consumers in South Africa, in both metro and non-metro
The final index can be thought of as the brand’s standing in
areas of the country.
both the market place and in people’s heads. This is in line with
This year’s results showed that retailers that were on the rise
the latest thinking that brand equity is a function of both power in
had focused on hard brand promotion. This resulted in a lot of
the mind and power in the market, coupled with the view that one
jockeying among second and third place winners when reviewing
must always take the attraction of competitors into account in any
the results from last year.
assessment of brand equity.
“Effective marketing is vital to maintain brand consciousness
4
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House and Home – Furniture Stores overall winner.

Bradlows – winner of Furniture Stores Cash.

Makro – winner of the Wholesalers category.

House and Home – winner of Furniture Stores Credit.
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Newsline

Retail trade sales growth slows
Growth in South African retail trade
sales slowed to 4.6 per cent year-on-year
in August, suggesting that consumer
appetite for goods is struggling to
make meaningful recovery, despite low
interest rates.
Statistics South Africa (Stats SA)
figures released in October showed
that retail trade sales at constant prices
increased 4.6 per cent year-on-year
after a revised eight per cent growth in
July. The August print was much lower
than the 8.4 per cent economists had
forecast.
Seasonally adjusted retail trade sales
dropped by 1.4 per cent in August
compared with July, following monthon-month changes of 0.5 per cent in
July and 1.9 per cent in June. Retail trade
sales growth posted strong rises during
the months of June and July.
Economists mostly attributed the
increases during these two months to
higher retail activity during the FIFA
Soccer World Cup held in South Africa.
Local retail sales improved relative to
2009
Some economists had even expected
soccer world cup-related retail spending
to continue to reflect in the August
figures, which was not the case as the
figures showed.
Stanlib economist Kevin Lings says
that on a trend basis, local retail sales
improved relative to 2009.

to 4.6% in August

The lower inflation, 30-year low
interest rates and fewer job losses are all
factors counting in favour of consumers
and should help them increase their
expenditure. But consumers will not
be quick to spend as, according to
several studies, most are opting to
use additional disposable income on
reducing debt levels.
Statistics South Africa says that in

“in August
the highest annual
real growth rate
was recorded for
retailers in household
furniture, appliances and
equipment”
August the highest annual real growth
rate was recorded for retailers in
household furniture, appliances and
equipment, followed by retailers in
hardware, paint and glass and retailers in
textiles, clothing, footwear and leather
goods.
Macro-strategist at Absa Capital Jeff
Schultz notes that the deterioration in
August sales growth was broad-based,
with six of the seven sub-components
of retail sales covered by Stats SA
contracting on a month-on-month basis.
The most notable deteriorations

were in general dealer, textiles, clothing
leather and footwear retailers, Schultz
says.
Retail trade sales in real terms rose
"Encouraging however, is the fact that
still six of the seven sub-sectors in the
retail sector are in positive year-onyear territory, with food, beverages and
tobacco being the outlier," he suggests.
Retail trade sales in real terms rose by
6.7 per cent in the three months ended
August 2010, compared with the three
months ended August 2009.
The main contributors to the increase
were general dealers, retailers in textiles,
clothing, footwear and leather goods
and retailers in household furniture,
appliances and equipment.
Lings says that several factors will
again open the debate around whether
the country still needs monetary
stimulus in the form of further interest
rate reductions.
The slowdown in retail sales, a
moderation in manufacturing activity,
uncertainty over global economic
growth, lower inflation and strong rand
were some of the factors, he says.
Nedbank economists expect interest
rates to remain flat until 2012 but, like
other analysts, add that chances of
another rate cut have been boosted
by weak retail sales and manufacturing
production numbers, the strong rand
and lower inflation.

Annex Distribution to distribute LG notebooks
LG South Africa has appointed Annex
Distribution as a distributor in Africa for
its complete range of Notebooks.
In preparation, Annex has already
established a division within the
company to manage its distribution
operation, including the initial goal of
capturing the attention of local resellers
with the intention of expanding it to the
retail chains.
“We are very excited about Annex
and the role it will play in furthering
6
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LG’s prospects within the Southern
Africa region,” says LG Electonics South
Africa CEO Peet van Rooyen. “LG has a
powerful product and brand line-up
that we will push to regional resellers
and the retailers.”
The main strategy is to create further
business opportunity by visiting with
retailers and resellers to offer the LG
range of high-quality mobile computers,
with a focus on channel development
through Annex’s strong distribution

network.
“This is an exciting new development
for the company,” says Annex
Distribution managing director Stephan
Nel. “It reinforces our partnership
strategy and adds value to the existing
product portfolio.
“The LG Notebook line-up is extensive
and sought-after and we anticipate a
strong acceptance from the reseller
as well as retail channels within South
Africa.”

Newsline

Massmart paints positive pictu

re of Walmar t bid

Massmart Holdings chief executive Grant
Pattison is positive that South Africans
will benefit from the company’s looming
takeover by the world’s biggest retailer
Walmart Stores.
Speaking at the recent Consumer
Goods Council of South Africa's annual
conference Pattison said Walmart
will bring to the table systems and
skills especially on how to run large
distribution centres.
Finance minister Pravin Gordhan, who
also spoke at the conference, said he
hoped that Walmart would not crimp
competition in South Africa if it bought
Massmart.

“One deal
doesn't necessarily
compromise
competitiveness”

“Hopefully they don’t become too
dominant and hopefully we have an
appropriate level of competition, and if
we don’t the authorities step in and act.
“One deal doesn’t necessarily
compromise competitiveness,” Gordhan
added.
Zim pullout possible
Massmart could pull out of Zimbabwe
if that country goes ahead with plans to
increase black ownership of foreign firms,
Pattison said.
“Should the Indigenisation Act be
implemented in its current format,
Massmart will have to reconsider its
position in Zimbabwe,”
Stay out of politics
Pattison advised local business
executives who have prospects of
opening up shop in the rest of the
continent to remain local and to stay out
of politics.
“Business owners who want to
take advantage of Africa’s one billion
population, in particular 100 million
consumers residing in 67 cities, must be
aware of the fact that the continent is
8
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diverse with different laws, currencies,
languages and cultures, and generally
poor services and infrastructure,” he said.
“South African business owners must
avoid profiteering and be consistent in
their values,” Pattison continued.
“Stay out of politics, respect protocol,
engage the offices of civil services and
do not ask for any favours.”
Source: Business Report
The story so far
In September, Walmart announced its
plans to buy Massmart, South Africa’s
biggest food and general goods
wholesaler, for R32 billion.

Walmart executive vice-president
responsible for the UK and Africa
operations Andy Bond said Walmart
likes the fact that Massmart has a good
– albeit small – platform for growth in
Africa.
Walmart’s offer amounted to
only two per cent of its own market
capitalisation, or just over 17 per cent of
this year’s operating income. The deal
is therefore not material for the massive
multinational group, but is of strategic
importance.
Bond and Massmart met with labour
unions to try to ease fears about possible
page 23 X

Newsline

Tafelberg Belville to reopen soon
Rebuilding of Tafelberg Furnishers’ Bellville furniture and
appliance showroom, which was gutted by fire in April, began
in August and is progressing well, with plans to reopen the
store in the first week of December – just in time for Christmas
shopping.
The Bellville store, the second Tafelberg branch to burn
down in recent years, was the original store where Tafelberg
first opened its doors more than 45 years ago, and had
become a well-known landmark in the area.
Tafelberg CEO Hartwig Heil says the business is important
to “many friends out there, which made us determined to reestablish the Bellville branch as speedily as possible.”

Reconstruction of the Tafelberg Bellville branch began in August.

Work on the new building is almost complete.

The new Tafelberg Bellville store will open its doors in December.
10
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Newsline

Five star lifestyle experience at new Wetherlys on William Nicol
Wetherlys, retailer of innovative quality
furniture and accessories for stylish home
owners, opened its flagship store on
William Nicol in Bryanston on 14 October.
To find expert craftsmanship of solid
wood furniture is difficult in these days
of mass production, but Wetherlys has
reverted to the meticulous craftsmanship
of yesteryear for its sold wood furniture
using African hardwood timbers, which are
FSC-approved and available in various stain
finishes.
Customers can now enjoy the highly
popular US coffee brand Starbucks at the
inviting Wetherlys on William Nicol coffee
shop, which also offers free wi-fi access.
With expert staff, cutting edge
technology software, specialised
decorating services, excellent quality and
exclusivity, Wetherlys on William Nicol is
certainly living up to the awards that the
furniture retailer has earned in recognition
of its premier standing in this discerning
market.

“The secret to Wetherlys success for the
past 37 years has been a unique balance
between stylish imported and locally
manufactured products,” says managing
executive Eugene Beukes. “This select
merchandising has placed Wetherlys at
the forefront of the furniture and décor
industry, with uncompromised quality
and exclusivity being of the utmost
importance.”
In keeping with the global trends,
a highly skilled team of buyers travel
extensively to obtain new ideas, using their
creative flair and ability to bring home
cutting edge trends and ideas, resulting in
an awe-inspiring selection of merchandise.
“For the customer, similarly styled
merchandise is expertly harmonised into
collections, which are constantly updated
with exciting new additions,” Beukes
explains. “These collections are then placed
in carefully co-ordinated in-store room
settings, thereby taking the guesswork for
our customers out of the selection process.”

Understanding the needs of both
designers and their clients who spend
many hours in-store, Wetherlys on William
Nicol has incorporated free private office
and work space facilities.
“Being at the forefront of décor, our
customers are able to custom design
the interior of rooms with furniture and
accessory using the new 3D software
until the desire effect is achieved,” Beukes
continues. “Deciding how couches and
occasional chairs might look covered in
certain fabrics is no longer a concern as the
new I-scan software allows the customer
to play around with changing the fabric on
these furniture pieces.
“Additionally, the exciting new Premier
Guild division offers the services of
specialised individuals at no extra cost to
assist VIP customers at their convenience,
either on or off-site, with an entire
decorating service, from initial advice to
final delivery and layout in the client’s
premises.”

The secret to Wetherlys' success is a balance between stylish imported and locally manufactured products.
Home Goods Retailer – November 2010
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Newsline International

Elec trolux to acquire Olympic Group, posts strong Q3 results
As part of its strategy to grow in emerging
markets, Sweden-based Electrolux has
signed a preliminary agreement with
Paradise Capital to acquire 52 per cent of
Olympic Group for Financial Investments
SAE. Olympic Group is the largest
manufacturer of household appliances in
the burgeoning Middle East and North
Africa region.
Olympic Group has 7 300 employees
and manufactures washing machines,
refrigerators, cookers and water heaters.
In 2009 the company had sales of
EGP2.1 billion (approximately R2.5 billion)
and an estimated volume market share of
approximately 30 per cent in Egypt.
Electrolux and Olympic Group have
developed a successful commercial
partnership in the region for almost 30
years, which today covers technology,
supply of components, distribution and
brand licensing. Olympic Group is listed on
the Egyptian Stock Exchange.
The agreement signed is a
memorandum of understanding with

Paradise Capital for Electrolux to acquire
Paradise Capital's 52 per cent controlling
interest in Olympic Group and pay a price
of approximately EGP 45-30 (R54- 81)
per share. The acquisition and pricing
are subject to satisfactory completion
of due diligence and agreement with
Paradise Capital on customary transaction
documentation.
The enterprise value for 100 per cent
of Olympic Group will be an estimated
EGP2.7 billion (R3.24 billion.
Strong Q3 result in a volatile market
Electrolux presented a strong result for the
third quarter. Substantial increases in raw
material costs and increased investments
in marketing account for somewhat lower
earnings than last year. Despite this, the
company reached an operating margin of
six per cent for the first three quarters.
Operations in Europe reported good
results, which the company attributes to
continued success within the profitable
built-in segment.

The operations within professional
products succeeded in a very difficult
market to reach an operating margin of
14 per cent, the highest ever, according to
Eurolux CEO Hans Straberg.
The operations in Asia/Pacific once
again achieved record earnings, “a result
of their taking advantage of strong growth
in Southeast Asia, turning around the
negative trend in China and successfully
manoeuvring in a tough Australian
market,” says Straberg. “The market
continues to be volatile, and different
types of stimulus measures make the
forecasting of develop¬ments difficult.”
“After the three first quarters of 2010,
we have exceeded our margin goal of six
per cent,” he continues. ”This is a result
of the implementation of our strategy
to focus on innovative products, strong
brands and a cost-efficient production.
“One quarter remains, and I am
confident that 2010 will be the year we
reach our target of an operating margin of
six per cent.”

Major domestic appliances back in worldwide demand
There are signs of a
strong recovery for major
domestic appliances
(MDA) this year,
according to key market
figures released by GfK
Retail and Technology in September.
The markets in Europe and North America
showed positive trends for the first half of
2010, while the emerging markets in Asia
and Latin America
continued to record substantial growth.
In the Middle East, demand is increasing
significantly after very weak development in
the previous year. Spending was up
worldwide by almost ten per cent (basis: US
dollar) in the first six months, with a rise in
unit sales of around seven per cent.
Part of this development can be
attributed to a stronger US dollar relative
to the euro. However, there is also a global
trend towards high-quality appliances, with
the issue of energy efficiency playing an
increasingly important role. While energysaving products have already been the focus
12

Home Goods Retailer – November 2010

of industry and consumers in Europe and
North America for some years, this trend
has now become measurable in emerging
markets. The purchase of energy efficient
household appliances is also increasingly
being promoted by government incentive
systems.
As a result of the economic and financial
crisis, the first half of 2009 marked a
historic low for the MDA market. As the
year progressed, however, the first signs of
stabilisation were already evident.
Substantial declines in markets in Eastern
Europe and the Middle East were lessened
by double-digit growth in South East Asia
and Latin America.
Without the support of the emerging
markets, the drop in sales would have been
considerably greater.
Middle East/Africa markets set for growth
Growth is especially vigorous in countries
in the Middle East and in some African
countries. After a considerable decline in
the region in 2009, sales rose sharply in the

first half of 2010, with an increase of over
20 per cent in Iran and Egypt, for example.
In particular, demand for refrigerators and
washing machines was high. In addition
to the impact of the macroeconomic
environment, experience has shown that the
development of sales in the Arab states is
very heavily influenced by seasonal effects.
The market on the African continent is
characterised by low penetration rates for
domestic appliances. However, this means
there is also great potential for the future,
as the current fast growth rates in countries
such as Nigeria show. Refrigerators are the
most frequently sold product group in Africa
by far.
As the most important market on the
continent, South Africa is making significant
gains once more after its recent weak
development.
Europe – a long way to go
Despite the current recovery, however, the
page 17 X

Floor Coverings & Floor Care

Floors Direct offers versatility in flooring
Floors Direct has expanded its product
offering, which caters to the flooring market,
to include carpets, decking and rubber tiles.
The company that was founded five years
ago initially specialised in laminate, solid and
bamboo flooring, but now also has Belgotex,
Nouwens, Crossley and Van Dyck as carpet
suppliers, as well as international brands
such as Desso, Milliken Floors and Balsan.
Floors Direct obtains four different types
of wood decking from a local supplier and
imports bamboo decking from Germany.
Rubber tiles are acquired from a Gautengbased supplier that recycles old tyres into
carpet rubber tiles.
“We continue to expand our product
range to meet the changing needs of our
customers,” says Floors Direct marketing
manager Helen Marshall. “We are however
staying true to our customer promise,
which is to offer flooring solutions that are
beautiful, fashionable, best value and costeffective.”
Multiple solutions for one project
A recent supply-and-fit project that attests
to the diversification of Floors Direct's
offering is the Doppio Zero restaurant in
Bel Air shopping centre in Northriding,
Johannesburg.
The company supplied and fitted
Belgotex Augusta artificial grass (20sqm) for
a children’s play area inside the restaurant,
bamboo flooring in coffee colour (46sqm)
for the interior, as well as bamboo cobam
strand-woven decking (62sqm) for the
exterior of the restaurant.
“The job entailed the supply of multiple
flooring solutions to the one restaurant
and the customer benefited immensely as
one supplier was able to supply and fit the
different types of flooring,” says Marshall.
The turf carpet was the ideal choice of
flooring for the play area as it provides a soft
surface for children to play on and is easy to
clean and maintain.
Bamboo cobam decking, developed
by German company Elephant Bamboo, is
known to perform better than traditional
hardwoods and because of the concealed
clip system has no unsightly screws and
therefore an uninterrupted finish.
The decking complements the
restaurant’s Mediterranean bistro
atmosphere and the al fresco dining
14
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Floors Direct supplied and fitted Belgotex Augusta artifical grass in the children's play area of
the Doppio Zero restaurant in Northriding, Johannesburg.
experience it creates.
The exterior of the
restaurant features
block lights that were
countersunk into the
decking.
“This was a
challenge as we had
to cut the decking to
accommodate the lights,”
says Marshall.
Floors Direct caters
for the residential and
commercial markets,
offering wooden flooring
through its outlets
nationwide, carpets
and rubber tiles at its
Gauteng and KwaZuluNatal stores and decking
at its Gauteng stores.
Its other product
offerings include blinds
and rugs.

Bamboo cobam strandwoven decking was used
for the exterior of the
restaurant.

Floor Coverings & Floor Care

Natural flooring complements iconic brand
Floors Direct Boksburg has supplied
and fitted bamboo flooring to the
Harley-Davidson Motorcycles Gold Rand
showroom, also in Boksburg.
The showroom offers the latest
motorcycles, parts, accessories and
motorclothes from Harley-Davidson
Motorcycles and the flooring for the
showroom had to complement this
global and iconic brand.
Floors Direct, specialists in wooden
flooring, supplied strand-woven
bamboo in a natural matt colour.
“The brief specified solid flooring that
is both durable and versatile," explains
Boksburg Floors Direct franchisee Johan
Stroh. "We presented bamboo as an
option and the technical characteristics
of this natural product swayed the
decision in its favour.”
The bamboo was fitted in the
showroom and finance office, covering
an area of 200sqm. The natural look
and warm colour of the bamboo
complements the modern showroom,
while simultaneously setting off and
emphasising the slick chrome finishes of
the motorcycles beautifully.
“The bamboo provides a warm
and natural look and being a busy
showroom, the dirt is not easily visible,
making our showroom look clean and
professional at all times,” says HarleyDavidson Motorcycles Gold Rand dealer
principal Sean Shipalana.
Bamboo flooring is one of the most
environmentally friendly flooring
options as it is a natural product derived
directly from the stem of the plant,
which grows wild in the mountainous
regions of many parts in Asia. The
manufacturing process guarantees that
all parts of the plant are used and the
manner in which these floors are made
ensures minimum waste and pollution.
Processed bamboo is harder and
more durable than most old-growth
forest hardwoods. With a tensile
strength superior to cold rolled steel,
it has a weight-to-strength ratio
surpassing that of graphite and is
Floors Direct fitted strand-woven bamboo
in a natural matt colour at the Harley
Davidson Motorcycles Gold Rand showroom
in Boksburg.

regarded as the strongest growing plant
on earth.
Other characteristics which make
bamboo the ideal floor covering for
retail showrooms are its stability with
minimal expansion and contraction,
as well as its abrasion, scratch and
UV resistance with no fading or
discolouring.
“Bamboo is durable and has visual
appeal, is easy to clean and maintain
once installed, and available in a range
of colours,” says Stroh.

Besides specialising in wooden
flooring, Floors Direct also imparts
valuable advice when it comes to
other flooring solutions. For this
particular Harley-Davidson Motorcycles
showroom, Floors Direct provided
technical advice on the tiling at the
entrance of the showroom, to prevent
water seeping inside.
Floors Direct caters for the domestic
and contracts market and supplies
laminate, engineered, solid and bamboo
flooring.

Floor Coverings & Floor Care

New installation system for bamboo flooring
Eco-friendly bamboo flooring is now
available from Bamboo Traders in the click
system., making the product easier to
install and more cost-effective.
Strand-woven click bamboo flooring
planks easily click together, which
eliminates the need for glue and the floors
can be walked on immediately. Should
a plank be damaged it is much easier to
replace than previously when damaged
planks had to be cut out. Now a simple
unclick of the damaged plank is all that is
required.
In addition to the new click flooring
system, bamboo is now also available in
panels. Hard-wearing and water-resistant
they can be utilised in a variety of ways,
including kitchen counter tops, cupboard
doors, furniture pieces and screens.
Bamboo panels come in two
construction variations which can be cut
and pressed to specific requirements,
ensuring less wastage:
Solid bamboo panels are constructed
by pressing flat strips of sanded bamboo
together either vertically or horizontally to
offer a variety of final looks. The bamboo
strips are laminated across each other so
that the grains cross, resulting in a more

Strand-woven coffee uniclic.

stable product.
Strand-woven panels are constructed
by compressing strand-woven fibres
together under extreme pressure in a
mould, making them extremely hard and
durable.
Once the bamboo is machined and

stained it looks very much like more
expensive, less sustainable exotic timbers.
The product is extremely stable as
bamboo is not affected by changes in
temperature and humidity
Panels range From 0.6mm veneer to
30mm in thickness

Cleaning and polishing made easy with Numatic
Numatic International, a cleaning
company which has been around for more
than 40 years, is dedicated to making
cleaning tasks much easier.
The company’s recent business
partnership with 3M saw Numatic
introduce floor cleaning pads which are
not only cost-effective but also offer value
for money.
These floor cleaning pads can be used
for scrubbing, buffing, stripping and
polishing and are attached to the rotary
disc floor machines.
“Before consumers get on their hands
and knees, they should consider using
Numatic’s Rotary Disc Floor Machines,” says
Numatic South Africa general manager
Dewald Botha.
“These machines are true workhorses as
16
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The Numatic Rotary Disc Floor machine. – a
true workhorse.

they scrub, polish, seal, burnish and strip
any type of floor.
“The floor cleaning pads from 3M fit the
Numatic machines perfectly and can be
used for any surface.”
“In a recent case study, customers
implementing the floor pad system were
able to reduce their labour and material
costs by 25 to 50 per cent,“ Botha adds.
Keeping any floor type of any size
presentable can be a challenging task.
However, as trusted professionals in the
industry, Numatic International ensures
that for polished and well maintained
floors, it is no longer necessary for manual
labour.
With the Rotary Disc Floor machine, and
floor cleaning pads, users will always have
clean and immaculately polished floors.

Consumer Electronics

IFA 2010 trends

Wide range of 3D devices available,
HDTV drives the mass market
With the start of regular broadcasts in HDTV by public and
commercial channels in Germany the latest developments in
television have finally reached the mass market overseas. For some
years now equipment manufacturers have been preparing for the
introduction of the new generation of TV broadcasting and can now
provide a comprehensive range of screens suitable for HDTV and an
increasing number of HDTV set-top boxes.

Philips Consumer Lifestyle shows off its full HD 3D offering at IFA 2010.

Samsung

The next step in the media evolution
In 2010 the latest TV technology is fully
equipped for the HDTV future: builtin digital HDTV receivers for signals
received by satellite, cable and antenna
are among the standard features in the
more upmarket sets, as well as new
digital access technologies such as the
CI Plus interface ensure cross-border
compatibility for distribution networks
and programme providers.
And the next step in the media
evolution is just around the corner:
the breakthrough into the threedimensional moving image. For digital
movies 3D technology is already
well established, the most recent
example being in the spectacular 3D
blockbuster “Avatar”. The consumer
electronics industry can now meet the
requirements for viewing 3D images in
the home, in HD quality, of course.
Internet taking over the TV screen
Yet another important technological
trend: the latest generation of television
sets brings the internet into the living
room. Video clips from YouTube, slide
shows from providers of online photo
services, weather reports, up-to-theminute news reports, sports results,
stock market prices or communication
via Skype: all of these are now available
18
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at the click of a button. Manufacturers
use various different technologies, such
as a standardised browser or special
widgets, but in all cases the results
are similar. It is now as easy to access
Internet content as it is to zap through

“Blu-ray drives are
beginning to
take the place of DVD
technology”

the television channels.
The merging of the web and
television also offers the perfect
conditions for private video conferences:
the first television screens with built-in
microphones and mini-cameras went on
show at IFA 2010 in April, demonstrating
that Internet telephony services such
as Skype can be used to provide cheap
video communications with friends,
relatives and partners, even in the
remotest corners of the world.
New screen technologies
LED backlighting of LCD screens was
still an exclusive feature of the more

upmarket models at IFA 2009, but is
now becoming more widely used.
The individual LED light cells can be
regulated to match the brightness
requirements of a particular picture
(known as local dimming). This
enables much greater contrast levels
to be achieved as well as significantly
reducing energy consumption.
The plasma screens on show at IFA
2010 also require much less energy. With
these developments the manufacturers
are continuing to follow the path laid
down two years ago.
Natural, flowing and sharply defined
movement sequences are yet another
criterion in the efforts to achieve an
improved picture quality. All the major
manufacturers offer attractive new
models, all of which operate with
a vastly increased standard picture
frequency and intermediate images that
are intelligently calculated in advance.
This ensures images with clearly defined
details.
Blu-ray a well-developed market
The Blu-ray disc is an advanced media
platform incorporating the highest
technical standards. A wide choice
of movies and other media content
is now available in this format, with

Sony Corporation

is just around the corner
incorporating additional multimedia
facilities such as digital media players
which can play back content from a
PC hard drive via the home network,
or which support video-on-demand
services.
Wireless and easy to operate
High definition pictures, in prototype
form also in 3D, can now be fed to the
screen wirelessly and uncompressed,
together with high definition multichannel sound, in conformity with the
Wireless HD standard and with similar
transmission systems.
The simplicity of wireless technology
makes it especially suitable for use with
the sophisticated styling of ultra-flat
television sets, which can be hung on a
wall just like a picture.
IFA also featured many new streaming
solutions for audio and video, including
a wide range of media players, as well as
many new media servers and NAS drives
capable of supplying pictures, music and
movies to loudspeakers and screens all
over the house.
Hi fi, web becoming inseparable
Growing numbers of hi fi enthusiasts
are now taking network connection
for granted: today’s music is largely

ordered online, computer hard drives
are gradually replacing the CD rack as a
sound archive, and network clients either
play from their own private repertoire
or relay it to a hi fi system. And the next
logical step is for devices that use the
home network to access an archive

“The latest generation
of television sets
brings the Internet
into the living room”

held on a hard drive, while serving at
the same time as a receiver for Internet
radio services. Tens of thousands of radio
stations all over the world are available
through special providers, categorised
according to genre or region, thereby
offering another attractive source of
entertainment and information.
Mobile entertainment, navigation
and communication
It is now almost impossible to separate
the various functions of today’s mobile
terminals.
Mobile jukeboxes can display

digital photos or be used for dictation;
multimedia players that fit in a pocket
and can show movies with almost the
same degree of resolution as a TV set;
smart phones which can download the
appropriate software in order to act as
easy-to-use navigation devices.
Clear images on digital camcorders
and cameras
High definition is increasingly a standard
feature of today’s camcorders, and
does not only apply to the new top-ofthe-range models with three separate
image sensors delivering pictures of
outstanding quality.
Even the extremely compact, pocketsized units with basic equipment for
novices and for taking shots quickly can
produce HD-sharp images.
Digital photo cameras too, which are
actually designed more for taking stills,
can produce passable moving images.
And this is not only true of the pocket
models, which can take short clips in
small formats for inclusion on YouTube.
Even at the top of the range, SLR
cameras can now take moving images
and it goes without saying that the
resolution of these shots is of HD quality.
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Philips audio accessories keep the world moving and grooving
Today’s lifestyle is characterised by the
need for constant access to information,
whether it be music-on-the-go from an
MP3 player or cell phone, news in the
office via audio streaming, watching
movies on a TV or laptop, or gaming. At
the same time care must be taken not to
interfere with other audio information
flowing through the same area.
Philips helps consumers stay plugged
into the music with its full range of music
accessories.
“No matter where they are and what
they’re listening to, Philips caters for all
consumers’ audio requirements in every
element of their lifestyle,” says Philips
product manager audio visual Rui dos
Santos. “In fact, it is estimated that each

active media user requires up to three
pairs of earphones to accommodate these
different audio platforms in their various
locations.
“Indeed, owing to the need for such
audio equipment in almost every aspect
of the media-consuming world, Philips
sells a set of headphones every second
worldwide,” he adds.
Audio headphones first appeared in
telephony and broadcasting in the 1920s,
when the electrical signals were too weak
to produce a sufficient sound volume.
In the seventies, earphones were
invented to accompany the Walkman,
as they were lightweight and easy
to transport. Today, these have been
perfected through noise cancellation,

where they become intra-auricular,
isolating the user from external noise and
providing them with a gentler and higher
quality sound.
“As technology continues to evolve, our
attention is turned to the importance of
accessing mobile platforms,” Dos Santos
continues. “Having the right accessories
is essential to helping consumers stay
mobile, informed and entertained. From
sportswear to travel accessories, head
and earphones have become essential in
various different environments from the
gym, car, office and even the home.
“Philips places comfort at the core of
design and technology, achieving an
overall positive audio experience for its
customers across the world.”

These headphones are specifically designed
for kids. A lockable volume control box to
set maximum volume output is included. The
design is tailored for growing kids to ensure
a perfect fit.

The most comfortable fit ever for ears, these
fully adjustable headphones with ultra-soft
ear cushions adapt to the head for an extra
secure and comfortable fit, ensuring hours of
enjoyable listening.

Philips Bubbles headphones are the perfect sweet
spot for bundles of fun and a burst of colour with
music. And what better way to enjoy songs on-the-go

than plugging into the same thumping beat
with a friend on a single MP3 player?

In-ear headphones with a perfectly balanced,
natural sound and interchangeable earpiece
caps for a personal touch.
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For TV, a lightweight headphone for long
use, with a six-metre cable extension for
more freedom of movement and sitting area
choice. In addition, bass beat vents provide
rich deep sound.

Consumer Electronics

Yodata appointed Philips national distributor
Philips South Africa has appointed Yodata
Electronics as its national distribution
partner for peripherals and accessories.
Yodata supplies all major retail
stores, furniture outlets and hardware
outlets with its range of audio visual,
computer and multimedia, electrical,
telephone and TV accessories, as well as
CCTV security products and family care
products.
The company also supplies all highend audio stores and independent
electronic stores.
“Accessories add significant value
to the purchase of any audio or video
system, and are integral to optimising the
product,” says Philips general manager
consumer lifestyle Paul Hobden.
“In our search for a distributor we
wanted a partner with a rich heritage in
the market and with more than a decade
of expertise in accessories Yodata clearly
stood apart from the rest.
“They share our vision to grow
and entrench the Philips brand in
South Africa and have not only shown
themselves capable of nationwide

Paul Hobden – "Yodata shares Philips'
vision."

Marlon Nathan – proud to represent
Philips.

distribution, but also the provision of
essential on-the-floor training.”
“In the twelve years since our
establishment we have come to be
meaningfully represented within every
retail store of consequence countrywide,”
says Yodata managing director Marlon
Nathan.
“To represent Philips – a brand of such
international standing and quality – as
their distributor of audio accessories, not

only fills us with great pride but speaks
of our coming of age and we are looking
forward to a long and mutually beneficial
relationship.”
Nathan adds: “We at Yodata take our
business very seriously and will ensure
that South African consumers have the
privilege of viewing and acquiring the
Philips accessories range in every retail
store that deserves and qualifies to carry
it.”

IFA 2010 trends in CE
W
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Flash memory increasingly
widespread
For televisions, DVD players or hi fi
components alike: in addition to the
usual interfaces, an increasing amount
of consumer electronics equipment
also has slots enabling chip cards to
be read, or has USB ports for handy
memory sticks, because these tiny
everyday digital devices are now firmly
established as universal media for data
content of every kind. They can be used
to reproduce photos from a digital
camera or one’s own movies from a
camcorder directly onto a flat screen.
Alternatively they one can very easily
transfer entire MP3 collections from a

computer to a home hi fi system.
The technology used in flash
memory chips, a key component
in these tiny, lightweight storage
media, has been developed at
breathtaking speed: their capacity
doubles almost every year, and
they are also becoming cheaper.
Flash memory is well on the
way to replacing hard drives
and other mechanical storage
technology. Throughout the
camcorder market the proportion
of units which store moving
images on chip cards instead of
hard drives or on optical media is
increasing all the time.

Nokia
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LG launches AV receiver system for SA market
LG Electronics has unveiled an AV receiver system specifically
designed for the South African market – the ARX8000.
“After a lengthy analysis of the local market, LG developed
an AV receiver system that resonates with performances and
addresses the needs local consumers seek in a home theatre
purchase,” says LG Electronics corporate marketing and
communications director Dr Michelle Potgieter.
“The AV Receiver is ideally suited for the South African
public and built according to its specific requirements.”
The LG AV Receiver system features a stylish glossy black
design and boasts 800-Watt, 5.2-channel surround sound
speakers presenting a maximised sound field and reduced
interference.
The horn compression tweeter increases power output
by 50 per cent compared to a normal driver, while the dual
subwoofers, with combined output of 300 Watts, allow for a
more intense bass output, resulting in an extreme listening
experience.
Consumers can also choose between a system featuring an
HDMI DVD or a Blu-Ray player.
LG's new AV receiver system is designed for South African consumers.

Sandisk mp3 player offers big sound in a tiny pack age
With its portability, ease of use, and spunky style the tiny Sansa
Clip+ mp3 player from SanDisk is set to take budget-conscious
music lovers by storm.
The new Sansa Clip+ MP3 player comes equipped with a
new microSD memory card slot that enables users to listen to
thousands of additional songs effortlessly within seconds. The
unique card system is an absolute dream for those on the go as it
allows them to expand the player’s memory capacity quickly and
easily.
The Sansa Clip+ MP3 player is fully compatible with with
SanDisk microSD card pre-loaded with music. By sliding any of
these cards into the new Sansa Clip+ memory card slot, music
lovers can instantly listen to premium songs and personalised
playlists without using any of the device's onboard memory.
Custom-loaded microSD cards
Consumers also have the option of inserting a microSD card
loaded with their own music library to listen to up to 4 000
additional songs per 16GB card. These cards also operate
seamlessly with other devices, including mobile phones that are
microSD card compatible.
Tailormade for budget and time-conscious music fans, the
Sansa Clip+ MP3 player offers users outstanding sound quality,
long-lasting rechargeable battery life, a bright easy-to-read screen,
and compact wearable design.
22
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Users can show off their personal style by choosing the Sansa Clip+ MP3
player in red, blue or black.

Consumer Electronics

Tiny Acer K11 projector packs in massive performance
The Acer K11 is a tiny, ultra-portable
projector that offers great performance
for home entertainment users and
mobile professionals.
This compact little projector weighs
a mere 610g and measures just
122×116mm, meaning that users can
simply slip it into a laptop bag and take
it with them wherever they go.
With the Acer K11, users will be
ready to enjoy crisp video or make
professional presentations in a range
of settings, from the classroom to the
boardroom.
Says Acer product manager John
Geypen: “The pocket-size Acer K11 is
the world's smallest projector to offer
200 lumens brightness. It's so small that

The Acer K11 projector
it can project vibrant visuals from one
hand.
“This mini projector features an
intuitive UI, rich media functionality, and
easy setup in various environments.”
Acer K11 combines ultra-portable DLP
technology with micro-sized chipsets

Massmart paints positive pictu

Pravin Gordhan – “Hopefully we have an
appropriate level of competition.”

W

page 8

job losses. The group said it would create
jobs, and intends investing in skills
development and technical training
for staff and those seeking work in the
sector.
South Africa’s largest labour
federation, Cosatu (Congress of South

to create a slimmer, lighter projector
for demanding businesses and home
entertainment users.
Thanks to its mercury-free LED light
source, the Acer K11 offers a long lamp
life of up to 30 000 hours.
The projector's USB reader enables
the Presentation To Go function, which
provides full access of multimedia
contents, including videos (MJPEG,
MPEG-4 SP, H263, H264, AVI, MOV, 3gp),
audio (PCM, ADPCM, WMA, OGG, MP3)
and photos (JPEG, BMP).
Users can simply carry the portable
projector, along with the USB flash disc,
and they'll be able to display whatever
they want to share without carrying a
laptop PC or video player with them.

re of Walmar t bid

Grant Pattison – “South Africans will
benefit.”
African Trade Unions) spoke out against
Walmart entering the country, calling
it “one of the worst union-bashing
employers in the world”.
In October Walmart notified Massmart
that it may scale back its bid to a
controlling stake of just over 50 per cent
in the local group to enable Massmart
shareholders, the majority of whom are
non-South Africans, to hold on to some

of their JSE-listed shares.
Responding to the announcement,
Pattison said it was indicative that
discussions with Walmart were
progressing positively.
Meanwhile, Saccawu (South African
Commercial, Catering and Allied Workers
Union) has warned that it will not rule
out the possibility of a strike against
Massmart should Walmart succeed in its
bid to buy a share of Massmart.
An anti-Walmart coalition made up
of Saccawu, Cosatu and its affiliates,
Uniglobal Union and others has
launched a campaign against what it
calls “Walmartisation”, which includes
submission to the Competition
Commission about Walmart’s offer.
“Saccawu’s concerns are premature in
the absence of a final offer from Walmart,”
Pattison responded.
“It seems equally clear that the
position adopted by Saccawu enjoys
little support among Massmart
employees.
Walmart has repeatedly indicated
that it will honour pre-existing union
relationships and abide by South African
labour law, an approach that is consistent
with its practice in other countries within
which it operates.”
Home Goods Retailer – November 2010
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Flat panel TVs
Flat Panel TVs (PTV) consist of plasma, LCD and rear projection.
Monitors without TV tuners do not fall within this category.

New technologies accelerate TV sales
pre- and post- World Cup
2010 will always be remembered as an exceptional and exciting year for South Africa, not only
because of the Fifa World Cup, but also the revelation of new technologies such as LED and 3D
TVs. The PTV market has had an outstanding run, recording growth rates of near 90 per cent
when comparing January-September 2010 against January-September 2009. As many might
have expected, the influx of a major sporting code prompted an increase in TV sales. But it was
not the “old” technology of conventional TVs (cathode ray tubes or CRT ) that did well, it was
the new technologies plasma, LED and LCD.

1

2
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2010 has been an exceptional and exciting year in South Africa,
not only because of the Fifa World Cup, but also the revelation
of new technologies such as LED and 3D TVs. The PTV market
has had an outstanding run, recording growth rates of near 90
per cent when comparing January to September 2010 against
January to September 2009. As many might have expected, the
influx of a major sporting code prompted an increase in TV sales.
But it was not the “old” technology of conventional TVs (CRT-TV)
that did well, it was the new technologies, namely plasma, LED
and LCD.
While South Africa has always been ready for new technologies,
price and assortment availability has traditionally presented a
problem. Of all the different channels tracked by GfK, it is the mass
merchants that have been found to be most aggressive. They are
the ones that lead the industry in terms of the amount of units sold,
accounting for about 50 per cent of all retail panel sales in South
Africa.
Not that the other channels stood idly by as the mass merchants
capitalised; they also grew in 2010, albeit at a slower pace. With
special price points being reached, total market average prices
eroded heavily from about R7832 in September 2009 to about
R6391 in September 2010. But unlike many markets that constantly
erode but never experience high increases in units, this market goes
against that trend, mostly owing to user perception and technology
availability. (see 1)
Although the furniture channel was hard hit by the
implementation of the National Credit Act in mid-2007, the
substantial demand in flat panel TV enabled this channel to
continue to grow its PTV share, and it now stands at about 19 per
cent of all PTV sales in South African retail. The specialist stores
(electro retailers), which account for about 26 per cent of the total
market, have eroded of late due to the massive growth experienced
by the mass merchants. (see 2.)
Gone are the days of “too expensive TVs”. The market is
experiencing a trend where around 23 per cent of all panels are
below R4000. In retrospect, around 46 per cent of all panels were

Market Review
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4

5

Interestingly, a similar trend was tracked in Europe when the
same phenomenon occurred. In hindsight, the 40-inch and larger
segment, which offers 3D, Full HD and LED, has offered more value
for both suppliers and retailers, even though prices have eroded.
Erosion in the plasma segment has been no different, where the
growth of prices below R7000 has increased by more than 40 per
cent in the last 12 months. In essence, 70 per cent of all plasmas
are now below R8000. In contrast this is no better than LCD where,
just before Q4 Christmas business, the time of the year where the
best offerings are anticipated, the market is expecting even better
offerings all round in both plasma and LCD.
It seems as though the World Cup has indeed started a pricing
trend that bodes well for the average South African consumer in the
future. (See 3.)
PTV has shown substantial development in price and feature
offerings. The 32-inch LCD has been the dominant class for the last
few months, but the promising point is that within this class the
growth is not among traditional HD panels, but Full HD panels. The
price difference between the two means that the market average
price can remain steadfast for the time being.
LED has been rather disappointing in terms of unit growth but
this could change, given the model ranges and pricing on offer.
The classic relationship between Full HD and Blu-ray in plasma
and LCD has led to the growth of all-round Full HD (Full HD is,
however, larger in LCD than in plasma). This trend has also seen the
increase of Blu-Ray DVD players. In conjunction with TV broadcasts
in high definition frequencies, consumer choices in HD and Full HD
make it more viable to purchase such devices.
Plasma’s and LCDs can be found in many large sizes and it is not
surprising that the price erosion and increase in model variety has
led to growth in these classes. This has been the trend more so in
the mass merchant channel, which historically dealt more in the
32-inch segment than any other. The share in the 32-inch segment
stands at around 49 per cent; this rate comes from a level of around
55 per cent within the mass merchants’ PTV assortment. (See 4 and
5.)

below R6000. This massive erosion is coupled with high growth
rates of around 86 per cent on the total PTV market. Resilience
still exists towards more expensive models, where price classes of
above R8000 account for about 18 per cent, largely aided by new
technologies such as LED, Full HD and 3D.
While the units are still fairly small this has prevented worse
erosion in PTV. The majority of these higher price classes are down
to the models that the specialists have been able to sell. The
aggression demonstrated by the mass merchants by offering lower
competitive prices has in part made the market seem to favour the
consumer.
In the most part the 32-inch LCD segment has been the main
driver behind the lower price classes, where the average market
price is around R4624. Coincidentally, this class is also the largest
and accounts for around 50 per cent of the LCD market.
The LCD market still comprises around 65 per cent of the total
PTV market, a high growth rate from its original beginnings.

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 – November 2010
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Amap appoints new marketing
Amalgamated Appliances (Amap) has
appointed Irene Borges general manager
marketing. Under her new designation
Borges will be responsible for the company’s
full marketing strategy for small appliances
across all categories, including brand
management and advertising.
Although a passion for colour
coordination and style originally led her
to study graphic and web design, Borges
admits she didn’t find the work challenging
enough, so joined Diesel Electric as a
buying assistant. “This gave me a taste of
the analytical side of marketing, which I
thoroughly enjoyed.”
Prior to joining Amap in 2006 as brand
and category manager, Borges worked for
Sharp Electronics’ advertising division.
She obtained a three-year marketing
diploma from the Institute of Marketing
Management in 2005 and is currently

GM

Irene Borges – Amap's new marketing
general manager.
studying a B Phil Honours in Marketing
Management degree, which she hopes to
finish by 2012.
Borges’ inherent creative flair is of great
value in her new position. “Amap is driven
by sales and marketing and goes to great

lengths to source products that appeal to a
specific consumer profile,” she explains. “As
a result, I am constantly studying trends in
kitchen design and functionality and looking
for products that meet these criteria.
“With the kitchen increasingly becoming
the entertainment hub of the 21st century
home, the small appliance has become more
than just a functional item; it is also a stylish
accessory, something the consumer wants
to put on display. My job is to source and
promote appliances that comply with these
trends.”
While Borges sources appliances from
across the globe, Germany, the UK and China
(for its manufacturing capacity) are favourite
locations.
She and her team also regularly visit trade
shows to view the latest trends.
“I have a job where I get to shop all day,”
she adds with a smile, “and I love it.”

Major domestic appliances back in worldwide demand
W
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European market is at the same level as
in 2006. Countries in central and eastern
Europe in particular are still battling the
fallout from the recession. In Poland,
Romania and Hungary, for example, sales
were once again significantly down on the
previous year.
In contrast, sales in Russia and the Ukraine
are edging up slightly again after slumping
dramatically in the previous year. In Russia,
there has been a particularly strong rise
in sales of free-standing refrigerators and
washing machines, while the market for
built-in appliances is comparatively weak.
Development in the Western European
market, which is important for domestic
appliances, was cautiously positive in the
first half of 2010. After two years of steep
decline, the UK and Spain are now showing
positive growth rates again. In Italy, the
market has been recovering since April
thanks to government incentives, which led
to a boost in demand for kitchens and builtin equipment – in particular in the built-in
dishwasher and cooker segments.

robust. Led by the major economies of China
and India, Asia has recorded a rise in sales of
almost 20 per cent, with growth of as much
as 70 per cent in Indonesia.
In China, the domestic appliance sector
has expanded by around 25 per cent.
Following the recent slowdown in
the economic boom in the industrial
centres, rural regions are playing an
increasingly greater role. In 2009, the
Chinese government began to promote
sales of domestic appliances in previously
underdeveloped regions through targeted
measures. These programmes were a great
success and are continuing this year as a
result. In particular, sales of large-capacity
washing machines and refrigerators are
increasing. In the major conurbations, highquality and energy-efficient appliances are
becoming more popular.
A similar trend can currently be seen
in India. Growth here is being driven by
the increasingly important middle classes,
comprising comparatively young and
innovation-friendly consumers. Rising
purchasing power, modern retail structures
and an expanded range of financing options
are fostering a good growth environment.

Asia – tempo picking up again
Growth on the Asian continent is once again

America – clear recovery
The US market is clearly recovering, with
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sales of large electrical appliances up by
eight per cent. Development has been
particularly dynamic for dishwashers, as well
as large-capacity refrigerators and washing
machines. A trend towards energy efficient
top loader washing machines is also evident.
Growth in Latin America continues
to be driven by Brazil, as the most
important market in the region. Unit
sales of refrigerators, ovens and washing
machines increased sharply in 2009 after
the government slashed tax rates on various
goods, including domestic appliances.
Demand for domestic appliances also
remained high at the start of this year.
Outlook
There is a clear upward market trend
for MDAs worldwide. In developed
countries issues such as energy efficiency,
functionality and design are the growth
drivers of the future.
In emerging countries there is still
huge development potential due to the
growing middle classes, distinguished
by their increasing purchasing power
and innovation-oriented consumption
patterns.
Demand for energy efficient domestic
appliances will consequently increase in
these countries.

Publisher's Comment

That was the year that was

Ian Hughes – publisher
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The end of another year is upon us and how do we mark 2010? Like the curate’s egg
good in parts, with its corollary of being bad in parts. If we go back to the beginning
of the year there were two influences at work. Firstly, the baleful influence of the
lingering recession with all its ills in terms of unemployment and negative consumer
confidence allied to massive consumer debt. That millstone hung threateningly over
the economy and indeed, even today, although much lighter, still does.
The second was much, much more positive. The looming FIFA World Cup held
the promise of, if not untold riches, then the prospect of a mini boom with foreign
visitors pouring in and spending their dollars, euros, pounds and yen in quantities
guaranteed to give our ailing economy a massive energising boost.
We viewed the World Cup as an antidote to our recession blues. It was going to
be a six-week party to which we had invited the world and it would be, we promised,
the best party ever. So we counted down the days with mounting excitement,
anticipating the expected boost in consumer confidence. But alas, although
our excitement grew, that did not translate into increased consumer spend. Not
significantly.
The six weeks of the World Cup, in the course of which we hosted thousands of
visitors, did not lead to the promised massive injection of revenue into the economy
generally. Neither the hospitality nor the consumer retail industry profited over
much. So that was a bit of a downer. On the other hand, the publicity that South
Africa garnered through its immaculate handling of all organisational aspects of the
tournament, allied to a general sense of joie de vivre was priceless.
The anticlimax after our visitors left (most promising to return as soon as possible)
was palpable. And the mood of optimism and hope slowly evaporated as we were
left to pick up the tab. However, a little of that ‘can do’ spirit remained and has been
carefully cultivated by a number of civil society organisations.
Today, interest rates are relatively low, as is inflation, and inflationary expectations
are not high. So that is good. Good too is the reviving confidence levels of the
consumer, although coming off a very low base. But unemployment remains
stubbornly high and although it has eased a little the medium to long-term forecast
for employment is dispiriting.
Our forecast is that money will be spent this Christmas as it always is, but
accompanied by massive caution as spendthrift consumers have learned a hard and
bitter lesson. There is realism aplenty accompanying the seasonal excitement and
hype and that cannot be a bad thing. Finally, there is much scope for optimism for
2011.
If the indicators are to be trusted, all of us should have a vastly improved year.
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Excelsior BRS
Galaxy Sleigh Bed

Romano Sleigh Bed

Venecia DRS
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