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and tablets trend in Hong Kong
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trend, recording higher growth than the overall retail market and highlighting the 

improvement in demand for durable goods. This is borne out by a new survey from 

Mastercard, which reveals that consumer electronics is the third-most important 

purchasing priority for South Africans, even more so than buying or upgrading a 

home.

On the subject of electronics, I was once again privileged to attend the recent 

Electronics Fair in Hong Kong, where the latest electronics products and technologies 

the region has to offer were showcased. With more than 150 brands exhibited, the 

tablet was unquestionably the hottest product at the show, and some experts are 

predicting worldwide sales of as high as 60 million. Clearly, this is one little number 

that electronics retailers should be stocking up on. 

Finally, it's not many who able to claim feeling great after being around for more 

than a century. Unless, of course, you happen to be from Sealy, the US-based bedding 

company which celebrates its 130th anniversay this year. Our special feature on Sealy 

South Africa pays tribute to this remarkable achievement and HGR wishes them well-

deserved congratulations!
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Global rating agency Fitch Ratings says 

that the South African retail sector's 

sales growth continues to be driven by a 

broader market and economic recovery 

in 2011.

Market fundamentals have improved 

markedly over the past 12 months 

since early 2010, and despite lingering 

structural weaknesses in consumer 

spending, confidence and credit growth 

caused by high unemployment and 

the low level of consumer savings, 

Fitch expects retail and wholesale sales 

growth to accelerate from mid-2011 

onwards.

Fitch believes that the South African 

economy had moved into a sustainable 

growth position by end-2010, boosted 

by strong quarterly GDP growth of 4.4 

per cent recorded in Q410, and that 

demand conditions will further improve 

in 2011, albeit from a low base.

The conservative credit profiles 

of Fitch-rated South-African retailers 

support a stable outlook for the retail 

sector over the next 12 to 18 months.

However, risks to retail growth over 

the medium term include possible 

interest rate increases, weak consumer 

confidence levels and persisting 

indebtedness, rising inflation and 

increased levels of competition from 

both local and international players.

Wal-Mart/Massmart merger

Wal-Mart Stores Inc ('AA'/Stable) in 

late 2010 made a cash offer for 51 per 

cent of South African discount retailer 

Massmart Holdings Limited (Massmart), 

although final approvals remain 

outstanding, which will further increase 

pressure on retailers across the sector.

"Improving aggregate retail sales 

growth is expected from mid-2011 

onwards, supported by strong South 

African GDP growth and a continuing 

low interest rate environment," says 

Fitch's South African corporate team 

director Roelof Steenekamp. "However, 

the pace of improvement in retailers' 

operating margins is expected to be 

gradual, as above-inflation wage cost 

increases and high levels of competition 

continue to plague the industry.”

"Despite the January 2011 

growth figure being slightly below 

market expectations, medium-term 

fundamentals remain healthy."

SA retail sales

Statistics South Africa reported in March 

2011 that seasonally adjusted growth 

in South Africa's retail sales increased 

slightly by 1.5 per cent year-on-year in 

January 2011, compared with a 1.6 per 

cent increase in December 2010.

However, retail sales grew by 7.7 per 

cent in real terms for the three months 

to January 2011, compared with the 

same period a year ago.

The main contributors to growth 

over this period were general retailers 

(up 5.7 per cent), textiles, clothing, 

footwear and leather goods retailers (up 

7.9 per cent) and household furniture, 

appliances and equipment retailers 

(up 17.3 per cent), whilst food retailers 

reported an increase of only 0.4 per 

cent, hampered by weak demand 

conditions during 2010.

Retailers involved in the more 

discretionary, higher value, durable 

and semi-durable retail segments 

such as furniture, household goods 

and appliances, and hardware, have 

recorded higher growth compared with 

the overall retail market, highlighting 

the improvement in demand as a result 

of improved economic conditions and 

the effects of delayed spending. 

South African retail sector continuing recovery – Fitch

“Retailers in the furniture, 

household goods and 

appliances, and hardware have 

recorded higher growth”

Newsline
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CE spend still a priority for consumers – MasterCard

Consumer electronics is the third-most 

important purchasing priority (24 per 

cent versus 21 per cent a year ago) for 

South Africans, slightly ahead of buying 

or upgrading a home (23 per cent versus 

24 per cent a year ago) and fitness and 

wellness (21 per cent up from seven per 

cent a year ago), this according to the 

latest MasterCard Worldwide Survey of 

Consumer Purchasing Priorities, which 

reveals that 49 per cent of South African 

consumers are expecting to maintain 

their spending on discretionary items 

over the coming six months, five 

percentage points higher than the 44 

per cent recorded a year ago.

Some 37 per cent of survey 

respondents are expecting to decrease 

their discretionary spending, compared 

to 38 per cent a year ago. Few plan to 

increase their discretionary spending, 

with only 15 per cent citing so – down 

three per cent from a year ago. 

“These cautious results mirror those 

of the latest MasterCard Worldwide 

Index of Consumer Confidence, which 

saw a decrease in confidence levels for 

South Africans from 59.8 a year ago, 

declining to 58.6 six months ago, to a 

current cautiously optimistic score of 

54.7,” says MasterCard Southern Africa 

area head Anna Jones.

In terms of what discretionary items 

consumers are planning to spend their 

money on, fashion and accessories 

remain the top purchasing priority 

category (up 32 per cent to 59 per cent 

– from 27 per cent a year ago), followed 

by dining and entertainment (up 14 per 

cent to 38 per cent – from 24 per cent 

a year ago), and consumer electronics 

third.

Conversely, the three categories 

where South Africans are planning on 

spending the 

least over 

the coming 

months 

include travel 

(seven per 

cent), which, 

albeit the 

lowest, has 

more than 

doubled since 

a year ago, 

white goods 

(15 per cent), 

and buying a car/motorcycle (15 per 

cent).

“The strong rand coupled with the 

depressed global economy has resulted 

in cheaper consumer electronics being 

available to consumers, which explains 

the increased appetite for these goods," 

says Deloitte South Africa consumer 

business industry leader Rodger George. 

"New technology ticket items such as 

the Apple iPad, for example, will also 

convince consumers to part with their 

hard-earned money this year.” 

Looking further afield in Africa

Consumers in Kenya (49 per cent 

compared to 21 per cent a year ago) 

and Nigeria (64 per cent compared to 55 

per centa year ago) intend on increasing 

their discretionary spending, while 

Morocco’s score decreased slightly from 

13 per cent a year ago to 12 per cent.  

Spending priorities are varied across 

the different markets in the African 

region. The top three purchasing 

priorities for Kenyans over the next six 

months are consumer electronics (61 

per cent), continuing education (60 per 

cent) and tuition (58 per cent). 

Nigerians are more likely to spend on 

tuition (52 per cent compared to 49 per 

cent a year ago), continuing education 

(49 per cent compared to 43 per cent 

a year ago), or fashion and accessories 

(48 per cent compared to 46 per cent a 

year ago), while those in Morocco plan 

to spend on fashion and accessories 

(90 per cent compared to 52 per cent), 

dining and entertainment (70 per cent 

compared to 61 per cent) or fitness and 

wellness (24 per cent compared to 40 

percent a 

year ago).

“This 

reflects the 

fact that 

Africa is full 

of diverse 

markets and 

reinforces the 

importance 

of ensuring 

that 

companies 

doing 

business 

in Africa 

must recognise and understand these 

differences and adapt and customise 

their approaches to each market 

appropriately,” says Jones. 

“Selected African regions and 

markets offer strong consumer growth 

prospects over the next five years and 

certain regions of sub-Saharan Africa 

are expected to be among the fastest 

growing regions on the planet," George 

adds

"The African market investment 

strategies of global consumer business 

companies such as Walmart reinforces 

this view." 

Anna Jones – "Africa is 

full of diverse markets." Rodger George – "strong 

consumer growth 

prospects."

“The strong rand and 

depressed global economy 

has resulted in cheaper 

consumer electronics 

being available to consumers”

Released twice yearly, the 
MasterCard Survey of Con-
sumer Purchasing Priorities 
provides valuable insights 
into consumers’ discretionary 
spending priorities for the six 
months ahead in ten main 
categories. 

The latest survey was con-
ducted from 13 September 
to 11 November 2010 and 
involved 10 502 consumers 
from 24 markets. 

Data collection was via 
internet surveys, personal, 
telephone and computer 
aided telephone. 

Newsline
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Toshiba launches online store

Toshiba computer systems division has 

launched its Toshiba Store website in South 

Africa, as well as the UAE, Egypt, Kuwait, 

Saudi Arabia and Turkey, with limited 

services in Russia. 

Additional countries and services are 

currently being planned.

With the website, consumers can find 

out further details and purchase services 

such as warranty extensions for any 

unforeseen repair costs after the expiration 

of the original product warranty and data 

recovery for safeguarding the important 

files. 

The all-risks protection service provides 

added assurance on laptop repair or 

replacement, while the combined all-risks 

protection and data recovery package 

offers premium security against accidental 

laptop damage. 

"The website addresses the demands 

of hassle-free laptop maintenance and 

protection by making the services readily 

available," said Toshiba CISMAT service 

manager Markus Kopold. "It provides peace 

of mind to all its laptop users by ensuring 

convenient and cost-effective ownerships 

of their laptops."

The website is made possible through 

a partnership with Arvato Digital Services, 

a Toshiba-authorised independent reseller 

responsible for offering its services in 

selected countries. Both companies 

guarantee that all the information gathered 

online is safe and secure, thus the online 

service store offers not only convenience 

and excellent customer support, but also 

confidence to its users. 

Unilever research reveals vastly altered SA marketplace

The South African marketplace has 

undergone a sea-change over the last 

three years, with socio-economic forces 

fragmenting consumer segments and 

forcing marketers to rethink traditional 

approaches.

These are some of the findings of 

the UCT Unilever Institute of Strategic 

Marketing's latest research project, 

Wake Up! Shake Up! which comprises a 

comprehensive analysis of the entire local 

consumer market. 

The research, which will be released 

at the end of May, through a series of 

seminars around the country, presents 

compelling evidence that consumer 

behaviour has changed drastically and 

that local marketers will accordingly have 

to rethink their tried-and-tested marketing 

formulas.

"It's no longer business as usual," says 

UCT Unilever Institute director Professor 

John Simpson. "The rapidly evolving 

world economy and the fundamental 

shifts taking place in South African society 

mean that astute marketers and business 

people have to get to grips with what it 

happening in South Africa now."

Described as one of the Institute's 

most ambitious research projects, Wake 

Up! Shake Up! represents over a year of 

extensive qualitative and quantitative 

research conducted in conjunction 

with research partners Bateleur-Khanya 

Research Solutions. 

The researchers integrated and 

analysed these findings with the input 

of 70 of South Africa's top marketing, 

financial and economic analysts, 

academics and key industry specialists and 

have produced the most comprehensive 

exposé of the current local marketplace 

to date.

Simpson says the title of the project 

was intended as a call to action to 

marketers and business professionals. 

"We want our colleagues to wake up to 

the realities of today's new marketing 

imperatives and to shake up their 

marketing approaches to meet the 

challenges implicit in this changed 

consumer environment," he says.

Professionals throughout the country 

will have an opportunity to hear a 

comprehensive account of the factors 

changing the consumer environment 

at the UCT Unilever Institute'sWake Up! 

Shake Up! seminars scheduled for the 

end of May. For more information visit 

unileverinstitute.co.za. 

John Simpson – "no longer business as 

usual."

Business confidence up

Business confidence rose in March 

to its highest level since September 

2008, according to the South African 

Chamber of Commerce and Industry 

(SACCI).

“The BCI (Business Confidence 

Index) is 5.1 index points higher than 

a year ago and is the highest since 

September 2008 when the BCI stood 

at 89.9.” 

The BCI was 88.3 in March 2011 

after contracting to 86.4 in February.

“The month's improvement might 

further enhance the momentum 

in business confidence as the 88 is 

indicative of a growing base for more 

sustainable economic improvement,” 

Sacci says.

The chamber says the latest data 

shows that the local economy has 

established some momentum and 

remains resilient in the face of global 

events.

“Business confidence remains 

sensitive to domestic socio-economic 

developments. The conduct of the 

local government elections, the 

decisiveness with which corruption 

is dealt with and the level of 

labour dispute activity will be key 

determinants of whether the BCI 

breaches the significant level of 90.” 

Newsline
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Recyclable expo stand wins silver for Floors Direct

Floors Direct showcased its first 

fully recyclable stand at the recent 

Homemakers Expo in Johannesburg and 

the exhibition won a silver award for 

design and creativity.

The 90m2 stand featured Xanita’s X-

Board, a recyclable composite board that 

is VOC-free and contains no harmful waxes 

or polyethylene. X-Board is manufactured 

from post-consumer paper waste and 

bagasse fibre waste. The panels are then 

decorated with direct UV inkjet printed 

graphics to form the outer shell of the 

stand. X-Board provides an eco-friendly 

alternative to Formaldehyde-based MDF 

and particle boards traditionally used for 

the panelling of exhibition stands. 

Decorative tables and chairs as well 

as laminate flooring display stands, also 

manufactured from recyclable board, 

formed part of the Floors Direct stand.  

“We’re extremely pleased with our new 

stand and the reaction from visitors to our 

display was overwhelming, with numerous 

requests to purchase the recyclable chairs 

on the spot,” says Floors Direct marketing 

manager Helen Marshall.

X-Board has a high recycled fibre 

content and can be recycled through 

conventional industrial paper recycling 

processes. Manufactured locally in South 

Africa by Xanita, a company based in 

Somerset West, X-Board has various 

domestic and commercial applications, 

from furniture and decorative beams to 

retail displays and exhibitions stands.

Xanita Eco Board fabrication centre, 

based in Johannesburg, specialises in the 

design and production of new creations 

made from X-Board, and was responsible 

for the creation of the Floors Direct stand. 

The print quality of the graphics 

and visual appeal of the panels are not 

compromised and there is no visible 

difference between the recyclable board 

and the boards typically used as panelling.

Floors Direct will be re-using the 

stand for the Cape Town and Durban 

Homemakers Expos. The carpet displays 

used as part of the stand are now on show 

in its Woodmead store and will go to the 

new Krugersdorp store when it opens 

later in the year. The laminate flooring 

fitted as part of the stand’s floor surface is 

recyclable. 

Floors Direct national carpet division manager Riefert Mulder and marketing manager Helen 

Marshall seated on the recyclable chairs with the recyclable panelling in the background. 

Projector manufacturer secures 22.7% of global market

Epson, global manufacturer of 

projection technology, has reached 

a milestone market share of 22.71 

per cent during the final quarter of 

the calendar year 2010, according to 

Futuresource Consulting Limited.

In addition to growing its overall 

market leading position, the 

Futuresource figures also show that 

Epson became the world leader for 4000 

– 4999 lumen projectors, with a market 

share of 15.40 per cent, overtaking 

previous forerunner, Sanyo.

Furthermore, the figures show Epson 

to be number one for ultra-short-throw 

projectors in EMEA, with an impressive 

market share of 67.12 per cent

Epson has been the world’s number 

one projector manufacturer since 2001 

and its broad product range covering 

installation, portable, ultra-short-throw, 

interactive, business and home cinema 

products, makes it unique within the 

market. 

Says Epson Southern African general 

manager Kelvin Reynolds: “This new data 

from Futuresource is very exciting for 

us and we’re delighted to see that our 

projectors continue to gain recognition 

and sales share within the market. 

“By responding to market trends 

and continuously investing in the 

development of groundbreaking 

products and technologies, our aim is to 

continue strengthening our position as 

the market leader year on year.” 

Newsline
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Retail learnership programme launched

Essential Hardware has launched the 

“Essential Learnership Programme”, which 

will see 150 previously disadvantaged 

learners selected from mainly rural 

areas across South Africa register for 

the Wholesale and Retail (W&R) SETA-

accredited flagship “Introduction to 

Retailing Programme,” to be hosted and 

mentored in Essential Hardware stores for 

the 12-month duration of the course. 

The Essential Learnership Programme 

was born from a combined vision shared 

by retailer Leigh Blochlinger of Retail 

Relate and Professor Mike Cant, head 

of the marketing and retail department 

at UNISA. Blochlinger and Cant's vision 

is to be able to offer retailer training 

programmes that allow learners to be 

exposed to the latest best practices in 

both classroom and workplace and to 

experience the practical knowledge in 

store and in the field.  

Blochlinger feels it is of critical 

importance that any retail-related training 

programme be practical in application.

"The course is unique in the industry 

as it combines practical experience and 

academic theory," she says. “Essential 

Hardware’s partnership in the programme 

is invaluable, allowing the students to 

train in the workplace.

"The recent skills shortage report 

released by the W&RSETA states that there 

is a critical shortage of retail managers, 

making the launch of the flagship 

programme an exciting addition to the 

South Africa retail training environment," 

Blochlinger adds. 

“Essential Hardware is pleased to be 

embarking on this journey of growth 

and development with 150 learners,” says 

Essential Hardware general manager 

Michael Valsecchi, who told learners 

that Essential is committed to instilling 

confidence and developing superior skills 

levels during their 12-month tenure , 

which will enable them to walk into any 

retail environment and excel.

“It is our aim through this programme, 

to develop the best retailers in South 

Africa,” continues Blochlinger. She quoted 

from an article that appeared in the 

Sunday Times, 17 April 2011 by Minister 

of higher education and training, Blade 

Nzimande who emphasised that “there 

is a great opportunity for ensuring that 

workplace learning becomes the visible 

supplement to institutional learning,” 

which supports the premise of the 

Essential Learnership Programme.

According to Professor Cant, the 

Introduction to Retailing course is the 

start of “progression in training” as it is the 

foundation for many future years of retail 

studies. He also announced that the Top 

10 students would receive full bursaries 

from UNISA to continue their academic 

journey. 

W&RSETA's Richard Mokgatha has 

thanked Essential Hardware for opening 

its doors to learners. “We have huge 

confidence that this programme will be 

a great success, and we thank UNISA for 

their role in this programme. 

Most importantly, we are proud of the 

learners for embracing this opportunity 

to learn and gain experience in the work 

environment.

"The opportunity to study, learn and 

gain experience in the work environment 

is rare and you are very fortunate - make it 

a success for yourselves." 

Key stakeholders responsible for the conceptualisation and implementation of the Essential 

Learnership Programme are (front, left to right) Richard Mogata (W&RSETA), Ignatius Mpe 

(W&RSETA), Wiya Mgobosi (W&RSETA), (back left to right) Michael Valsecchi (Essential 

Hardware), Professor Michael Cant (UNISA), Richard Earp-Jones (UYAP) and Leigh Blochlinger 

(Retail Relate). 

www.commercialinteriors.co.za
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NCR publishes compliance report guidelines for credit providers

The National Credit Regulator (NCR) 

has published the compliance report 

which all credit providers are required 

to complete and submit to the NCR 

annually.

The report must cover the credit 

provider's financial year and be 

submitted to the NCR within six months 

after the financial year-end. 

The purpose of the compliance 

report is for management of the credit 

provider to confirm whether it conducts 

its operations in accordance with the 

requirements of the National Credit Act 

(NCA), NCA regulations and conditions of 

registration.

“Credit providers are urged to review 

the guidelines as soon as possible so that 

they can carry out the preparatory work 

required to complete and submit the 

report on time,” says NCR registrations 

and compliance manager Abel Tshimole. 

“Credit providers who rely on external 

parties to assist them in the completion 

of their reports should contact such 

parties early to avoid delays.”

Credit providers whose financial 

year ends on 28 February 2011 will be 

required to submit their first report for 

the period 1 March 2010 to 28 February 

2011 by no later than 31 August 2011.

Assurance engagement report

The NCR has also published guidelines 

for an assurance engagement report for 

non-audited credit providers – those 

who by law are not required to appoint 

an auditor to conduct an audit of 

their annual financial statements.  The 

purpose of this report is to identify areas 

of non-compliance with the NCA, NCA 

regulations and the credit provider’s 

conditions of registration. 

The assurance engagement report 

must be submitted yearly to the NCR 

within six months after the financial year-

end of the credit provider. 

“It is important for both credit 

providers and their service providers 

(accounting officers/auditors) who are 

authorised to complete the compliance 

and assurance engagement reports to 

ensure consistency, accuracy and validity 

in reporting, as the information gathered 

is important to gauge the level of 

compliance in this sector” says Tshimole.

The procedures to be performed, 

as well as the format of the assurance 

engagement report, are contained in the 

guideline. 

“Credit providers are urged to contact 

their service providers timeously to 

ensure punctual submission of the 

assurance report,” adds Tshimole.  “It must 

be noted that both the credit providers 

and their service providers need to use 

the guidelines as a working document to 

allow them to work towards compliance 

throughout their financial year and not 

just wait for the reporting time.”

The guidelines relating to the 

compliance and assurance engagement 

reports for non-audited credit providers 

have been published on the NCR's 

website www.ncr.org.za.

“Credit providers who do not 

submit the compliance and assurance 

engagement reports on time may expose 

themselves to punitive action, which may 

result in cancellation of their registration,” 

Tshimole warns. 

New Consumer Act could lead to USA-type behaviour

The Consumer Protection Act is regarded 

as one of the best of its kind in the world.

"It is there to protect a group of 

consumers who still suffer from the legacy 

of Apartheid from adverse business 

practices where they are subject to 

exploitation because they are in rural 

areas or they lack formal education," says 

ISS compliance director Chris van der Walt.

He says the CPA is one of the few pieces 

of legislation that has been introduced 

with the stress objective of protecting the 

consumer.

"From a consumer’s perspective, it 

gives them the additional piece of mind. 

It’s going to free up and create a more 

willing consumer because they know they 

have additional redress and recourse," he 

explains.

However, Van der Walt warns that 

this act could turn South Africans into a 

litigious nation, because of the "automatic 

and built-in protection the consumer has 

been afforded".

DLA Cliffe Dekker Hofmeyr competition 

practice director Nick Altini says the act 

encompasses a wide range of issues which 

have been specifically designed to protect 

the South African consumer.

"The government said it wants to make 

our consumers the best protected in the 

world and has gone to some length to do 

that."

Altini says the government looked at 

specific issues that happened in the past 

in the consumer market, including the 

airline, gym, car rental and motor retail 

industries.

DLA Cliffe Dekker Hofmeyr competition 

practice director Chris Charter says one 

of the reasons behind the creation of the 

act is the application of the common law 

concerning consumers.

"All the fundamental consumer rights 

in the act have always been there in our 

common law; the problem is enforcement. 

The dice has always been lowered against 

the consumer because an individual 

consumer has to go to court, look for a 

lawyer and make a case, while generally 

the supplier has the deeper pockets," 

Charter explains.

He says the other issue is the consumer 

rights culture in South Africa.

"We don’t have a culture of consumer 

activism in South Africa and the big part 

of the CPA, apart from the nitty-gritty 

of the rights, is the notion that the act 

now provides for accredited consumer 

protection organisations to actually 

stand up and take up the cuduels for 

consumers." 

Source: Business Day

Newsline
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It's time to guard our retail space

It is now crucial that South African 

retailers start working on new and 

exciting ways of range building and 

development because, according to a top 

trend forecasting agency based in the 

UK, a host of top international retailers 

are about set foot on our shores, declares 

trend analyser and forecaster Dave 

Nemeth.

"This includes mainstream brands in 

fashion, homeware and furniture in the 

UK, not niche and various French, Spanish 

and American brands looking for a gap 

to pounce and take their share of this 

market," he says.

"Past South African practices were to 

send buyers overseas to shows as well 

as international stores to get a good feel 

of the trends and key products. Samples 

were bought and nine times out of ten, 

these were sent to local and international 

manufacturers to replicate.

"We have got away with this for so 

many years as the companies we were 

following did not have a presence in the 

South African market. There was no real 

infringement of copyright and no real 

concern from international stores, in most 

cases they were quite oblivious to this 

practice."

In all fairness, Nemeth continues, the 

merchandise structure in most South 

African companies consists of buyers 

and planners, and the R&D was a process 

that happened between the buyers and 

manufacturers. 

"The missing link in this system, and of 

extreme importance going forward, will 

be the inclusion of fully fledged design 

departments within these structures. 

This has started happening within larger 

groups in South Africa, and the rewards 

of such have been highly profitable, 

even if done in specific areas and on a 

relatively small scale."

Unique identity

Nemeth says the paradigm shift for 

local retailers should be about "creating 

a unique identity that still pleases 

the masses, yet could have a viable 

grounding in international markets. 

"There is a major focus currently 

on South Africa from international 

businesses that see great opportunity 

here and will take meaningful market 

share unless we up our game.

"There is no place for middle to upper 

market stores looking the same and 

selling identical items, yet challenging 

each other on price and discounts. 

"If we continue like this, before we 

wipe our eyes, a new entry into the 

market, with fresh products and appeal 

has captured the hearts of the South 

African consumer.

"If we continue to run these businesses 

by purely looking at sales history figures, 

we will still be stuck with brown, green 

and orange and make the entry of foreign 

companies increasingly easy." 

Original article: Bizcommunity.com

New appointments set to take Whirlpool, KIC to new heights

Whirlpool South 

Africa’s new product 

manager Landi 

Madlopha is no 

stranger to the retail 

industry, having 

previously worked for 

Edcon as a specialist 

buyer and the JD 

Group as general 

merchandise manager.

With a B Tech degree in business 

administration, Madlopha joined 

Whirlpool in 2009 as order desk manager, 

but admits she has always wanted to 

pursue a career in marketing, and so 

grabbed the opportunity to join the 

department. 

“I view my role as a very important 

element of the Whirlpool business,” 

she says. “A marketer needs to ensure 

that the external market is strategically 

merged with the current business, while 

identifying missed opportunities and 

using these to improve the brand. Visibility 

is also key, especially to the South African 

consumer, as we need to bring the brand 

to international standards awareness.”

Madlopha says she is committed to 

delivering all elements of Whirlpool’s 

brand value creation. “I intend to focus 

on consumer-relevant innovation, while 

providing the industry’s best service to 

our trade partners and the end-consumer 

by driving reasonable costs and higher 

product quality.”

With a passion 

for marketing that 

began during her 

school days when 

she worked part-

time for a leading 

cosmetics company, 

Claire Gibson, newly 

appointed senior 

product manager 

of Whirlpool South Africa’s KIC brand, is 

ideally suited to ensure the range meets 

its high growth potential.

Gibson, who holds a B.Com honours 

degree in marketing management, 

joined Whirlpool in 2009 as product 

manager of the Whirlpool brand, where 

she was responsible for managing the 

entire flagship range, which included 

the development of brand strategy and 

the implementation and evaluation of 

marketing activities. 

Prior to that she worked as business 

development manager for a small family-

owned and run business manufacturing 

and marketing stainless steel washroom 

products, after which she joined Franke 

Kitchen Systems where she went on to 

become the company’s key account 

manager for the retail and industry 

sectors. 

 Gibson is excited about her new 

position. “Now that there is a dedicated 

person focusing on the growth of the 

KIC brand, products that were previously 

shelved have been revived, and I intend 

to ensure that they are completed and 

marketed in the best possible way,” she 

says. 

Landi Madlopha

Claire Gibson

Newsline
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Inflation affecting consumer sentiment in Germany

Sentiment 

among German 

consumers failed 

to improve on the 

already high level 

seen in March 

this year, reports 

GfK. Declines 

were recorded by economic and income 

expectations as well as the propensity to 

buy. The overall indicator is forecasting a 

value of 5.9 points for April, following a 

revised value of 6 points in March.

The recently more uncertain 

international environment and growing 

fears of inflation led to a slight downturn 

in consumer sentiment in March. These 

factors overshadowed the ongoing 

favourable framework conditions for 

consumers, such as growth in jobs 

and incomes. Nevertheless, consumer 

sentiment remained very high. The 

potential impact of the natural and 

environmental disaster in Japan has 

not yet been taken into account as the 

survey had already been carried out by 

the time the devastating earthquake and 

its repercussions hit.

Economic expectations: level high 

despite decline

After marginal losses in the previous 

month, economic expectations recorded 

a somewhat steeper fall in March with a 

drop of 7.6 points. Nevertheless, at 49.5 

points currently, the level is still very high 

and is up by 45 points compared with 

the same month in the previous year.

Consumers continue to see the 

German economy as being on an upward 

growth trend, although the euphoria has 

recently been curbed slightly. Ongoing 

unrest in North Africa and the Middle 

East, as well as soaring energy and 

commodity prices, are the main reasons 

for the slight slowdown this year of the 

strong momentum seen in the economy 

in 2010. At 3.6 per cent, growth in real 

gross domestic product in 2010 was the 

strongest since German reunification. The 

Ifo Business Climate Index also dipped 

marginally in March, although it shows 

no indication of events in Japan posing a 

threat to the upswing in Germany.

Income expectations: only slight 

losses

The decline in consumers' economic 

expectations also affected income 

expectations in March. However, at 2.4 

points the decline was comparatively 

moderate and the indicator presently 

stands at 40.5. The year-on-year rise of 

27 points also attests to the ongoing 

very high level recorded by income 

sentiment.

The sustained positive development 

in the labour market and ensuing rise 

in wages and salaries are the main 

factors behind the good result for 

income expectations. The excellent 

financial position of many companies 

has enabled them to bring forward more 

generous wage and salary increases 

than in previous years and to grant 

one-off payments. This is stabilising 

the purchasing power of many private 

households and is likely to have 

considerably mitigated the negative 

effects resulting from the recent rise in 

inflation fears.

Propensity to buy: moderate decrease

The propensity to buy indicator also 

failed to maintain the previous month's 

level in March and the indicator fell 4.6 

points to 34.3 points. Nonetheless, this 

still constitutes a rise of almost 11 points 

compared with the previous year.

As before, the propensity to buy is 

at a good level in Germany. However, 

rising inflation is beginning to have 

a greater impact, with the result that 

the propensity to buy indicator has 

now declined for two months in a row. 

Experience has shown that consumer 

expectations of higher prices generally 

curb the propensity to buy.

Consumer climate: upward trend 

halted

The overall indicator is forecasting a 

value of 5.9 points for April 2011 after a 

revised value of 6.0 points in March. The 

upward trend in the consumer climate 

has therefore been halted for the time 

being. 

Despite the small setback, private 

consumption will continue to play 

an important role in macroeconomic 

development. 

Its importance will increase even further 

if growing risks in the international 

arena mean that exports fail to expand 

as quickly as economic experts were 

expecting only a few weeks ago. GfK 

confirms its forecast published at the 

start of February, which stated that 

private consumption would increase by 

around 1.5 per cent in real terms this 

year. 

Newsline International
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Propelled by encouraging market 

developments and increasing audience 

interest, consumer spending on Blu-ray 

Discs 3D (BD3D) in 2011 is forecast to 

rise 533 per cent across the four markets 

of the US, the UK, Germany and France, 

according to new IHS Screen Digest 

research.

Combined consumer spending on 

BD3D across these territories will reach 

$213.9 million this year, up slightly 

more than sixfold from $33.8 million 

in 2010, BD3D’s launch year. The 2011 

expenditure is the result of a collective 

purchase of 7.5 million BD3Ds, a 

significant increase from the 1.1 million 

titles sold last year to consumers.

In 2014, BD3D consumer spending on 

BD3D is projected to reach $909 million, 

slightly more than four times the figure 

anticipated at the end of 2011. Some 

41 million BD3Ds will be bought by 

consumers in 2014, a hefty increase of 

more than 445 per cent from 2011. 

“Consumers are snapping up BD3D 

titles because of a number of positive 

occurrences in the home 3D segment,” 

says IHS video research analyst Richard 

Baxter. “These developments include 

increasing consumer awareness of 3D 

technology, rising 3D hardware sales 

and an expanding catalog of 3D films 

for the home environment. Meanwhile, 

the arrival of more BD3D titles in retail 

stores will enhance the technology’s 

profile among consumers and encourage 

3D hardware adoption. BD3D-enabled 

households are also likely to buy more 

BD3D titles if they have a larger slate to 

choose from.”  

BD3D-enabled households are defined 

as homes having a 3D TV connected to 

either a Blu-ray Disc 3D player or to a 

PlayStation 3 video game console from 

Sony Corp., with the required glasses on  

hand in order to view content.

The consumer spend forecasts exclude 

any Blu ray Discs that may play 3D 

images but do not adhere strictly to the 

association’s BD3D criteria, such as those 

using anaglyph images and disposable 

red/green glasses.

New BD3D titles in the offing

The increased number of BD3D titles 

is an important factor in boosting the 

public’s demand for home 3D. The 

number of titles at retail was limited until 

September 2010, when more BD3D titles 

began to hit retail stores.

Movie studios are readying a slew of 

BD3D titles this year, with IHS forecasting 

more than 65 titles for the US market. 

The Walt Disney Co. alone is planning to 

release at least 15 titles on BD3D, which 

will offer further incentive to upgrade to 

home 3D hardware.

Warner Bros. will release the final 

installment of the enormously profitable 

Harry Potter franchise, “Harry Potter 

and the Deathly Hallows, Part Two” in 

theatrical 3D in 2011.

US market is largest, but big three in 

Europe also to grow rapidly

By far, the largest BD3D market in 2011 

among the four western countries 

discussed in this article will be the US, 

accounting for 75.2 per cent of consumer 

spending at $160.8 million, up from $28.4 

million last year. US consumers will buy 

5.7 million BD3Ds this year at an average 

per-title price of $28.33, compared to the 

roughly 900 000 titles bought in 2010 at 

the higher price of $31.09. 

Some 3.2 million US households in 

2011 will be BD3D-enabled, compared 

to 790 000 last year, with the number 

expected to exceed 22.5 million in 2014, 

IHS Screen Digest research shows.

The UK, which is expected to have 

about 60 BD3D titles available by the end 

of 2011, will be the second-largest BD3D 

market of the four Western territories this 

year. 

UK consumer spending on BD3D will 

reach $25 million, up from $2.5 million 

last year. By 2014, spending will reach 

$91.2 million.

Germany will be the third-largest 

BD3D market out of the four countries 

in 2011 with $15.8 million in consumer 

spending, followed by France with $12.3 

million. 

By 2014, consumer spending in 

Germany will reach $88.9 million, 

compared to $46.8 million in France. 

Blu-ray 3D spending booms in US, major European economies

“ The arrival of more 

BD3D titles in retail stores

will encourage 

3D hardware adoption”

Newsline International

Home Goods Retailer – May 201112



Demand in most of Electrolux's main 

markets showed good growth in 

the first quarter. In North America, 

profitability was pressed by increasing 

raw material costs and continued 

pressure on prices. 

"To mitigate cost increases in North 

America, we are raising prices during 

the second quarter," says CEO Keith 

McLoughlin.

In the first quarter, the development 

in North America was characterised to a 

great extent by increasing raw material 

costs at the same time as price pressure 

continued. 

"One positive turn of events is that 

we are now increasing prices which 

will gradually take effect in the second 

quarter. The stable demand in the North 

American market has supported the 

implementation of price increases," says 

McLoughlin.

Demand in the European market also 

showed a stable development in the 

first quarter. 

"In Europe, we need to implement 

selective price increases to compensate 

for increasing raw-material costs," 

McLoughlin continues. 

"It will, however, take time before the 

price increases will give effect, but we 

hope to see the positive effects in the 

second half of 2011.

"Our launch of new, innovative 

products under the AEG brand 

continues. The new products are an 

important part of our work to regain 

market share, and at the same time 

strengthen our product mix."

The prices of some of Electrolux's 

most important raw materials continue 

to increase, especially plastics. 

McLoughlin expect the company's 

costs for raw materials to increase in 

2011 by about SEK 2 billion, compared 

to the previous year. 

"Our ambition is to gradually 

compensate for the increase in costs 

through price increases, improvements 

in product mix and cost savings."

The group's operations for vacuum 

cleaners and small domestic appliances 

are now reported as a separate global 

business area. 

"The change is due to the good 

development of these operations, which 

today make up a significant part of the 

group's sales and profit," McLoughlin 

explains. 

"We believe it is important for those 

who follow Electrolux to be able to 

understand the potential this business 

area has to grow and to strengthen 

the Electrolux brand for our major 

appliances.

"Accelerating Electrolux profitable 

growth is a priority task moving 

forward," he continues. 

"During the first quarter of 2011, 

we were able to grow our business in 

emerging markets by close to 10 per 

cent. 

"The focus is to continue taking 

advantage of the organic growth in fast-

growing markets and as a complement 

grow with profitable acquisitions. 

"It is very important that this growth 

strengthens the Electrolux profitability 

targets of a six per cent operating 

margin and a return on net assets of 25 

per cent. 

"Profitable growth will be an 

important part of our journey to 

continue to generate a high return to 

our shareholders." 

Electrolux markets show good growth in Q1

Keith McLoughlin – growing emerging 

markets.

Hisense invests in SEED

Further to its three-year commitment 

to the annual SEED Awards, Hisense 

International has made a monetary 

investment of R4.1 million for 2011-

2013. 

This makes it the first consumer 

electronics company to make an 

investment of such a significant scale 

to locally driven start-ups to assist in 

tackling poverty and improving the 

livelihood of the country.

The goal of SEED is to support 

the ability of small to medium-scale 

businesses to scale up or replicate 

their activities in a way that helps 

local economies and communities, 

while promoting the sustainable 

management of natural resources and 

ecosystems and reducing poverty. 

Winners of the annual award cover 

a diverse range of promising business 

models, which tackle poverty and 

environmental stewardship in areas 

such as water and waste management, 

sustainable energy, recycling and fish 

farming. 

“The prices of some 

of Electrolux's most 

important raw materials 

continue to increase”

Newsline International
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Apple sues Samsung over mobile phones, tablets

Apple has filed a lawsuit against 

Samsung claiming that the South Korean 

electronic giant's mobile phones and 

tablet computer, the Galaxy Tab, copy the 

iPhone and the iPad.

The website of the US District Court for 

the Northern District of California shows 

that Apple filed the case against Samsung 

in San Francisco on Friday, 15 April 2011, 

but the complaint itself has not yet been 

entered in the electronic data base.

The Wall Street Journal obtained a copy 

of the 38-page document that said Apple 

is accusing Samsung of copying the look, 

product design, packaging and the user 

interface of its products.

Apple is claiming Samsung has violated 

various Apple patents and trademarks.

"Rather than innovate and develop its 

own technology and a unique Samsung 

style for its smartphone products and 

computer tablets, Samsung chose to 

copy Apple's technology, user interface 

and innovative style in these infringing 

products," the Journal quotes Apple's 

complaint as saying.

Samsung's tablet computer, the Galaxy 

Tab, has been the best-selling rival to 

Apple's iPad, which has dominated the 

growing market for the touchscreen 

devices.

There was no immediate reply from 

Samsung for a request for comment 

about the Apple lawsuit.

Patent lawsuits are a regular 

occurrence among technology giants in 

the US and Apple is currently embroiled 

in disputes with Finland's Nokia, Taiwan's 

HTC and US handset maker Motorola. 

among others. 

LG sets sights on taking TV market share lead

“Innovation is what drives the TV 

business at LG and we are confident we 

can be a leader in both Smart TVs and 

3D TVs in 2011," declares LG Electronics 

(LG) Home Entertainment Company 

president and CEO Havis Kwon.

“The global TV market is in the middle 

of another sea of change, with Smart 

TVs promising a new way to get all the 

shows, movies and online content at the 

touch of a button."

According to Kwon, LG has set a 

sales goal of 40 million flat panel TVs, 

including Smart TVs, 3D TVs, and LED-

backlight LCD TVs in 2011. Its new Smart 

TVs will be especially important as 

the company looks to be a leader in a 

segment that is set to take off this year. 

LG is also looking to secure a big slice 

of the 3D TV market this year with its 

CINEMA 3D technology, having greatly 

reduced flicker and crosstalk to produce 

the company’s best 3D picture yet.

The “Point, Click, Control, Simply 

Smarter” concept behind LG’s Smart TV 

makes this television simple and intuitive 

for anyone to use. Home Dashboard 

and Magic Motion Remote Control add 

to the already easy user experience 

and make it extremely easy to access 

premium online content and download 

and use LG Apps. And Smart Share is 

LG’s unique content sharing feature that 

works with USB, DLNA, and Media Link 

connections to make it extremely easy 

to transfer content from any compatible 

digital device to the TV. Through Smart 

Share, users can also take advantage of 

N-Screen, which lets them select their 

preferred viewing environment.

"LG has high hopes that CINEMA 

3D TV will account for two-thirds of 

the company’s 3D TV sales in the near 

future," Kwon continues. 

Thanks to its Film Patterned Retarder 

(FPR) technology, CINEMA 3D TV helps 

to optimise the separation of images 

for the left and right eye to give viewers 

truly outstanding, blur-free and flicker-

free 3D picture and a wide viewing 

angle. What’s more, CINEMA 3D TV 

doesn’t require expensive battery-

operated glasses. The glasses of CINEMA 

3D TV take images to new heights of 

brightness and clarity unmated by 

any movie theatre and makes it more 

comfortable than ever for viewers to 

enjoy 3D content in the company of 

family and friends.

Kwon says LG also plans to further 

strengthen its range of premium and 

mid-range LED TVs as well as its offerings 

of pen touch PDPs, multivision Plasma 

3D TVs and Plasma TVs of screen sizes of 

50 inches or larger. 

Havis Kwon – high hopes for CINEMA 

3D TV.

Newsline International
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After 130 years of non-stop research and innovation, it’s no wonder that Sealy stands alone as the benchmark for 

healthy, refreshing, rejuvenating, restful sleep. Which is why one night on a Sealy is enough to make you feel on top 

of the world. See for yourself.

When you’re on top of a Sealy 
you’re on top of the world. 

Healthy Sleep. Healthy Life.

16183

www.sealy.co.za



LEGGETT & PLATT IS PROUD TO BE ASSOCIATED AND CONGRATULATES THEM ON THEIR 130th ANNIVERSARY

CONGRATULATIONS
SEALY SOUTH AFRICA

www.leggett.com  |  www.leggetteurope.com

The Active Support Technology® of innersprings allows 

your muscles to relax in a more natural sleep position. 

The coils adjust instantly to your sleep movements, 

comforting and supporting your body actively.



Sealy – still feeling great
                             after 130 years

We spend more time in bed than on any other furniture in the home, therefore it is 
critical that we sleep on a bed that is comfortable and provides the revitalisation we 
need to face the new day. Sealy has 130 years’ experience in making beds that do 
just that.

Sealy South Africa produced its first mattress at its Johannesburg 

factory in 1967, but it was the vision of Daniel Haynes, a cotton gin 

builder from the town of Sealy in Texas, who first began influencing 

consumer sleeping comfort in 1881. 

Haynes began by making cotton-filled mattresses for friends 

and neighbours. His business grew and led to more innovations 

and several patents, including in 1889 a machine that compressed 

cotton for use in mattresses. This mattress became so popular that 

Haynes sold patent rights to people in other markets, who began 

building the product that became known as the "mattress from 

Sealy". 

Sleeping on a cloud

In 1906, Haynes sold all of his patents and knowledge to a Texas 

company that took the name "Sealy". 

Soon after, a young advertising executive, Earl Edwards, launched 

Sealy on the road to national prominence. He placed Sealy mattress 

ads in The Saturday Evening Post and Ladies' Home Journal, and 

ensured that Sealy developed a trademark and registered its name. 

He also penned the slogan "Sleeping on a Sealy is like sleeping on 

a cloud".  

By 1920, Sealy had 28 licensed plants and was the first mattress 

company to establish a licensing programme. 

The Great Depression saw a decline in mattress sales. Spurred 

on by Edwards, the eight strongest Sealy licencees pooled their 

resources, paid off the debt to the licensing company, and created 

what was to become known as Sealy Inc. The 1930s were tough, but 

these eight determined licensees survived and even succeeded in 

introducing a major new product – the button-free mattress.

In 1950 Sealy introduced its first Sealy Posturepedic mattress, 

designed in co-operation with orthopaedic surgeons and the only 

mattress in the industry that focused on the importance of correct 

back support. 

The 1970s brought major product development and refinements. 

Sealy Posturepedic bedding became high-tech with programmed 

coils for increased support. At the same time, Sealy box springs 

became known as a foundation, due to the development of the 

torsion bar module base. 

The end of the 1980s saw the introduction of the industry's 

newest innerspring innovation – Sealy Posturepedic with 

PostureTech Coil, now used in most Sealy Posturepedic mattresses. 

The mattress features a patented sensory arm that senses and 

cushions movement, then responds with increasing support. 

Sealy’s latest innovation is the introduction if the new No toss & 

Turn zoned range. 

Today, Sealy Inc. is the largest bedding manufacturer in North 

America and the Sealy brand has the largest market share in North 

America. 

The technical innovations introduced by Sealy have quickly led 

to Sealy Posturepedic becoming the number one choice in South 

Africa, as it is in the US. 

Sealy Posturepedic mattresses are produced at facilities in 

Johannesburg, Durban and Cape Town to specifications set down 

by Sealy Inc and its consulting orthopaedic surgeons, and in 

accordance with the ISO 9001/2 quality management system. The 

company’s product range is sold at selected dealers throughout 

Southern Africa. Sealy is also a leading supplier to the hospitality 

industry in South Africa. 

Corporate Profi le
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Welthagen recalls: “In those 

early days there were no 

television commercials to 

market the Sealy brand 

message. They had to rely 

on newspapers, magazines, 

cinema and radio. At that 

time Sam Elkon, managing 

director, and Sydney 

Chaskalson, marketing 

director, swiftly developed 

and marketed the brand.

The first Sealy mattresses 

were produced at the 

Transvaal Mattress factory 

situated in Eloff Street 

Extension. By the late 

seventies the Sealy team’s efforts, led by Sam and Syd, were 

beginning to pay off and Sealy was asserting itself as a leading 

brand. The only factory was in Johannesburg so the company 

had to ensure its distribution network was effective and 

efficient. In those days the major competition came from Edblo 

and Slumberland, who were also marketing top-end products.

“Sealy launched separate bases and mattresses, where 

previously it was just sprung divans as a foundation," Welthagen 

continues. "At that time beds and bedding were regarded as 

commodity products. Only when Sealy established itself as a 

high quality product promising ‘good, healthy, comfortable 

sleep’ did retailers begin 

to recognise that 

beds and bedding 

had potential as a 

premium product 

category. 

"One of our 

straplines in those 

days was ‘Designed 

in Co-operation 

with Leading Orthopaedic 

Surgeons,’ educating 

consumers to recognise the 

association between health 

and a good quality bed.

“Sealy has always 

marketed itself as a 

premium brand, even 

back in the seventies. The 

technology is developed in 

America and Sealy sets the 

specifications, although we 

are permitted to use locally 

sourced raw materials. To 

comply with Sealy’s strict 

specifications, we imported 

machinery from Italy and the US. Sealy’s R&D expenditure in the 

US is the largest in the bedding industry.

“Sealy South Africa benefits enormously from the 

American technology,” Welthagen emphasises, “and we 

communicate with Sealy Inc. often on new developments to 

ensure adherence to their strict minimum requirements and 

developments.”

Brand of choice

Ras Erasmus, who started with Sealy as a representative, has 

seen a large part of Sealy’s growth over the past 19 years. He 

relates that by the eighties, Sealy had become the premium 

brand of choice for South Africans. “Our products are geared 

for the middle to upper end of the market, and our limited 

distribution policy has undoubtedly worked for us.

“We select only those retailers who are a good fit for our 

brand and agree to enhance our brand image. We assess their 

location, the type of retail operation, their intentions with 

the brand and their floor space, including the look and feel 

of the outlet. Only when the dealer has been approved is an 

agreement signed.

"Part of the agreement requires that all advertising be 

Premium brand success based   

The Transvaal Mattress Company brought Sealy to South Africa 
just 44 years ago. Sealy was already one of the US’s largest bedding 
manufacturers, so it was quite a coup when a licence was acquired to 
manufacture and market Sealy bedding products in Southern Africa. 
In an interview to highlight the Sealy brand’s remarkable growth, both 
locally and internationally, HGR spoke to both Tony Welthagen, sales 
and marketing executive for Bravo Group sleep products division, and 
Ras Erasmus, brand executive of Sealy South Africa

Tony Welthagen – sales and 

marketing executive.

Ras Erasmus – brand executive.

“By the 80s 

Sealy had become the 

premium brand of choice 

for South Africans”

Corporate Profi le
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checked by our own marketing department. We cannot 

afford to have our brand image compromised in any way. Our 

national sales manager oversees 20 representatives, who each 

service a customer base on a planned call cycle." 

Erasmus continues: "Our representatives undergo extensive 

training to impart the necessary product knowledge to the 

floor salesman. Their job is never done, as the retail sales 

industry has a high staff turnover." 

On a typical day he looks at the business from a sales and 

marketing perspective. “By that I mean knowing exactly where 

we are at with sales, orders and deliveries.”

New premises

In 2001 Sealy moved to its current manufacturing facility. But 

by the time the company moved, ownership of the brand 

had passed from Afcol (who had acquired Transvaal Mattress) 

through to Pat Cornick and on to Steinhoff. In 2008 it again 

changed from Steinhoff to current owners the Bravo Group. 

 It was Steinhoff who commissioned the state-of-the-art 

factory in Johannesburg. “This factory was custom built for 

us," says Erasmus. “We visited US and Australia facilities to 

implement the best practices in South Africa. The result is 

undoubtedly the most modern bedding factory in Africa." 

Today Sealy is manufactured in Cape Town, KwaZulu-Natal 

and Johannesburg, with Johannesburg being the largest at 

21 000sqm. Roughly 50 per cent of output is delivered by 

the company’s own fleet, with the balance going to selected 

contractors.

“Sealy’s product range is comprehensive with 25 different 

models," says Erasmus. "These incorporate different features 

and comfort levels and are priced accordingly. Sealy has unique 

selling concepts that simplify the process for the sales person 

to effectively sell our products, and for the consumer to choose 

the most suitable model for their specific needs. Our strategy 

is growth – to capture greater market share and improve our 

offering.

“We introduced the ‘No Turn’ mattress in 2005 – the first 

company to advertise that feature in South Africa and it has 

proved to be a winner! The consumer gets a better bed for the 

same money – most of the value on just one side.

“It’s much more durable and consequently, we don’t make 

double-sided mattresses any more. In our top-end products 

we use memory foam and latex, plus aloe vera and bamboo 

ticking. No chip foams, only virgin foams are used.” 

To ensure the Sealy brand maintains its high profile, Erasmus 

ensures a large product representation is displayed on retailers’ 

floors.

“Beds are an 

infrequent or grudge 

purchase, so we 

must be certain that 

consumers have the 

widest choice of our 

products when they 

walk into a store," 

  on unique selling concepts

“Sealy's product range 

is comprehensive, 

with 25 diff erent models”

(Left and right) The first Sealy mattresses were produced at the 

Transvaal Mattress factory situated in Eloff Street Extension.
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says Erasmus. "They must be able to find the comfort of their 

choice. Many consumers actually do research before they buy. 

Research indicates that as many as 77 per cent of consumers 

go into a store with a pre-determined brand of mattress in 

mind and 66 per cent of those buy the brand intended”. 

Contracts division

In addition to its strong consumer presence, Sealy has a 

thriving contracts division which supplies to the hospitality 

market. 

Did the World Cup of 2010 present them with a bonanza?

“There was an increase as general consumers go,” Erasmus 

replies. “The contracts business increased, with many hotels, 

B&Bs and lodges refurbishing in anticipation of the increased 

occupancy. Sealy manufactures similar contracts division 

products to that of our national consumer offering," he 

continues. "As usage is much more robust, the emphasis is on 

durability for the hospitality Industry." 

The contracts division has a separate sales team focusing on 

hotels, lodges, universities and other hospitality institutions. 

"Our growth expectations have always been met,” Erasmus 

states. “We are the number one selling brand worldwide, as is 

the case in South Africa. For 2011, we will achieve a healthy 

double digit growth on last year. We have seldom stagnated 

and are fortunate to have grown most years, even in the market 

slow-down of 2008. Our licensee, Sealy Inc., is very strong and 

our South African operation ensures compliance with their 

standards and terms.

“We are constantly developing concepts which are good 

for the consumer and the retailer. Bedding takes up less floor 

space than most other furniture categories, stock turns are 

good, and return on investment is excellent, being the most 

profitable furniture category. Moreover, it provides a great 

‘sell up’ opportunity – more value for more money, giving the 

consumer the best mattress at a price point they can afford, to 

have the most comfortable, healthy night’s sleep.”

Bravo Group Sleep Products is probably the only bedding 

manufacturer on the continent to boast an ISO 9002 quality 

management system and is proudly a Level 6 BEE-compliant 

company. 

"We sell into many African markets, namely Botswana, 

Namibia, Swaziland, Mozambique, Mauritius, Zambia and 

Zimbabwe," Erasmus adds. 

“In South Africa we supply all the major groups and many 

top independents. To increase our capacity as we grow, a 

3000sqm mezzanine floor has been added to the Johannesburg 

facility. 

"We expect and prepare to continue our fantastic growth.” 

Embrace Pillow Top

Unique selling concepts ensure 
premium brand success
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2011 upholstered furniture trends

It's all about individuality 

MasterGuard+ has been operating 
in the fabric protection industry

for over 20 years. 

MasterGuard+ has been operating in the fabric protection 
industry for over 20 years. We offer the finest fabric protection 
available. With people always on the go these days  the last 

thing they need to worry about is the  appearance of their 
upholstered or leather  furniture, cushions, curtains, etc. 

With our specially formulated fabric protection, 
now you won’t  have to. 

This amazing protection prevents oil and water based  stains 
from penetrating into the upholstery and fabrics, guaranteeing 

ease of cleaning and giving you peace of mind.

Labour costs and market power aside, 

the biggest trump upholstered furniture 

manufacturers have up their sleeve is the 

product itself. 

“If you asked me to name a trend,” 

says Himolla executive partner Karl 

Sommermeyer, “I’d say it’s the desire to 

satisfy more and more individual desires.” 

Systems that offer a multitude of 

possibilities for combining shapes, 

innovative functions and colours continue 

to play an important role in this respect. 

The more conventional segment, says 

Gerhard Vorraber, a director on the board 

of Austrian upholstered furniture company 

Ada (Baierdorf ), is favouring the trend 

colours sand and mud, as well as the 

traditional whites, blacks, browns and 

greys. 

And in addition to ever-popular leather 

covers, sofa manufacturers are using a 

lot of woven fabrics again. This field is 

also providing some important creative 

impetus for the imaginative models of the 

sofa avant-garde. 2011 will see folklore 

looks, rustic shapes and surfaces, models 

styled like computer renderings and the 

dignified elegance of couture sofas with a 

Missoni, metallic or fur effect. 

As for the basic shapes, a lot of 

manufacturers are experimenting with 

organic outlines which, in an ideal world, 

could represent high-volume alternatives 

to the rectilinear interchangeability of 

their cubist relatives. 

Sustainability remains another 

important topic on the upholstered 

furniture manufacturers’ agenda. Whilst 

the occasional sofa can already lay claim 

to decidedly eco-friendly origins and/or 

the right to bear Germany’s “Blue Angel” 

eco-label, most manufacturers are still 

working on ecological strategies. Those 

same strategies could soon become the 

new unique selling point of upholstery 

made in Europe. 

Karl Sommermeyer – multiple 

possibilities.

Lounge Furniture



The theme “Life’s great on a Grafton” is echoed in the recent flighting of 4 different TV ads spread across 
various DSTV channels.  The commercials were cleverly developed to show Grafton Everest as a Lifestyle 
company offering great comfort.  The 15-second ads show a purring cat lying comfortably on a couch, a 
puppy snoring, a father reading a story to his son, and a young couple watching TV.   All are shown in most 
relaxed positions.  From June the TV campaign has been intensified to also feature on M-Net and SATV.

The magazine ad campaign, which begun late last year, is also to be exposed further from September.  Full 
page ads around the Life’s great on a Grafton theme will appear regularly in Fair Lady, Sarie, True Love and 
S.A. Garden & Home.

Life’s great on a Grafton

www.graftoneverest.co.za

Finally Grafton Everest’s current fleet of 17 large truck-and-trailers
have all been branded in full colour, again depicting the

Life’s great on a Grafton story.



New Product Developments...
At a recent Show for Independent Dealers in Gauteng, 14 brand new designs were launched with 
great success.  This is the largest new offering Grafton Everest has presented in one Show for years.  
Orders from Dealers countrywide exceeded all expectations.  Much emphasis was placed on exciting 
fabric combinations, leathers with special effects as well as distinctive styling and, of course, luxurious 
comfort.  Some of the designs are featured on these pages.

Embassy
The Embassy features studded scroll arms and 
an interesting mix of a hardwearing bonded 
leather and co-ordinated chenille fabrics.  
It’s generous sizing is designed for a large 
livingroom. 

Marula
The classical styling of this design is 
reflected in the fabric selection and the 
studded arm facings. The fabric is a thick 
embossed microfibre with an antiqued 
appearance.

Vivaldi
This new design features exceptionally 
large couches and a chair.  It’s decorative 
charm is brought about by the clever 
combinations of co-ordinated fabrics.  An 
ottoman is also  available.  The Vivaldi’s 
features are enhanced by the use of 
thick piping cord along the fronts and 
attractive fringing around the cushions.

Shaka
This is a very largely proportioned high-back 
contemporary design.  It features static 2 and 
3 seaters and an incliner chair.  The deep-
seated foam and fibre-filled back cushions are 
upholstered in Pull-up leather, a high grade 
“special effects” leather which has a natural 
look.





MIFF 2011 achieves record sales in furniture

The Malaysian International Furniture 

Fair (MIFF) 2011 ended on 5 March after 

hosting more than 6500 overseas buyers 

from 140 countries with US$778 million 

sales generated during the five days, 

surpassing last year’s figure of US$755 

million. The annual event is ranked one 

of the top ten world’s leading furniture 

trade fairs. 

Featuring almost 70 per cent of 

Malaysian furniture players, the fair was 

held at the Putra World Trade Centre and 

the Kuala Lumpur Convention Centre, 

and covered an exhibition area of more 

than 75 000 square metres.

The global economic recovery has 

spurred a robust growth in the property 

market, evident in the increased demand 

for office and home furniture at the fair.

Held for the 17th consecutive year, 

MIFF 2011 showcased a wide range of 

furniture from about 500 exhibitors, 

including local and foreign furniture 

makers from countries like China, Hong 

Kong, Indonesia, Taiwan, Thailand, 

Singapore, South Korea, USA, Japan and 

Egypt. The fair received encouraging 

feedback from both exhibitors and 

international buyers, with many 

exhibitors making bookings for larger 

exhibition space next year.

More than half of the international 

buyers were from ASEAN (21.4 per 

cent), Europe (14.5 per cent), Far East 

(13.4 per cent) and the Middle East 

(11.9 per cent). The fair saw a significant 

increase in buyers from the Middle East, 

India and Africa. International buyers 

were encouraged by the high quality 

and competitive pricing of furniture 

showcased at the show.

Overall, exhibitors were pleased with 

the show, which attracted many quality 

buyers. Many exhibitors noted that there 

was a slight decrease in the number of 

buyers compared to last year, but were 

pleasantly surprised by the fast pace 

of negotiation in terms of purchase 

orders and business from non-traditional 

markets.

Participants at the show also felt 

that the true value of MIFF was not 

just “direct sales”, but the opportunity 

for them to meet with their peers to 

exchange information on the growth 

and future trends of the furniture 

industry.

One of the MIFF 2011 highlights 

was the Ideation Award organised for 

the second year, which targets young 

designers from local institutions to come 

up with innovative and creative furniture

design. This year’s competition, 

themed “New Urbanism, Innovation and 

Sustainability”, included prototyping of 

the shortlisted designs. The international 

judges highlighted the higher standard 

of entries as well as the technical advice 

from participating manufacturers who 

produced prototypes of 11 contest 

finalists. The judges also felt that many of 

the final designs possessed commercial 

potential. 

MIFF 2012 will run from 6 to 10 March 

next year. 

IFFS/AFS 2011 bigger and better with great designs

The International Furniture Fair 

Singapore 2011/28th ASEAN Furniture 

Show (IFFS/AFS 2011), Deco Asia 2011 

and Hospitality Asia 2011returned with a 

bigger bang this year. More than 120 000 

pieces of quality furniture products were 

displayed over an impressive expanded 

exhibition space of 70 000 square 

metres, spread across the seven halls of 

Singapore Expo.

The highlights of this year’s fair 

included the expanded D’Space, a 

revamped Deco Asia and the debut of 

Hospitality Asia. Held from 9 to 12 March, 

the exhibition saw a turn out of more 

than 20 000 trade visitors.

“2011 is a watershed year as we 

embark on many new initiatives to 

further improve the show so that it 

continues to be an absolutely essential 

event for the world’s furniture players," 

says SFIC president and IFFS director 

James Goh. "We were glad to see the 

strong support from so many companies, 

including some of the world’s top 

furniture brands. To me, this underscores 

the level of confidence that the furniture 

fraternity has in the show as an effective 

platform for their export business.” 

With 536 exhibitors from 24 countries, 

the fair is set to become the one-stop 

sourcing platform in Asia for the best 

furniture and furnishings from the region 

and the world.

“The show has definitely improved 

over the years. It’s now an important 

show in the Asia circuit with its special 

profile like its focus on design and the 

good concentration of exhibitors from 

around the region," says Mobelmarkt 

editor-in-chief Helmut Merkel, who 

has visited the fair since 2000 as well 

as numerous trade shows around the 

word every year, in places like Las Vegas, 

Istanbul and Cologne. "The fair is well-

organised and structured, and has gone 

beyond beingjust a trade show; it’s now 

an attractive platform for visitors to 

discuss new trends and ideas about the 

furniture design." 

In addition, more than 80 exhibitors 

took part in this year’s Deco Asia, which 

offered buyers a diverse collection 

of quality soft furnishings and home 

accessories to holistically transform the 

look and feel of a home.

“Design innovation, quality 

craftsmanship and timeliness are some 

of the key considerations that help shape 

the directions of the fair. By watching 

market trends, staying relevant to 

changing needs, and with the critical 

support of both exhibitors and visitors, 

IFFS/AFS, together with Deco Asia and 

Hospitality Asia will continue to be an 

important event in the international 

furniture trade calendar,” says IFFS/AFS 

2011 Show Advisory Panel chairman Tony 

Pang. 
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Connecting thousands of electronics industry 
players with global buyers, Asia’s largest spring 
electronics trade fair, the HKTDC Hong Kong 
Electronics Fair (Spring Edition) again spotlighted 
the latest electronics products and technologies 
the region has to offer at the city's Convention and 
Exhibition centre in Wan Chai.

Now in its eighth edition, the 

electronics fair welcomed more than 

2450 exhibitors, including first-time 

participants from Monaco, Sweden and 

Ukraine. 

The fair’s Hall of Fame also returned 

with a premium selection of nearly 

500 leading brands, including Coby, 

Desay, Foryou, Goodway, Hanvon, 

Haier, Lenco, Motorola, Philips and 

Tunbow, which featured the latest 

technology innovations, including digital 

entertainment, home tech, wireless and 

communications, personal electronics 

and accessories. Buyers saw an 

impressive array of top-range electronics 

brands and stylish products.

Tablets the top trend

Seminars covering the hottest industry 

topics featured strongly, with leading 

players and experts in the business 

sharing their insights on product 

development and forecasting market 

potential.

Among these was Consumer 

Electronics Association chief economist 

and director of research Prof Shawn 

Dubravac, who declared 2011 "the story 

of the tablet", owing to the around 150 

different brands on show at the fair.

"During late 2009 we started to see 

e-readers and netbooks move into 

this space, but e-readers tended to 

look more like mobile phones with 

connectivity, and netbooks behaved 

more like computers," he explained. 

"Right in the middle we saw Apple 

launch its tablet – with immediate 

success. January 2010 saw numerous 

tablets launched so quickly that the 

space quickly became crowded and 

competitive. "Worldwide we expect sales 

of around 35 million this year – double 

that of last year – with some forecasts 

going as high as 60 million worldwide."

Emerging market buyers

In 2010 Hong Kong exported 

HK$1,691billion worth of electronics 

products, up 28 per cent over 2009. 

“The fair is ideal for promoting 

technology that can be commercialised 

and for connecting with potential 

partners,” said HKTDC deputy executive 

director Benjamin Chau. "The April fairs 

Shawn Dubravac – all about tablets.

“The April fairs recorded 

a signifi cant growth 

in buyers from 

BRICS countries”

recorded a significant growth in buyers 

from BRICS countries (Brazil, Russia, India 

China and South Africa). 

"The HKTDC has strengthened our 

promotions in these emerging markets, 

inviting more buyers to Hong Kong. 

In this way, we hope local traders may 

have more opportunities to enter these 

markets.” 

Asia's largest Spring Electronics   

Fair Report
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  Fair features latest electronics tech 

Buyers' preferred electronics items at this year's fair

Best sellers
Digital living and multimedia, audio 

visual products, telecom products

Great potential
Electronics accessories, healthcare 

electronics, computers and peripherals, 

home appliances, digital imaging

Rising stars
In-vehicle electronics and navigation 

systems, personal electronics, electronic 

gaming, security products, telecom, 

networking and wireless technology

Fair Report
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Seven charities to benefit from CFA sports day

The Cape annual Furniture and Appliance Sports Day took 

place in March and was once again a resounding success, with 

several charity organisations set to benefit from the wonderful 

generosity of the participating companies. 

These include the Society for the Blind, Alta du Toit Kids 

and Alta du Toit Adults, Vista Nova, Andrew Murray House in 

Wellington, Durbanville Children’s Home and the Red Cross.

Among the competitors who signed up for the various 

sporting events were 32 four-ball golf teams, 20 bowls teams 

and six four-player darts teams.

A touch of celebrity glamour was added to the day with 

the presence of Stormers and Springbok rugby players Schalk 

Burger, Jeanne de Villiers and Werner Greef. 

The day ended with the customary prize giving event, 

which included a delicious buffet dinner. The various furniture 

and appliance companies were really generous with their 

prize contributions for the various sporting event winners, as 

well as the more than 3000 raffle ticket purchasers. Prizes up 

for grabs included dishwashers, chest freezers and microwave 

ovens. 

The Rademeyer & Wesson Auditors golf team: (left) Tertius Basson 

( Talfelberg) , Marius Strydom (R&W), Burton Fourie and Roux van Zyl 

( Tafelberg).

Afritronics’ golf team: (left) Mossie Botha (Ceres Furnishers), Maurice 

Lamb (Afritronics agent), Barry Robinson (Yamaha Audio) and  Avis 

Naidoo ( Afritronics).

Schalk Burger with Tafelberg Furnishers’ Andriëtte Muller (left) and 

Charlene Schoultz (right), who assisted with the day’s proceedings.

The winning darts team: Les Olivier, Victor Smith (both from Shoprite) 

and Ashton Gardner (LG Electronics).

Gallery
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Can growth be sustained?
Consumers are in better shape. That would appear to be the subtext to the results 

generated by the three major retail groups, EHL Holdings (Ellerines), JD Group and 

Lewis stores. We have seen a spike in sales of so-called big ticket items such as furniture, 

appliances and televisions.

The evidence of consumers’ improved economic health is apparent when one 

considers the latest figures released by Lewis, Verimark and JD. Although at the time 

of going to print EHL’s results had not been released we know that this African Bank 

subsidiary has made a profit on furniture sales (not including any finance charges) for 

the first time in many years.

However, we must ask the obvious question, ‘Were there any special circumstances 

which propelled healthier consumer spend, and if so what were they?’ Secondly, we 

must issue a caveat (and this is not to preach ‘doom and gloom’), but we know that 

unemployment remains at unacceptably high levels, and that fuel and electricity  prices 

are continuing  their remorseless rise. And let us not forget the biggest risk to consumer 

spending – food inflation.

Unmistakeably, these are  high-level risks, but what is clear is that the successes 

generated by these key retailers owe as much, if not more, to new strategies which have 

been implemented to adjust to changed economic circumstances.

As an example, in the past few years, Lewis has opened  much smaller  outlets – 40 

last year alone - in high-population trading areas. And this, claims Lewis, has led to sales 

on a par with its bigger stores but with vastly reduced costs. According to the company, 

manpower has been halved but sales remain at big brother store levels. Allied to this 

is its introduction of new merchandise lines twice a year as opposed to once a year 

previously, fewer lines carried in the store, with the  balance available through an online 

catalogue. And then higher credit sales and much improved collections have been the 

icing on the cake.

The higher credit sales indicate a growing demand for credit which, of course, 

indicates rising consumer confidence, but this does conflict to some extent with 

reports that banks are still very wary of loosening the credit purse strings too much. 

Nevertheless job creation remains the key to sustained growth. 

Statistics SA has revealed that March retail sales rose 5.1 per cent year-on-year 

compared to 5.5 per cent in February, and most of that growth has come from sales of 

furniture, appliances and consumer electronics.

But consumers are not rushing in and buying the first product they see on the 

floor. They are looking for value and innovation, and if retailers offer that they will be 

rewarded. As yet no one has factored in the effects of an interest rate hike, expected 

later this year. 

If that leads to lower or non-existent wage hikes, all bets are off. 

Publisher's Comment
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