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Editor

Centenary celebrations,
a conditional go-ahead,
and all about greentailing
Whirlpool Corporation is celebrating its 100th anniversary this year, in every country
where it has a presence. May was South Africa's turn and the company put on an
unforgettable fiery display for its trade partners and the media. Founded on 11
November 1911, Whirlpool's appliance innovations have influenced home and family
life during the last century. Driven by the belief that everyone needs a comfortable
place to call home, Whirlpool continues to focus on improving lives "one family, one
home at a time".
Also celebrating in this issue are Walmart and Massmart, whose proposed merger
finally received the go-ahead from the Competition Tribunal, albeit with certain
conditions attached. As both parties expressed their pleasure at the final outcome,
economic analysts are calling the deal a "win for South African consumers", and one
which will bring considerable opportunities to our country.
This month's feature is all about green retail, or Greentailing, with a bit of an
international flavour. Discover why American consumers are considered the world's
most sceptic environmentalists, and find out how important Green is to retailers right
now.
Also in this issue, forecast trend guru Dave Nemeth explains why South African retail
needs input from design and youth, human behaviour specialist Dr John Demartini
provides nine steps to failsafe selling, and LG gives the lowdown on the nextgeneration technology incorporated in its newly released CINEMA 3D TV.
Until July.
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Whirlpool celebrates a century of achievements in fiery style
For 100 years, achieving great things with character and integrity has set Whirlpool
Corporation apart from the rest. Founded on 11 November 1911the company has become a
world leader in major home appliances, transforming home and family life through time and
labour-saving innovations.
Driven by the belief that everyone needs a comfortable place called
home, Whirlpool is focused on improving lives one home, one family
at a time.
“2011 also marks Whirlpool South Africa’s 15th year in business,
in which we celebrate more than a decade of innovations that
have helped create the modern household – providing products
that meet specific consumer needs,” says Whirlpool CEO Stefan Egli.
“These principles will guide us into the next decade of opportunity
as we build on strong heritage and values to generate growth and
create strong long-term value for our share holders.”
New products launched
At the centenary celebration event, Whirlpool took the opportunity
to showcase its anticipation of the future with a new range of
products that offer an extremely high content of technology,
innovation and design. One of these is the 6th SENSE Powerclean
MAX dishwasher, which ends the period of hand pre-washing,
guaranteeing maximum cleaning performance with minimum effort.
6th SENSE technology also saves resources: the cycle is adjusted
to the level of soil, thereby ensuring a saving of up to 50 per cent
on energy, water and time. Additionally, rotating high-pressure jet
sprays for the toughest stains, and flexible racks to adapt to any load
make the new 6th SENSE Powerclean MAX the ultimate frontier of
dishwashing.
“Whirlpool products are technologically advanced, superior in
design and most importantly, environmentally friendly,” says Egli.
4
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“Our products are predominantely manufactured in most parts of
Europe – Italy, Sweden, Germany, France, Poland and Slovakia.
“Simplicity is a powerful design statement, and our products
personify rigorous yet emotional design, with edge,” he continues.
“Minimal design language represents the result of the brand’s search
for a sleek and elegant style that will delight and engage today's
consumers while providing an easy user experience.”
Sense of responsibility
Whirlpool Corporation supports the community through Habitat for
Humanity, an international charity that offers hope to some of the
world poorest people, giving families in deprived areas the chance
of a safer, more financially secure future. Whirlpool supports this
initiative by donating products and providing manpower support for
building projects.
Sensing the future
The focus for Whirlpool Corporation is through its vision: ‘every
home, everywhere’. “We are well positioned to take advantage of the
ample opportunities that exist through innovation, global growth,
adjacent businesses and employees,” says Egli.
“Achievement alone has no value if it isn’t done the right way
– through an exertion of extraordinary will and uncompromised
principle,” he adds. “This foundation sets the stage for our second
century, a century that holds the promise of new and exciting
opportunities for Whirlpool Corporation.”

Newsline

Caroline Brickell and Brad Buchanan of Dion Wired.

Grant Larson, Fabien Donnoli, Troye Larson and Rodger Wesbrooke of
Larson Industries.

Yassin Sheriff Uddin of Game.

Stefan Heil of Tafelberg Furnishers.

Lukasz Sylwester (Whirlpool) presents new products launched at the
centenary celebrations to trade partners.

Glenda Coertse (Whirlpool) presents new products to trade partners.
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David Hirsch of JD Group (middle) chats to Liana Cronje (left) and
Stefan Egli (right) of Whirlpool.

Craig Reynolds (Whirlpool) in conversation with Suzette Bekker (Hi-Fi
Corporation).

Niel Hadfield and Alec Stylianou of The Cupboard People.
Vinesh Maharaj of Kitchen Studio.

Adrian Louw of House & Home.
6
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Stefan Egli (Whirlpool) chats to Nashvir Rajdew (Lewis).

Newsline

Gary Lindhorst of Makro.

Koketso Lesunyane of Makro.

Phillip Kirby and John Demmerman (Easylife Kitchens).

Allan and Margaret Hirsch and Norman Brassels (Hirsch's).

Tony Jardim and Dave Kelly of Ellerines.

Sugan Naidoo of Whirlpool (right) demonstrates one of the newly
launched products to Sheila Moodley of Pan Global Appliances.

Kevin Lucke (OK Furniture).
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Walmar t-Massmar t merger gets
Eight months after Walmart indicated
its intention to buy a 51 per cent stake
in Massmart for R16.5 billion the South
African Competition Tribunal has
approved the merger and accepted
conditions proposed by the two retailers.
Following some procedural issues
with the JSE, the deal is expected to be
concluded within weeks and Massmart
will not be rebranded as Walmart.
The conditions include the set-up of
a R100 million supplier development
fund, no merger-related retrenchments
for a period of two years, and continued
recognition of SACCAWU (South Africa
Commercial, Catering and Allied Workers
Union) for three years after the merger.
The Competition Tribunal further
acknowledged the undertaking made
by the merging parties that preference

“Massmart will not
be rebranded
as Walmart”

would be given to re-employing the
503 workers that were retrenched in
2010 prior to the announcement of the
proposed merger.
Walmart CEO Doug McMillon says
he is “pleased that the competition
authorities have recognised the benefits
that our investment in Massmart can
deliver. We look forward to creating new
jobs in South Africa, support for the
development of South African exports,
and providing previously underserved
customers and communities with better
prices and increased access to the
products they want and need. All of this
is consistent with the benefits we’ve
delivered to markets around the world.”
Walmart says it intends to provide
Massmart with increased financial stability
and support to continue strengthening
its presence in Africa. The combined
Walmart-Massmart entity is planning
significant new store openings, which will
create thousands of new union jobs in
8
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a conditional nod

Doug McMillon – pleased.

Grant Pattison – planning new store
openings.

South Africa.
Massmart CEO Grant Pattison
comments: “The Massmart management
team welcomes the prospect of
becoming part of the Walmart family
and we will now advance our strategy to
ensure that our financial base is geared to
accelerate growth through the opening
of additional locations, which will provide
more jobs and also career opportunities
for our existing team, while bringing more
outstanding products with lower prices
to our customers. I look forward to the
ongoing support of our loyal customers,
our shareholders and our suppliers.”
Walmart remains intent on sharing
its experiences gained around the
globe to deliver real improvements to
the local supply chain. These benefits
include logistics expertise, inventory
management and better forecasting
models that will help South African
suppliers, as they will be able to compete
better in the global marketplace, and will
also help lower the price of goods for
South Africans.
McMillon adds: “Whenever Walmart
enters a new market it introduces its
global operating belief that being a
responsible global citizen begins with
being a responsible local citizen. Walmart
looks forward to enhancing the already
strong credentials that Massmart has
in South Africa as a responsible and
productive citizen that tirelessly builds
on its relationships with communities,
governments and consumers.”

Win for SA consumers
The approval of the Walmart-Massmart
deal is a win for consumers and brings
with it opportunities, according to
economist Mike Schussler.
"South Africa has more than 32 million
primary consumers who will save money
by the entry of the world's biggest
discounter. For every consumer out there,
Walmart entering and lowering prices will
be a boost.
"In a sense the deal will help the
inflation rate," he adds. "It might not
come down but it will make a bit of a
difference."

“Walmart entering and
lowering prices
will be a boost”

According to Absa Investment analyst
Chris Gilmour, South Africa will be seen as
a good investment destination. "Africa is
becoming flavour of the year in terms of
emerging markets and I'm convinced that
other multinationals will follow."
Gilmour adds that consumers will reap
the benefits in the longer term, which
he says "will be profound –significantly
lower prices and a much greater choice of
products on the shelves."

Newsline

Retail business confidence decli
Business confidence declined in three of
the five sectors making up the RMB/BER
Business Confidence Index (BCI) during
the second quarter of 2011, namely
retail, wholesale and motor trade. The
BCI declined by seven index points from
55 in the first quarter of 2011 to 48 in the
second. Despite the decline, business
confidence remains at a higher level
than during the second half of last year.
In contrast, confidence remained
unchanged in the manufacturing sector
while it increased slightly in the building
sector.

nes in second quar ter

Confidence in the retail sector
declined from 58 to 47 index points
during Q2. In wholesale, confidence
dropped from 65 to 47 while new
vehicle dealer confidence eased from
84 to 76. Lower confidence in the trade
sectors can mainly be attributed to
some weakening in households’ ability
to spend. Wage inflation, while still
running at a comparatively high level, is
moderating, at the same time as rising
energy costs and higher food prices are
fuelling consumer price inflation. As a
result, real growth in compensation is

being squeezed. Simultaneously, job
growth in the non-agricultural private
sector remains sluggish while the uptake
of bank credit has been slow. It may be
that growing fears of prospective higher
interest rates are starting to somewhat
dampen the business mood as well.
In addition to these developments
affecting sentiment (and sales) of new
vehicle dealers, some special factors
were at play in the second quarter.
These include fewer trading days in April
page 14 X

Furniture retailers solidly built
Business models are as good as their
ability to stand up in tough conditions.
In furniture retail none has proved more
resilient than Lewis's unique model,
honed over more than 70 years.
Tests of durable goods credit retailers
don't come much tougher than the
conditions of 2008 and 2009. Lewis came
through with flying colours, its headline
EPS dipping by 7.4 per cent in its year
to March 2009, staying flat in 2009/2010
and rising 21.6 per cent to a new high of
772,4c in 2010/2011.
CEO Johan Enslin attributes Lewis's
resilience in part to its decentralised
model, which rests heavily on a close
relationship between stores and
their customers. "Managers are fully
responsible for their stores, except
for credit granting," says Enslin. "They
are close to the ground and can react
quickly."
Also standing Lewis in good stead was
its focus on lower-income consumers,
many of whom are state or unionised
workers who received good wage
increases during the recession. Customer
loyalty is high, with 55 per cent of sales to
repeat customers.
Lewis's sales of R2.6 billion rank it
as South Africa's third-largest furniture
retailer. Leading the pack is JD Group
(JDG), with furniture contributing
just over half of its total retail sales

of about R12 billion. African Bank's
(Abil) EHL (Ellerine Holdings Limited)
unit ranks second, with retail sales of
about R5 billion, and is Lewis's biggest
competitor in the low-income segment.
JDG has been tested and found badly
wanting. Restructuring was an added
burden and the group's EPS fell for three
consecutive years, from 823,5c in its year
to August 2006 to 251c in 2008/2009,
excluding a tax settlement that left EPS
at 44c. Now recovering, JDG's rolling
12-month EPS were lifted to 361c by a 44
per cent rise at its February 2011 interim
stage.
Operating margin on JDG's furniture
retail operations came in at nine per cent,
compared with Lewis' 16 per cent, while
JDG's financial services unit's 16 per cent
margin was half that of Lewis.
EHL has also had a rough time. Abil's
bold plan when it acquired EHL in late
2007 for R9.85 billion was to double sales
to around R10 billion over the medium
term. Instead, Abil found itself downsizing
EHL in a bid to coax a profit from its retail
operations, which ran up a R223 million
loss in Abil's year to August 2008.
Some success has been achieved; Abil
reported that EHL had reached an eight
per cent retail operating margin on sales
of R2.5 billion in the six months to March
2011. Since the Ellerines debtor book has
been absorbed into Abil's balance sheet,

a full comparison with Lewis or JDG is not
possible.
Though Lewis stands out on all metrics
compared with its larger rivals, it can be
argued that EHL and JDG offer recovery
potential Lewis does not. However,
that an investor wanting furniture retail
exposure would do it through a bank
seems unlikely. And JDG is also far
from being a pure furniture business,
having cash-only operations Incredible
Connection and Hi-Fi Corporation, and
soon to add Steinhoff's motor retail and
building supplies units.
Lewis itself is not sitting back and has
a programme aimed at growing store
numbers by about 120 to almost 700 in
three years. Enslin says new stores are
about 250sqm, roughly half the size of
traditional Lewis stores, but the 26 already
opened are producing rand sales on a par
with their larger counterparts.
Focusing on a single brand, Lewis
also seems to be gaining market share.
Between 2004 and 2009 Lewis grew sales
by 9.1 per cent/year while, according to
research firm Datamonitor, total furniture
sales in South Africa grew at 7.7 per
cent/year.
On a price:earnings ratio of only ten
and offering an attractive 4.7 per cent
dividend yield, Lewis represents solid
value.
Source: Financial Mail
Home Goods Retailer – June 2011
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Retail sector vital to Toshiba marketing strategy
The retail sector has an essential role to play
in increasing Toshiba’s reach in South Africa
and improving the brand’s visibility, the
television and manufacturing company says.
“Toshiba is internationally renowned
as a premium brand that is synonymous
with Japanese quality and reliability,”
declares channel manager Jorge Da Silva.
“A key focus of our marketing strategy has
always been the mass retailer, specifically
Massmart, owing to the company’s large
national footprint. Most of our products are
sold through the group’s Game and Dion
Wired stores, whose customers include the
entry level and upper end market segments
respectively.
“A new market for us is the independent
furniture and appliance retailer, which
attracts an entirely different customer
–one who is interested in more than just

the technical specifications of the product
they’re keen to purchase, but wants to know
more about the extra features it offers and
what sets it apart from its counterparts.”
For example, Da Silva continues, Toshiba
not only manufactures most of its own
notebook ranges, but also carries out
research and development and quality
control in-house. “This is why our products
have one of the lowest failure rates in the
industry – an achievement of which we’re
extremely proud.”
According to Da Silva, selected
independent retail chains in Johannesburg
have been identified as potential outlets for
Toshiba in an expansion effort. “Eventually
we intend to roll out to Durban and the rest
of the country.”
Da Silva says the establishment of
mutually rewarding relationships with both

Jorge Da Silva – independent retailers key.
mass and independent retailers will ensure
that Toshiba’s extensive product range
– from entry level through to mid-range
and premium – will reach all levels of the
consumer market.

Consumer Protection Act 'limited retrospec tively'
The Consumer Protection Act (CPA),
which became fully effective on 1
April, has limited retrospective effect,
according to Maadian Botha, an associate
director dealing with regulatory
compliance in the risk advisory services of
PricewaterhouseCoopers. "The Act has little
to no retrospective impact on marketing
practices, the supply of goods and services,
and transactions and agreements occurring
or concluded before this effective date.
"However, the liability provision in
respect of damage has been in effect for
nearly a year now, since 24 April 2010."
This liability provision applies to damage
caused by goods that were first supplied
to the consumer from 24 April 2010 and
thereafter.
"This means that a producer, importer,
distributor or retailer is liable for harm
caused as a consequence of supplying any
unsafe goods, from a product failure, defect
or hazard in any goods, or inadequate
instructions or warnings on products,"
Botha says.
The consequences that a party may
be liable for include death, injury, illness,
physical damage to property, and
economic loss resulting from the harm.
Also, it is not a requirement that the
harm results from any negligence on the
10
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part of any of the parties in the supply
chain. Furthermore, liability can be joint
and several with other parties in the supply
chain.
Despite its limited pre-April 1
applicability, Botha notes that there are
some specific retrospective provisions in
the CPA, and these relate to aspects of preexisting fixed-term agreements that expire
after 31 March 2013, and pre-existing
loyalty programmes.
The CPA applies to all transactions
occurring in South Africa and to the
promotion of goods or services or the
promotion of the supply of goods or
services in South Africa. It also applies to all
goods and services supplied or performed
in terms of a transaction affected by the
CPA.
Specifically, it regulates franchise
agreements, and includes franchisees
within the definition of a "consumer".
Botha says that most organisations
operating in the supply chain as a
producer, importer, distributor or retailer
of goods, or as a service provider or
marketer, will fall under the auspices of the
CPA – as will foreign suppliers, non-profit
organisations, organs of state in their
capacity as suppliers of goods and services,
clubs, trade unions and franchisors/

franchisees.
He notes that the appropriate training
of client-facing staff is important to ensure
that their interaction with consumers
complies with the CPA and that they are
aware of its requirements. For example,
staff should know the provisions relating to
the implied warranty of quality, and what
should be done when consumers want to
return defective goods within six months
of their delivery.
Botha emphasises the penalties for noncompliance with the CPA. "A CPA offence
can attract a possible fine, or imprisonment
for a period not exceeding 12 months, or
both.
"And there are onerous penalties if
a person is convicted of a breach of
confidence – a fine, or imprisonment for a
period not exceeding ten years, or both."
A breach of confidence occurs when
a person discloses any personal or
confidential information concerning the
affairs of any person, obtained in carrying
out any function in terms of the CPA.
Additionally, the National Consumer
Tribunal may impose administrative fines
for prohibited or required conduct, limited
to the greater of ten per cent of annual
turnover during the preceding financial
year or one million rand."

Newsline

Coricraft revamps Morningvew store, launches sleep offering
Coricraft’s Morningview store in
Morningside, Sandton has been given a
fresh makeover and is now a one-stop
home furnishing destination that boasts
all of the company’s new retail concepts,
Coricraft Sleep Studio and Coricraft
NOW.
In a move that combines the
manufacture and retail influences (all
Coricraft couches are manufactured at
its factory in Cape Town), certain visual
elements of the factory have been
incorporated into the store design. The
revamped store makes use of natural
wood, textured floors and strong
lighting to showcase Coricraft’s range of
products in a ‘contempo-manufacturing’
setting.
Coricraft Sleep Studio offers
customers the opportunity to customise
their bedroom. “Our customers have
for years relished the opportunity to
specify the fabric of their Coricraft
couches,” explains Coricraft director Dave
Jacobson. “We have taken that concept
one step further with the launch of our
Sleep Studio, which provides customers
the same amount of flexibility, choice
and unparalleled value for money as
before, but this time in the bedroom.”
A first in the local market, Coricraft
Sleep Studio allows customers to
personally style their sleep sanctuaries
through a choice of seven bedroom
ranges that include headboards, bed
ends, bases, pedestals, dressers, chests,
drawer units, chairs, ottomans, chaises,
blanket boxes, tables and mattresses.
Customers can choose from slipcovered, fully upholstered or leather
headboards and bases made to order

Coricraft NOW is just one of the new retail concepts launched at the company's newly
revamped store in Morningview, Sandton.
and finished in their choice of fabric or
leather. Complementing this is Coricraft’s
new mattress range, Cori Slumber, which
features a collection of high quality,
affordable mattresses in various sizes.
Coricraft Sleep Studio is available at
a number of selected stores in Gauteng
and the Western Cape.
Accompanying the launch of Sleep
Studio is Coricraft NOW, which allows
customers to pay for selected furniture
and couches and take their chosen
products directly off the store floor
straight into their home.

Says Jacobson: “As a rule we quote
four to six weeks lead time on sofas, but
Coricraft NOW offers instant gratification
– see it today, take delivery today.
The reception has been fantastic and
the intention is to roll out it out to as
many stores as can accommodate the
concept.”
Besides its Cape Town-based
manufacturing facility, Jacobson adds
that Coricraft will soon be opening a
second factory in Johannesburg, which
he says will improve the company’s
logistics significantly.

www.commercialinteriors.co.za
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Driving the Graf ton philosophy
A fleet of 17 vehicles is driving home Grafton Everest’s philosophy
of “Life’s Great on a Grafton”.
The backs of the trailers state "Comfort on the Move" and
two striking visuals complete the campaign: half the fleet with a
small boy sleeping on a Grafton sofa and the other half with a cat
sleeping also on a Grafton sofa. The emphasis of the campaign is
on total comfort, hence "Life's Great".
“We believe that the sizes of the ads are very powerful and
provide the campaign with extra visibility, “ says Jeff Fivelman of
Grafton Everest.

Something on your mind?
Post your comments on our interactive website

E
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Luxury Italian furniture brand comes to South Africa
With more than 140 Chateau d’Ax stores in Italy and a
combined total of over 300 stores worldwide, it was only a
matter of time before this internationally renowned luxury
furniture brand arrived on South African shores.
Founded over 60 years ago, Chateau d’Ax has undergone
a radical transformation both in terms of product design
and market coverage. The product’s distinguished elegant
lines, Italian design and cutting-edge technology, together
with exceptionally high quality, form the cornerstone of this
acclaimed brand.
Chateau d’Ax made its debut with a range offering at the
Geen & Richards store in Woodmead, Johannesburg in May.
Thereafter Chateau d’Ax Italia’s flagship South African store will
open in September.
Joining the migration of other high-end décor and design
brands such as Wetherlys and Hartmann & Keppler to the
Bryanston precinct, the glossy new William Nicol store will
boast over 2000sqm, showcasing exquisitely crafted Italian
furniture that includes hand-crafted collections.
Exciting plans are also afoot to roll out other Chateau d’Ax
outlets across South Africa.
Clients will be able to select from over 300 Italian-made,
exclusive bespoke furniture designs, all of which can be
upholstered in any fabric, micro-fibre or leather, and the
configurations of each piece specified.
Chateau d’Ax Italia’s sofas and chairs boast the highest
quality structure, made by combining artisanal methods and
materials that withstand the strongest resistance. The lifetimeguaranteed frames are reinforced with panels and crafted
from solid beech wood. The sofas and chairs owe much of
their lasting quality and durability to their internal intertwinestrapped elastic webbing. Only the most cutting-edge
methods of manufacture are incorporated.
Three types of filling options are available: Chateauflex
– manufactured from environmentally friendly polyurethane,
soft, flexible non-allergic organic feather filling, or fibre filling,
used primarily to offer lasting soft comfort and support to
the pieces’ kidney and arm areas. Modern, computerised
machinery guarantees precise machining, optimisation of
resources and satisfying a relentlessly demanding order book
timeously.
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LG launches experience store website for all consumer needs
LG Electronics South Africa is offering
consumers more insight into its
products with the launch of a new
website that showcases its two
Xperience stores in Monte Casino,
Fourways and Vodaworld, Midrand.
The new LG Xperience website
(www.lgxperience.co.za) features
regular updates on LG’s latest products
with detailed information on each,
while also offering consumers instant
access to experienced LG employees,
complete with store managers’ names,
store contact details and an interactive
Google map.
Says LG Electronics South Africa
marketing manager Michael Bang: “This
Xperience website, like the Xperience

stores, will give consumers a better
insight into LG’s award-winning and
innovative products.
"The website even offers consumers
the ability to e-mail store managers
with specific product-related queries,
which these trained and experienced
LG employees will respond to almost
immediately.”
Besides detailed product features and
information, the website educates users
on the benefits of LG products.
Current and upcoming in-store
promotions are also featured on the
website, giving consumers another
reason to visit regularly, and avoid
missing out on the various special offers
being run at the LG Xperience Monte

Retail business confidence decli
W

page 9

(due to the many public holidays) and a
shortage of certain makes and models
(given disruptions in the manufacturing
supply chain after the earthquake and
tsunami in Japan).
In contrast to business confidence in
the trade sectors, and following a sharp
jump in the first quarter, confidence
in the manufacturing sector remained
unchanged at 51 index points in the
second quarter. For the first time since
2007, the level of confidence in the
manufacturing sector is above that of
the retail sector. Manufacturers geared
towards the domestic market remain
more upbeat than those focussed
on exports (foreign sales remained
depressed). A universal theme affecting
confidence among manufacturers is the
reality of continued rising input costs.
If it were not for this and the apparent
inability of some manufacturers to
repeat the extent to which they were
able to pass on certain higher costs
(such as electricity) in the form of
higher selling prices in the first quarter,
14
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Casino and LG Vodaworld stores.
Images of in-store events are
uploaded regularly, affording consumers
yet another way to be part of the action
if they make use of the special hands-on
offers in-store and are photographed by
the LG staff.
"Consumers will find the innovative
360-degree virtual tour of the stylish
stores a very handy tool to help them
orientate themselves with the stores’
layout and direct them straight to the
products that will address their needs,"
says Bang.
“It allows consumers to see and
experience the look-and-feel of the
stores before they even leave their
home.”

nes in second quar ter

confidence in all likelihood would have
increased further.
Building confidence increased by
3 index points to a level of 21 in the
second quarter. This is a small increase
that masks a more positive underlying
development. For the first time in more
than a year actual building activity
increased compared with the previous
quarter. That said, although building

“Although the decline
is disappointing,
it is not as bad
as it seems”

activity improved somewhat, work is
still scarce and tendering competition
intense. Profitability, and confidence,
therefore remains impaired.
Bottom line
Although the decline in the RMB/BER
BCI is disappointing, it is not as bad as it

seems.
Firstly, the seven index point decline
follows a huge increase in the first
quarter and represents a blip in an
otherwise rising trend in business
confidence.
Secondly, not all retailers saw a
decline in confidence; the business
mood among retailers of semi-durable
goods improved sharply, while
confidence among retailers of durable
goods was never going to sustain
the high levels recorded earlier in the
business cycle upswing. In addition,
sentiment among new vehicle dealers
was partially affected by temporary
special factors.
Thirdly, the fact that confidence in
the manufacturing sector did not fall is
not only encouraging in itself, but it is
also suggestive of this sector starting
to contribute more to the broader
economic recovery.
All told, while the second quarter
decline in the RMB/BER BCI signals that
the strong growth in real GDP recorded
in the first quarter was not sustained, the
results are consistent with the economic
upswing remaining intact.

Newsline International

Manufac turing leaders turn to Ch

China has topped a list of countries
considered most important to industrial
manufacturers for economic growth,
according to a new report by PwC.
The findings are from PwC's Growth
Reimagined: Industrial Manufacturing
Survey (IM), a sector cut of the 14th PwC
Global CEO Survey launched earlier this
year. Over 1 200 business leaders and
manufacturers from 69 countries took part
in the initial survey (including 76 industrial
manufacturers across 30 countries).
When asked by PwC, which countries
do you consider most important for
growth over the next three years, China
scored top with 58 per cent, followed by
India with 32 per cent, then USA, Brazil,
Germany, Russia and UK with eight per
cent. Of the 59 countries featured in the
list, 27 scored zero.
Customer demand, uncertainty over
economic growth and concerns over a
rapidly shrinking talent pool are the top
three concerns of business leaders.

ina, India to boost economic grow

Looking ahead, emerging markets will
be a key source for new talent pools, the
report says, although mature markets will
still play a big part.
PwC global industrial products leader
Graeme Billings says: "The war for talent

“Looking ahead,
emerging markets
will be a key source
for new talent pools”

is particularly acute in rapidly emerging
markets. Many businesses are therefore
stepping up the overseas deployment
of key employees. The number of
international assignments among
multinationals has increased 25 per cent
over the past decade, and PwC predicts

th

that will grow by another 50 per cent over
the next ten years."
As the world economy is still recovering
from the worst economic crisis in 75
years, leaders polled expect recovery
to come out of emerging markets of
Latin America and Asia, particularly
China. Other trends in the IM report
show that manufacturers are directing
more focus towards customers and on
innovation opportunities as part of their
growth plans. In addition, 43 per cent of
industrial manufacturers are increasing
their commitment to innovation and
safeguarding intellectual property
compared to just 33 per cent of CEOs in
the overall sample.
When asked about innovation, 70 per
cent of the 76 manufacturing leaders
said environmentally produced products
would be an important part of their
strategy, and 56 per cent do not believe
government assistance will play any part
in boosting their innovation output.

Samsung sets its eyes on Africa market
NAIROBI, KENYA: At the Samsung Africa
Regional Forum held in May, Samsung
announced its Africa business regional
strategy in which it aims to take the
African market by storm through
innovations in internet-connected
television, consumer-inspired digital
cameras and mobile technology.
"Through our Samsung Blue Project, we
intend to become a US$10 billion region
by 2015, growing the market to the size of
China's," says Samsung Electronics Africa
president Kwang Kee Park.
"While these goals are aggressive,
they are the result of a strategy that,
like our corporate social responsibility
programmes, are built in Africa, for Africa."
In 2010 Samsung's revenue from
its Africa operations grew by 31 per
cent (US$1.23 billion), contributing to
the company's US$135.8 billion global
revenue.
Samsung's strategy is to develop the

local industry further by establishing
further knock-down plants. Currently
there are plants in Sudan, South Africa,
Nigeria, Ethiopia and Senegal.
Additionally, Park highlighted the
company's plans to broaden sales and
marketing strategies.
In 2011 and beyond, Samsung will
focus much of its marketing dollars on
30 cities in 14 countries, developing
customised messages that will connect
with the African people and support its
global and regional products.
Rapid transformation in Africa
Africa has been witnessing rapid
transformation over the past five years,
from an area of seemingly low potential,
to one of great opportunity and
economic growth.
After India and China, Africa has the
next one billion people ready to enter
into the global marketplace.

African countries are pulling
investment from the World Bank, USAID,
the United Nations, and other non-profit
organisations at a rate of almost US$70
billion per year.
Another key area for the Samsung
brand in elevating its commitment to
the African continent is through creating
differentiated customer experiences and
service levels.
Samsung has around 200 brand-stores,
100 shop in shops, 100 mobile plazas and
ten IT solutions centres.
The Samsung 2011 Africa Forum also
featured an exhibition zone called Built
for Africa, which showcased products
tailored for the Africa market.
Among items on display were smart
mobile devices, where attendees explored
Samsung's new class of Android-based
smart phones, and tablets in the Galaxy
family line.
Source: Management
Home Goods Retailer – June 2011

15

Newsline International

Good start to the year for German
NUREMBERG, GERMANY: With a year-onyear increase of six per cent and a total
sales volume of EUR12.7 billion in the
first three months of 2011, Germany is
continuing the growth recorded in 2010
and the market for technical consumer
goods remains in good shape.
Positive developments in the areas of
information technology and small and
major domestic appliances are providing
a broad basis for growth, although sales
in the consumer electronics segment
were not able to maintain their level in
terms of value.
Information technology up
Impressive sales of 16.8 per cent in the
IT segment has resulted in a total market
volume of EUR 4.5 billion.
Communication devices and HDDdrives were responsible for around a
quarter of all IT sales in the first quarter.
Although webbooks initially only
recorded a comparatively modest singledigit share of overall sales, their current
growth rates are outstripping all other
product groups. Currently, the IT market
is beginning to see a shift towards
innovative products.
Notebooks remain the most important
source of revenue compared with

“Energy efficiency,
functionality and design
will be growth drivers for
major domestic appliances”

the first quarter of 2010. They again
recorded double-digit sales growth. The
continuing trend towards mobility is also
reflected in the success of new products
such as e-readers, mobile internet
devices and tablet PCs.
In the components segment, data
communications devices and the storage
market (above all internal and external
hard drives) are making a particularly
strong contribution to the overall
positive development.
Despite the somewhat uncertain global
16
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technical consumer go ods

environment and the recent slight
dampening of consumer sentiment in
Germany, sales in the IT market remained
at a high level in the first quarter of 2011.
Since the number of IT products per
household is increasing significantly, GfK
expects further growth for this segment.
MDA: pleasing sales
Having recorded only moderate growth
recently, the market for major domestic
appliances has had a successful start to
2011, with a year-on-year increase of 6.4
per cent. This is the third strongest sector
monitored by GfK Germany, recording
revenue of around EUR1.9 billion in the
first three months of the year.
With the exception of freezers, where
sales continue to be under pressure, all
product groups are contributing to this
growth. Cooker hoods in particular are
driving the positive development, as
they are profiting from the continuing
trend in favour of high quality and
design-oriented kitchen equipment.
There is once again a markedly
positive overall trend for major domestic
appliances, not least because of the
ongoing demand for energy-efficient
products. GfK believes that, in addition
to energy efficiency, functionality and
design will also be growth drivers for
major domestic appliances in future.
SDAs: sustained positive development
The market for small domestic appliances
continues to record solid growth.
Compared with the first three months of
2010, sales in the current year are up by
six per cent.
Personal care products and kitchen
appliances are providing the strongest
stimulus, with food processors and stand
mixers showing particularly positive
development. The latter are benefiting
from the increasing demand for highquality products.
For hot beverage makers, which are
the most important segment in terms of
sales value, a divided picture emerges.
While espresso capsule systems are
making a significant contribution to
growth and fully automatic machines
are maintaining stable sales figures, sales
of traditional filter coffee machines are

declining. In the personal care category,
the main positive stimulus is provided by
dental products, primarily high quality
electric toothbrushes.
Conversely, there is a slightly negative
trend in the important cylinder vacuum
cleaner segment – sales are declining in
the lower price categories in particular.
This is partially offset by increased
demand for robot, general and handheld vacuum cleaners, whose growth is
primarily attributable to new products
and competitors, as well as to the

“High-grade equipment and
the quality of the models are
often key factors in consumers'
purchase decisions”

positive development in the segment of
high-quality battery-powered devices.
The huge variety of products and
suppliers has compensated for declines
in some areas. It is evident in numerous
product groups that although many
consumers are not necessarily making
purchases more often, the amount they
are spending on new acquisitions is
increasing. High-grade equipment and
the quality of the models are often key
factors in consumers' purchase decisions.
CE: moderate decline
The consumer electronics market
experienced a sales decrease of 2.2
per cent in the first quarter of 2011 in
comparison with the first three months
of 2010.
The sustained pricing pressure
in this industry is taking its toll and
counteracting the positive sales
development. In addition, individual
product groups are increasingly saturated.
This applies, for example, to LCD TVs,
which are the growth drivers in the
consumer electronics segment.
The comparatively young product
groups of portable audio and navigation
devices are also coming under pressure.
However, high-priced products with

Newsline International

Osram sues Samsung, LG for alleged
LED patent violations
mobile access to information such as
traffic, flight and weather data or to the
Google search function are enjoying
very positive growth. This shows that
high-grade products and features that
give the consumer visible added value
remain in demand.
Overall, it will be more important
than ever this year to create additional
purchase incentives in the area of
consumer electronics. In this TV
segment, which is by far the most
important in terms of sales value,
there are some very promising areas of
potential. Despite digital convergence,
the TV set is still the "media centre" in
private households with continuous
high usage over the years. The TV
market is receiving positive stimuli
from the desire for large screens, and in
addition, GfK believes that 3D TVs will
experience a noticeable surge this year,
which will also give a boost to sales
of 3D Blu-ray players and 3D home
theatre systems.

“The propensity to buy
has so far maintained
its good level”

Market in good shape
Rising prices, the Fukushima nuclear
reactor disaster and political unrest in
North Africa and the Middle East are
currently all weighing on the general
economic conditions.
Although consumer sentiment
has recently dampened slightly as a
result, the propensity to buy has so far
maintained its good level.
German consumers, who have
become the "optimists of Europe"
in their attitudes to consumption,
also continue to view the domestic
economy as being on the ascent.
For 2011, GfK is therefore expecting
an increase in the expenditure of
private households.

FRANKFURT, GERMANY: German lighting
company Osram, which is owned by
industrial giant Siemens, has filed suit
against Samsung and LG of Korea for patent
violations.
Osram filed complaints in Germany and
the US in connection with alleged violations
regarding patents for light emitting diode
(LED) technology.
At the time of HGR going to press the
company said it planned to file another
against LG in China.
"Osram stresses that Samsung and LG

group companies infringe its patents on
white and surface-mountable LEDs in the
US, Germany and as far as LG is concerned,
in Japan and China," the company said in a
statement.
LEDs are a key component for television
and computer screens.
Osram is seeking a court order "to prevent
Samsung and LG from importing and selling
infringing LEDs and products containing
these LEDs," the statement continued.
The company also seeks compensation
from the Korean groups.

UK consumer confidence lifts in May
LONDON, UK: The GfK NOP Consumer
Confidence Index increased ten points in
May to -21, with rises seen across all five
measures.
GfK NOP social research managing
director Nick Moon comments: "We have
seen an almost unprecedented jump
in consumer confidence. May's figures
show the second largest rise ever – only
May 1993 was higher, when it improved
by 12 points. In the 449 months that
the index has been running, singlemonth movement on this scale – either
up or down – has only occurred on ten
occasions.
"But before the businesses celebrate,
it should be pointed out that this is just
one month's figure and it is far too early
to know whether this could be the start of
an upward trend. We are improving from
a rock bottom position and consumer
confidence is still deeply in the negative.
"So, whether the current spring in
consumers' step is due to the feel-good
factor of the Royal wedding and a doublewhammy of sunny bank holidays, or to
the recent let-up in negative reporting
about the state of the economy, we are
not out of the woods."

measures increased. The annual moving
average dropped one point to -23.

Consumer confidence measures
The overall index score increased ten
points to -21 in May, three points lower
than the same time last year. All five

Savings index
The 'now is a good time to save' index,
increased seven points to -1, which is four
points higher than May 2010.

Personal financial situation
The index measuring changes in personal
finances between May 2010 and May
2011 increased five points to -18; this is
five points lower than the same time last
year.
The forecast for personal finances
over the next 12 months increased by 11
points, at -3; this is the same level as May
2010.
General economic situation
The measure for the general economic
situation of the country between May
2010 and May 2011 increased by 13
points to -44; one point higher than the
same time last year.
An expectation for the general
economic situation over the next 12
months increased by 15 points to -15, six
points lower than May 2010.
Climate for major purchases
The major purchases measure increased
by five points to -26, which is five points
lower than the same time last year.
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Sony polishes image with PlayStation Vita, 3D games
LOS ANGELES, US: Sony introduced its
new-generation PlayStation Vita gaming
handset and blockbuster 3D console titles
as it sought to shake off the stigma of
cyber attacks on its system.
The Japanese entertainment giant
recently turned the Los Angeles sports
arena into a music and videogame megahub starring exciting new game play and
hardware on the eve of the opening of a
premier Electronic Entertainment Expo (E3).
"This is not the first time I've come onto
the stage at E3 with an elephant in the
room," Sony Computer Entertainment of
America chief executive Jack Tretton told
the 6 000 people packed into the arena.
He apologised to people who use the
PlayStation Network (PSN) to connect to
games, films, and music online through
PlayStation 3 (PS3) videogame consoles.
PSN was shut down after hackers broke in
and looted user data. Sony brought the
system back online gradually the week
before E3 after hardening its defenses.
Tretton thanked PS3 fans for their loyalty,
saying the level of online traffic at PSN was
already more than 90 per cent of what it
was before the disruption and that console
sales had jumped.
Focus on the future
Sony executives got apologies out of the
way quickly and focused on a lineup of

videogames packed with vivid 3D titles
such as the next instalment of the beloved
"Drake's Fortune: Uncharted" franchise.
"Our commitment to 3D is unwavering,"
Tretton said, noting that Sony would soon
boast more than 100 titles in the format,
including a collector edition of "God of
War" titles.
In a bid to make 3D more ubiquitous,
Sony will release a 24-inch (61 cm) display
for the format bundled with special glasses,
an HDMI cable, and a copy of the coming
"Resistance 3" videogame at a package
price of $500.The components will also be
sold separately.
Tretton boasted that the accompanying
3D glasses would accomplish the
unprecedented feat of letting two people
play a game together on a shared display
but each see only their setting without any
"split-screen".
Sony expands its appeal
Sony expanded the appeal of its Move
motion-sensing PS3 controls with an
array of sophisticated titles, including
basketball, shooters, and a coming version
of "Bioshock" tailored for the devices.
Sony's Kazuo Hirai introduced
the PlayStation Vita successor to the
PlayStation Portable handheld device.
"Vita was chosen because it is Latin for
'life', Hirai said, explaining the gadgets are

US retail sales in May post first dr
WASHINGTON, US: US retail sales fell
in May for the first time in 11 months
as receipts at auto dealers dropped
sharply and other spending softened,
suggesting economic activity continues
to slow.
Retail sales slipped 0.2 per
cent, according to the Commerce
Department, after a 0.3 per cent rise in
April.
Economists had expected retail sales
to fall 0.4 per cent. The economy started
the year on a soft note beset by bad
weather and rising oil prices.
A raft of surprisingly weak data
18
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designed to "blur the line" between game
life and real life with augmented reality and
other features.
A PS Vita model that connects to the
Internet only using Wi-Fi will be priced
at $249, while a version of the gadget
featuring 3G connectivity to telecom data
services will be priced at $299.
PS Vita is to launch in Japan, Europe and
the US by the end of the year.
PS Vita featured a five-inch (12.7 cm)
multitouch OLED screen with a touch
control pad on the back for "touch, grab,
trace, push and pull" finger motions. The
handset also had front and rear facing
cameras.
PS Vita also had a pair of console-like
toggles for playing fighter, shooter, and
action games. Demonstrations included
rich graphics and dramatic play in
Uncharted Golden Abyss.
Pre-installed software will tell PS Vita
users when others with the gadget are in
the vicinity for "location-based" gaming. A
"Party" application will let players chat with
one another using voice or text during
games.
Hirai acknowledged that PS Vita is
launching at a time when smartphones are
becoming increasingly popular gaming
gadgets but was confident that the
new-generation portable would win over
players.

op in 11 months

recently has shown the lull in activity
extending well into the second quarter,
with the slowdown exacerbated by
supply chain disruptions after Japan's
earthquake in March.
A separate report from the Labor
Department showed producer prices
rose 0.2 per cent in May, braking sharply
from April's 0.8 per cent increase.
"The US retail sales data... will
not change the impression of some
meaningful slowing in underlying
consumer spending in Q2," says
Deutsche Bank Securities' Alan Ruskin.
The slowdown in economic activity

comes at a time when there are few
options for further monetary or fiscal
stimulus. The Federal Reserve concluded
its $600 billion government bond
programme at the end of the month and
policymakers, who have faced intense
criticism for risking inflation, have set the
bar very high for a new programme.
Reports from retailers underscored
recent consumer reticence. The biggest
US consumer electronics chain, Best
Buy Co Inc , reported its fourth straight
quarter of same-store sales declines on
weak demand for televisions.
Source: Econimic Times

Talking Points

Retail needs youth ,
design input
While there seems to be an optimism amongst local consumers, retailers in general
seem to be in a state of panic and confusion, with many putting holds on marketing
budgets due to conventional methods simply not giving the returns they used to,
declares trend forecaster Dave Nemeth.
Some have half-heartedly tried to embrace
social media, he says, but simply seem to be
out their depth in this area, or are using a
company that doesn't fully understand their
customers.
"I have previously stated how
international competitors are about to
pounce upon our shores and consume
market share, due to outdated business
models and rigid red tape," Nemeth
continues. "Most retailers are also sitting
with outdated overstock situations from the
period of doom, which means they have
insufficient OTB (open-to-buy) to buy fresh
and exciting stock. This is most evident in
the furniture sector."
"The big problem lies in the fact that
many of these retailers believed that
increased market share could quickly be
achieved by increasing their footprint.
However, looking at certain financials it
can be seen that some of the big players
are trading down on last year whilst
substantially increasing their stores.
"With big international players and even
medium and small ones looking to enter,
and with current models and in many cases
current decision-makers, they certainly
should be in a state of panic," Nemeth points

out.
"What many are failing to realise is that
over and above the international threat,
smaller independent stores, who understand
their customers, provide a superior shopping
experience and unmatched service, will also
eat into their market share. In my years of
retail, small independents were never seen
as a threat, but this is about to change."
Retail all over the world is facing
pressure, Nemeth continues. "Not only

“Small independents were
never seen as a threat,
but this is about
to change”

are international brands entering the
local market because of opportunity,
but in some cases because they have to
increase their footprint into other countries
due to downward trading in theirs. With
this in mind, top retailers here should
be collaborating with various industries
to be innovative enough to 'leapfrog'

the competition and expand into other
continents."
The other major problem Nemeth has
identified in retail is the "lack of fresh
young blood within executive ranks from
outside industries, as well as the inability
to effectively consult with external thought
leaders.
"Most executives have spent their entire
careers in retail, working their way up from
store level all the way through the ranks. It is
for this reason that there is so much red tape
which causes the inflexibility to speedily try
something new or totally change direction,
for instance, in a certain product category.
Further to this there is a huge skills shortage
of buyers and planners."
Nemeth proposes consultation with local
designers, students, artists and tech geeks.
"If retailers want to survive, they have to
really look at their top ranks as well as their
current business models and quickly start
changing the nature of the game.
"The playing field is levelling out.
Those who change the face of retail by
understanding the consumer, embracing
technology and understanding the youth
and the importance of design within their
organisation, will win."

Dave Nemeth completed a national diploma in interior design at Wits Technikon and has been in the
industry for the past 17 years, travelling extensively. He was a furniture buyer for one of the largest groups
in South Africa and then moved on to head up trend forecasting for the homewares division. More recently
he was the merchandise executive/director for one of South Africa's leading upmarket furniture stores,
also overseeing the marketing and overall merchandising. Nemeth currently produces the only dedicated
interiors and décor trend report in southern Africa, which is endorsed by the IID (Institute of Interior Design
professionals). He also consults to various brands and international companies, providing services such as
the creation of in-house brands, private labels, as well as new and fresh business models for interior-related
industries and the retail sector.
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Greentailing

American consumers lead the world in environmental scepticism
Consumers globally exhibit different
attitudes and behaviours on green living
in five distinct population segments and
research shows that the US is one of the
more environmentally cynical nations in the
world.
Only 62 per cent of the population
believes that environmental pollution is
a serious issue, according to the findings
from the new Green Gauge Global report
from GfK Roper Consulting, a division of GfK
Custom Research North America. The report
ranks the US 24th out of 25 markets around
the world – close to dead last.
The report, which examines the green
habits of 36 000 consumers in 25 countries
worldwide, found that American consumers
are also sceptical about the cost and efficacy
of green products and their impact on the
environment. Approximately two in three
Americans perceive green products to be
too costly and one-third believes they don't
work as well as "regular" products.
In the US, these numbers also represent a

dramatic increase from just two years ago.
Go greener, but cheaply
"Marketers in the US and around the world
are being challenged by consumers to
produce better green products that don't
cost too much," says GfK Roper Green Gauge
study director Timothy Kenyon. "To this
end, marketers need to be cognisant of the
distinctive perceptions and attitudes about
green products in order to convey these
products as a smart, pragmatic purchase."
The report also identifies five distinct
groups of environmental consumers,
ranging from the critical, "Jaded" category,
who tend to exhibit the least concern about
the environment, to the "Green inDeed,"
consumers who are not only green in their
lifestyles, but advocate for others to become
environmentally responsible as well.
Between these segments lie the "Carbon
Cultured" consumers who are concerned
about the environment, yet their green
behaviours tend to lag a bit, as well as the

status-seeking "Glamour Greens." "Green
in Need" consumers have the desire, but
lack the means to be environmentally
responsible.
"Our report discusses the unique
elements of each of these population
segments, and provides actionable strategies
for developing green marketing campaigns
and tailored customer communications in
every region across the globe," says Kenyon.
"Now more than ever, there is no one-sizefits-all approach to reach those consumers
worldwide who embrace green behaviours
compared to others who are less passionate
about the environment."
As consumer perceptions of green
products continue to evolve globally,
marketers should keep in mind that not
every consumer is out to change the
world one purchase at a time. However, by
understanding the varying green attitudes
and behaviours globally, marketers can more
effectively tailor their communications and
strategies to reach their target audiences.

Greentailing

Up to 50% savings with Whirlpool

Whirlpool's commitment to environmental
protection and natural resource efficiency
began more than 30 years ago with
the development of the Whirlpool
Environmental Strategy, which incorporates
Whirlpool's 6th SENSE technology, and
makes energy and water efficiency a reality.
With the use of built-in sensors to sense,
adapt and control the functions of Whirlpool
appliances, a saving of up to 50 per cent on
time, water and energy can be achieved on
selected models.
“In our dishwashers, for example, the
6th SENSE sensors detect the amount of
dirt on the dishes and adapt the amount of
water and electricity required to complete
the cleaning process,” explains Whirlpool
marketing manager Lukasz Sylvester. “The
results are exceptional.”
“Compared to machines without 6th
SENSE, the Whirlpool 6th SENSE dishwasher
can save up to 50 per cent on time,
water and energy,” he continues. “These
dishwashers do not need a Half Load

eco-friendly appliances

function as the machine automatically ends
the cleaning cycle once no more dirt can be
detected.
Sylvester points out that washing dishes
in a dishwasher uses far less water than
washing by hand. “In studies conducted
by Whirlpool in Europe, the average water
consumption when washing a 12 placesetting is 50 litres. The average water
consumption in a Whirlpool 6th SENSE
dishwasher is as little as 11 litres.
“Additionally, energy consumption on the
Whirlpool 6th SENSE dishwasher is less than
one kilowatt per hour and as little as six litres
of water can be used to complete a cleaning
cycle.”

Energy rating is very
important on appliances.
Whirlpool dishwashers are
AAA-rated:
A = Energy efficiency
A = Cleaning performance
A = Drying performance
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How important is green to retailers right now?
Recent conversations with different vendors
reveal that they are becoming increasingly
frustrated by how (or why) they should
incorporate environmental sustainability into
their messaging to retailers, this according
to US-based Retail Systems Research (RSR)
managing partner Steve Rowen.
“They know we’ve been conducting
research on the topic for quite some
time, and they want to gauge how much
attention we think they should be giving it.
No matter the vendor’s wares, the measure
of this frustration comes down to a simple
question: ‘When are retailers going to start
spending money on eco-friendly solutions?’”
The answer, says Rowen, is quite simple:
“They already have. The problem is that only
a few vendors have yet seen the reward.
And here’s why: the out-of-control oil prices
of 2008 were exactly enough to spark – or
scare – retailers into evaluating their energy
use, even after prices normalised. The result
has been a widespread adoption of in-store
energy reduction solutions. By 2010, almost
all of the best-performing and the majority
of average retailers have incorporated
energy management solutions within
their stores, they like the savings they’ve
seen, and are now eyeing their next logical

battlefronts.
“What leads to us getting the question so
often, however, is that most technologists
in our eco-system are not going to market
with remote-access energy management
solutions. As a result, their unique segment
has yet to see any real green impact. Or
so it would seem. To most, environmental
messaging is something they tried a
while back, a tactic that didn’t provide
any noticeable sales uplift, and as a result,
sits on a backburner until more genuine
opportunity arrives.”
Rowen warns that this is not the most
effective tack to take. “To paraphrase
my partner, Paula Rosenblum, just a few
years ago, when RSR was preaching the
importance of technologists’ need to
stress solutions that effectively handle
the customer’s impending cross-channel
behaviors, we had a hard time getting an
audience. A very hard time. Today, the topic
attracts listeners everywhere it is spoken – at
conferences, on webinars, and certainly in
IT sales.
“Green is at that inflection point right
now,” Rowen continues. “While technologists
struggle to see any immediate impact,
retailers see it as a concept that makes good

business sense at a rapidly growing rate.”
Interestingly, he notes, retailers seem as
frustrated with customers as vendors are
with them. “Most retailers have not seen
enough evidence that consumers are willing
to trade up for more expensive, greener
products. As a result, their focus has become
even further honed on internal savings,
processes, and systems.
“Leading us even more wholeheartedly to
the following conclusion: that green will be
the next frontier. Like mobile, it will not be
a standalone ‘entrée’, but instead, become a
critical ‘ingredient’ to every retail technology
purchase.
“Retailers love the savings their energy
management solutions are bringing them,
and soon they will want more,” Rowen says.
“While the supply chain would seem a
logical next step, absent a private label line,
it remains one that only the most powerful
retailers will be able to fully leverage.
“The next area where retailers will
focus their green vision will be the overall
efficiency brought by their everyday IT
solutions. Our response to solution providers
is that if they are not emphasising efficiency
today, they may be playing catch up in the
near future.”

Greener, more cost-effective document printing
For consumers looking for a low-cost laser
to sit unobtrusively in their home or small
office, the HP LaserJet Pro P1102W fits the
bill perfectly.
“The HP LaserJet Pro P1102W is the ideal
personal monochrome laser printer,” says
Axis product manager HP printers and
desktops Ravi Perumal. "It's small and light,
fast, and delivers relatively high-quality
output across the board.
"It is also more cost-effective than its
predecessor, while offering improved speed
and output quality.
Additionally, it offers wi-fi connectivity as
standard, making for easy sharing with users.
Designed for home or small office users
who want an affordable printer, the HP
LaserJet printer helps save energy and
resources with instant-on technology
and industry-first HP auto-on/auto-off
technology, which turns the printer on when
needed, and off when not.
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Instant-on technology, which enables the
user to produce the first page faster when
the printer is coming out of auto-off mode,
reduces energy usage by up to 50 per cent.
"Users can print only the web content
they need with HP smart web printing,
thereby reducing the amount of paper
wasted," Perumal adds.
It's also possible to get up and running
quickly and easily right out of the box
with the industry-first HP smart install
Technology.
"Begin printing in as little as two minutes
by simply connecting a netbook, notebook
or desktop PC to the printer with a USB cable
and installation will begin automatically – no
CD required," Perumal explains.
"An easy-to-use intuitive control panel
helps to set up and start printing right away.
Users will also receive consistent results with
original HP cartridges and can easily reorder
with HP SureSupply.

With the HP LaserJet Pro P1102W
professional black-and-white documents
with bold, crisp text and sharp images can
be printed – affordably.
HP FastRes 1200 produces smaller print
files, crisp text, even tones and smooth
graphics. Print at up to 19 ppm letter/18
ppm A4 with a first page out in as fast as 8.5
seconds.
Print on a wide variety of media – card
stock, transparencies and paper up to legal
size – using the 150-sheet paper tray and
ten-sheet priority input slot.
Users can print from virtually anywhere
in their home or office by networking the
printer without extra cables using 802.11
b/g wireless networking.
“The HP LaserJet Pro P1102W is
an affordable printer that can create
professional documents that make a
statement for any business, while keeping its
bottom line in check,” says Perumal.

Customer Matters

9
steps to
failsafe
selling
Nothing gets done in this
world without selling.
Human behaviour specialist
Dr John Demartini has a
failsafe nine-step process
which, he says, gets
sales every time.

"Follow this method step-by-step and
you will get a yes, but if you miss a step,
you'll get a no."

1 Greet and introduce
The first step in sales is to introduce
yourself properly. Let people know who
you are and briefly what you do.
Then, always ask a question. Sales
are about what clients or customers
need, not what you can sell them. The
key throughout this process is to ask
questions. To sell is not to tell.
If you start by telling a client about
24
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your product, you're trying to make him
or her do something that you want.
This does not plug into the client's
motivation, which is to gratify his or her
own values.

2 Create rapport
The next step is to establish common
ground. People tend to forget the
elementary stuff. Ask questions until you
find common threads.
The point of this exercise is not to
hurry a sale, but rather to establish a
platform on which to build a relation-

ship. People tend to be sceptical until
you find commonalities. If you can find
something that connects the two of
you, you stop being a stranger.
Ask them about their interests, try
to find people you know in common,
places you have both been to, what
they do, their goals and needs. If you
can establish similarities, they will open
to you. That's when people see that you
care. You can't effectively sell to people
who don't feel cared about.
Remember this tip: if you go in high
and arrogant, your client will bring you

Customer Matters

down. If you go in low and humble,
they'll lift you up.

3 Establish needs
Next, find out what the client's
needs are. This is the most important
component of the process. It's all about
data collecting. The more needs you can
establish, the easier the selling process
will be. If what you are trying to sell to
them does not speak to one of their
needs, why would they buy from you?
Where people blow it in sales is they
want to talk about the product. Again,
ask, don't tell. You need to find out what
is going to make a client buy. Ask the
right questions and they will tell you
about their voids or concerns.
Walter Haley of K-Mart says that
you need to establish as many needs
as possible. Don't stop until you have
a minimum of five to seven needs,
motives or voids that the clients want
to fill. Until they are asking you to help
them, you haven't established enough
needs.
The aim is to get to the point at
which the client wants to know more
about what you can offer them.

needs, you will undermine the potential
referrals that the client might still give
you. Don't make them resent you.
Either find a way to give them a
product that matches or you can simply
loop back to step three and establish
a new or different set of needs. Their
needs must be congruent with the
product or service or they will not be
satisfied.
At this point, to make a sale, you have
to be clear about your intentions. Admit
that you want to do business. Let them
see that you're interested. The solution,
as always, must be a win-win. Help them

“Listening to the client
is central and
preparation and product
knowledge will be
key to success”
to get what they want, and you'll get
what you want. Either they'll come back
to you. or they'll refer you to someone
who needs what you're offering.

6 Handle objections

Haley points out that, up until this stage,
all you have done so far is ask questions
– you still haven't made a single
statement, making it feel like the client
is doing all the talking, is in control of
the conversation and making all the
decisions.
However, it is you, the sales
person, who is actually directing the
conversation by probing.
Now summarise your client's needs,
as it's vital to show that you have
properly understood them. When you
have their confirmation, then you can
make an offer.

This stage is inversely proportional to
how well you established their needs.
Objections are symptoms that you have
not established enough needs and are
not offering the service that matches
their needs.
Once again, listening to the client
is central and your preparation and
product knowledge will be key to
your success. If and when objections
come up, you may need to skip back

First, a warning: if what you are offering
doesn't match the client's need, you'd
be a fool to offer it. You'd be better off
not trying to make that sale and finding
someone who does match the offer.
At this point you have to consider the
long-term, rather than your immediate
goal to make a sale. The short-term
costs, the long-term pays. If you go
for the sale and the product you are
offering doesn't solve the client's

7 Close
Be clear and direct about your intention
to close – don't make it ambiguous.
Ask: When would you like to fulfil your
needs or objectives? Remember, this is
once again a question.
You're not imposing terms on the
client, but allowing the client to direct
you – the decision is in the client's
hands and he or she is made to feel in
control of the decision.

8 Referral

4 Confirm needs

5 Now offer a solution

to step three and four, establishing and
confirming needs, as well as identifying
new needs.
This is also an opportunity to try step
five again. Once all objections are taken
care of, it's time to close the deal.

Once you have the paperwork done,
you have served your client. Then ask
them if they would mind if you ask one
or two more questions. Do they know
other people with the same needs as
theirs?
At this stage of the process,
remember that you still have to keep
in mind what is in it for the client. If it's
of no benefit to them, why would they
do it? The client always wants to know
what's in it for them.
Generally, when clients feel good
about a product or service, they'll give
you references.

9 Continued service and follow-up
Keep your follow-ups informative and
friendly, but don't become friends – it's
important to always keep it professional.
And if the referrals didn't come the
first time, get them now.

Dr Demartini is considered one of the world's
leading authorities on human behavior and
personal development. He is the founder of
the Demartini Institute, a private research and
education organisation with a curriculum
of over 72 different courses covering
multiple aspects of human development.
His trademarked methodologies, the
Demartini Method and the Demartini Value
Determination, are the culmination of 38
years of cross-disciplinary research and study.
His work has been incorporated into human
development industries across the world.
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Market Review

Technical consumer goods
Results of GfK TEMAX® South Africa for the first quarter 2011

Slow start to 2011, but continued,
During 2010 the first quarter showed an increase of 14.4 per cent versus the first quarter of
2009. This positive start to the year was not to be repeated in 2011, with the exception of the
telecommunications sector. Turnover for the total technical goods market only increased 0.9 per
cent during the first quarter of 2011 over the same period in 2010. The Telecoms sector again was
the most notable performer while the only other categories that showed modest positive growth
were the small domestic appliances (SDA) and information technology sectors (IT). Turnovers
for major domestic appliances (MDA) photo and office equipment (OE) were all negative when
compared to the first quarter of 2010. The South African consumer electronics (CE) market also
shows a negative development of -7.4 per cent over the same time period last year.

The total market for electrical goods
monitored by GfK TEMAX in Q1 2011
amounted to just over R8.7 billion. In
contrast to the first quarter of 2010, where
general developments tended to be positive,
most of the value lost during the 2008
slowdown has been restored and the market
has begun to stabilise.
Particular markets, such as flat panel
TV, will find it difficult to grow this year
compared to last year’s boom prior and
during the FIFA World Cup. However, this
means potential opportunities for consumer
spending in other segments of the technical
consumer goods market.
Small domestic appliances: market stable
With an increase of one per cent in revenue
in comparison to the first quarter of 2010,
the market for SDA showed a moderate start
to 2011. This was on the back of a positive
fourth quarter in 2010 which saw doubledigit growth figures to end the year.
Consumer spending is generally focused
towards basic small appliances like kettles,
toasters and irons. Compared to Q1 2010,
kettles showed single-digit growth, toasters
failed to grow and irons experienced a
single-digit decline.
Categories which displayed the healthiest
growth were hot beverage makers, which
displayed robust double digit growth, while
food preparation products grew by very
moderate double-digit figures compared to
Q1 last year.
Vacuum cleaners were fairly stable,
showing only a single-digit growth
compared to last year.
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Not all segments within the SDA category
were positive. Shavers declined by vigorous
double-digit figures, while hair dryers
declined by hard double-digit figures.

steady growth across major categories like
cooling, cooking and washing machines,
which are the volume drivers in the market
for MDA.

Major domestic appliances: sluggish
The market for MDA in South Africa proved
to be sluggish as it showed a negative 2.3
per cent in revenue compared to Q1 last
year.
During Q1 2011 this market was held
back considerably by luxury items such as
dishwashers and tumble dryers which both
experienced substantial negative doubledigit growth figures.
However, sales revenue for the largest
segment in the MDA category – refrigeration
– remained static for Q1 2011.
Washing machines, the second biggest
contributor in revenue terms to MDA in
South Africa, remained fairly stable during
Q1 2011 with revenue down slightly,
remaining almost static compared to Q1
2010.
Cooking, which includes freestanding
and built-in products, is the only category
to have displayed sturdy single-digit growth
for Q1 2011, compared to the same period
last year.
The least expensive appliance product,
microwave ovens, saw a positive single-digit
growth in revenue for 2010, but on a unit
bases grew strongly mainly due to price
deflation through reduction on import taxes.
Revenue figures for Q1 2011 continue to
show a single-digit drop compared to Q1
last year. If market conditions remain stable
over the coming months we should see

Information technology: notebooks still
main growth driver
The retail volume for the IT sector finally
reached the R1 billion mark in the first
quarter of 2011, and was up by six per cent
in comparison to the same period last year.
Notebooks had a share of over 80 per
cent in the total IT market. Being the only
positive segment in the IT market, it saw an
optimistic double-digit growth. Consumers
are now spoilt for choice when buying
notebooks, with multiple offerings as low
as R3000. The growth in notebooks can be
attributed to this; entry level notebooks
are becoming more affordable to many
consumers.
Monitors declined by single digits
compared to the same period last year,
despite the high price erosion.
The IT segment remains exciting and well
worth looking into in the future.
Decline in consumer electronics
Q1 of 2011 brought about more than R1.8
billion in sales, down by 7.1 per cent in
comparison to the first quarter of 2010. This
is driven mainly by LCD and plasma TVs, but
also audio home systems. These two sectors
saved CE’s blushes from a very steep decline.
Sales of LCD TVs, Plasma TVs and audio
home systems were about five per cent
above last year’s level, with new technologies the main driver behind all of them.

Market Review

steady recovery expected
Smartphones driving telecomm market
The South African telecommunications
market grew by 11.2 per cent in the first
quarter of 2011.
This positive growth has been driven by
mobile phones in general and smartphones
in particular. Indeed, smartphone sales in
the first quarter of 2011 have more than
doubled versus the same quarter last year.
Mobile phone sales have exceeded a
million handsets since January 2010 through
to March 2011 with the market reaching
close to two million units in December 2010,
an all-time high.

Sales development of technical consumer goods in South Africa.
Blu-Ray, 3D and LED have taken the
South African market by storm. Affordable
prices within these technologies mean that
vigorous growth was experienced in these
sectors. With many other market segments,
such as web content TV, tied around these
sectors, 2011 promises to be an interesting
year for PTV.
The markets for DVD players and
recorders experienced high declines in
comparison to last year’s first quarter. BluRay players have seen high growths with
many models now available for less than
R800, but this could not prevent the decline
within the overall DVD player market.
The markets for portable media players,
portable navigation devices and camcorders
continued on a downward trend. The start
to 2011 has been quite unimpressive for CE,
mostly down to the expected and achieved
World Cup heights that were noted in 2010.
Office equipment: decreasing demand
Office equipment showed a year-on-year
decline of 17 per cent, reaching a value of

R287 million for the first quarter of 2011.
Cartridges are the biggest contributor with a
drastic double-digit decline.
While single-function printers showed a
small decline, the multifunctional printing
devices showed the only positive growth
for this sector. The decrease of singlefunction printers is still caused by the shift to
multifunctional printing devices on offer.
Photographic: High decline in cameras
2010 was exceptional for the camera market
but this performance seems to have placed
pressure on 2011, with a start that boasts
a double-digit decline compared to Q1 of
2010.
The main reasons for the success of 2010
were the significant price erosions in the
segment of entry level compact cameras
and the support of the World Cup. However,
the main decline for the first quarter was
derived from the compact segment.
With new ranges available from various
suppliers, there is perhaps a chance that
2011 will end the year on a positive note.

SA markets still performing well
While the fourth quarter of 2010
outperformed the same period in 2009,
the main drivers, mobile phones and flat
panel TV, may have different developments
in 2011.
Mobile phones continue to show robust
development, driven by two segments
– entry level and smart mobile handsets.
Flat panel TV will find it difficult to
match the volumes driven by the FIFA
World Cup, but sporting events this
year, competitive action and cheaper
technologies may assist this market to
some extent.
MDA, predominantly 'essential' home
appliances, have a sound base from which
to grow this year despite the slow start.
Should the housing market in South Africa
keep on its positive track, we anticipate a
continued and steady recovery in volumes.
In the face of sustained global and
local economic difficulties, South Africa
continues to perform well compared to
some markets. This is underpinned by
factors such as foreign direct investment,
specifically investment by global
organisations in local retailers.
However, job creation, inflation
targeting and foreign currency exchange
rates continue to play pivotal roles in the
success of our markets.

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.
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Product Showcase

Logitech launches new multi-touch lapdesk

The new Logitech Touch Lapdesk N600 is expected to be available in South Africa in
September 2011.

Logitech’s Touch Lapdesk N600 features a
large touchpad that makes it easier than
ever for users to point, scroll and swipe their
way through the web.
"We've seen people using everything
from pillows to pets to shield their laps
from the heat their laptops generate," says
Logitech regional director for Middle East
and Africa Yousef Atwan. "Our lapdesks are
much more effective and, with the addition
of a multi-touch touchpad, users will get
the added capability to more easily move
through their favourite content without
attaching additional peripherals."
The Logitech Touch Lapdesk N600
features a five-inch, retractable touchpad
with multi-touch navigation. Users simply
move the pointer with one finger, can scroll
using two, and can swipe through pages or
pictures with three. The multi-layer, heatshielding design of the lapdesk protects
them from laptop heat so they can browse
in cool comfort, while the anti-slip surface
helps keep the laptop in place.
"To get started, simply plug the tiny
Logitech Unifying receiver into the USB
port and start navigating,” Atwan explains.
“For added convenience, Logitech's newest
lapdesk offers up to six months of battery
life.”

Sony Walk man makes a comeback – as a phone
The Sony Ericsson
Mix Walkman
phone is a music
touch phone that
truly focuses on
entertainment. It
includes a feature
called
ZappinTM
that lets
users browse
through their
songs in a fun way by automatically being
served the chorus of the songs while
skipping through them. It also has a cool
karaoke mode that lowers the vocal track
of any song while it is played. The look of
the phone can also be personalised with
exchangeable colour bands that run along
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the edge of the phone, making it possible
to give the phone different looks for
different occasions.
Also new from Sony Ericsson is the
txt pro, which has a full slide-out qwerty

keyboard combined with a friend's
application for social networking.
Both phones integrate full touch
functionality with a corner user interface
similar to that available in the Xperia mini
range.
Both also feature cameras with video
recording and Wi-Fi for chatting and
browsing.
Says Sony Ericsson South Africa
marketing manager Colin Williamson,
"Consumers like the phones for their
music and social media functionality. We
expect them to become great additions
to our overall portfolio of entertaining
phones."
The Mix Walkman and txt pro phones
will be available globally in selected
markets from Q3.

Product Showcase

New vinyl, veneer flooring ranges

now available in SA

Laminate flooring distributor Traviata
Flooring Systems has partnered with two
global manufacturers to bring exciting
new ranges to South Africa.
Traviloc, a luxury vinyl wood-plank,
Is the cutting edge of solid vinyl
technology. Using a patented click-allround system it forms a truly floating
resilient floor that has great aesthetics,
is very hygienic and easy to clean and
maintain.
These attributes, together with its
ceramic bead wear layer, have seen
Traviloc find easy acceptance in the
hospitality and leisure markets.
Ideal for hotels, restaurants, spa’s and
other commercial applications, Traviloc
has to date been so successful that new
patterns and finishes are already being
planned for mid-year.
Par-Ky is a range of genuine wood
veneer flooring. This gives the look and
feel of real wood without the price or
cost to nature of solid wood.
Ideal for upmarket applications such
as hotel bedrooms, lounge areas and
superior residences, the Dia-Pro finish
means Par-Ky never has to be resanded or
refinished.
New veneer processing technology
and the use of a high density fibre (HDF)
core makes exotic species achievable,
affordable and hard wearing.
To support these new products,
Traviata has formed a commercial
division, which focuses on specified
commercial projects and carries the
manufacturer's technical backing and
commitment to social and environmental
responsibility.

HP expands retail portfolio with new POS solution
The HP rp5800 retail system is a highperformance point-of-sale (POS)
solution that combines enhanced
processing and functionality to meet
the needs of even the most demanding
retail environments.
The HP rp5800 retail system enables
retailers to standardise on one system
throughout their stores, while dualintegrated graphics ports that support

both clerk and customer-facing displays
create a rich and engaging customer
experience.
The HP rp5800 can be customised
for a variety of retail environments and
can easily be connected to a range of
optional peripherals such as receipt
printers, monitors, cash drawers and
scanners.
The flexibility and management

features of the HP rp5800 enable it to
be used as a manager’s workstation,
placed within a kiosk or as a player for
HP Digital Signage.
The HP rp5800 retail system provides
retail-hardened reliability to minimise
downtime and is backed by a standard
three-year limited warranty, extended
product life cycle, and parts and services
availability.
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Technology Focus

CINEMA 3D TV the
next-generation home

entertainment device
3D technology is currently a hot topic around the world, with 3D TVs set to become the most
representative home entertainment device. Together, 3D technology and TV bring vibrant 3D
movies from the movie theatre or live sport matches from the stadium directly to the comfort of
the living room. Because 3D TV provide far more vibrant and realistic images than 2D TVs, it has
largely been welcomed by early adopters around the world, but the technology is not without
its drawbacks. The good news is that new developments are successfully addressing these
shortcomings, not only making 3D TV viewing more comfortable but also more affordable.

As entertainment devices, TVs are essentially
used for relaxation, which is why the body
has to be comfortable while viewing.
With conventional 3D TVs, however, this
poses a problem in that it is stressful on
the eyes and heavy glasses with electronic
components are needed to create the
optical illusions that generate the 3D
images.
Anaglyph glasses, for example, used
primarily in 3D theatres at amusement
parks, are inappropriate for home use, as
they became uncomfortable when viewing
the TV for a long time.
The shutter-type glasses that followed
send signals back and forth between the
TV, generating flickering while viewing the
display, which easily tires the eyes.
The development of FPR (film patterned
retarder) technology, however, has changed
the game completely. FPR is a new 3D
technology with polarised film that is
applied directly to the TV screen, enabling
the delivery of optimised images for both
eyes. FPR ensures the separation of images
for the left and right eye. These images
are then matched up with 3D glasses
specifically designed to receive each image,
creating an outstandingly smooth 3D
picture.
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Incorporated in LG's recently launched
CINEMA 3D TV, the resulting picture has
earned “flicker-free” certification from
Intertek and TÜV, two world-renowned
certification agencies based in Europe,
making it the world’s first 3D TV to receive
the designation.
With such a smooth picture, the CINEMA
3D TV practically eliminates feelings of
dizziness or eye fatigue, enabling viewers to
enjoy 3D content for longer and in greater
comfort.
Further ramping up the picture quality
is LG’s 3D Light Boost, a thin film covering
the CINEMA 3D TV’s screen that ensures 3D
images are shown at full brightness.
By counteracting any dimness that can
sometimes occur with 3D content, 3D Light
Boost creates brighter, clearer images for a
superior 3D viewing experience.
Unrestricted viewing angles
To ensure comfortable viewing, the TV
screen should be easily viewable from
any angle. Most TV viewers tend not to sit
upright while viewing, however, preferring
instead to relax into the couch or even lie
down.
This is not possible when it comes to
conventional 3D TV viewing, especially

when using shutter-type glasses, as the
viewer must face the TV directly within a
limited angle to ensure optimum viewing.
Leaning back or lying down simply doesn't
work.
Recent developments have overcome
this technological limitation, providing
vibrant and lively 3D content from any

“The development of FPR
technology has changed the
game completely”

viewing angle. Viewers can watch from
whichever position they desire, and several
people can gather around the TV and enjoy
3D TV content from any angle.
More glasses for more viewers
While it's great to be able to enjoy vibrant
3D content and play 3D games at home,
one of the biggest concerns is, of course,
price.
3D TVs are generally more expensive

than their conventional counterparts,
and in order for the whole family to enjoy
3D contents, additional pairs of glasses,
which can also be quite pricey, have to be
purchased. Most 3D TVs only come with two
pairs of glasses, which means a family of
four has to purchase an additional two pairs.
Glasses are expensive in conventional
3D TVs was because they are essential to
generating the 3D images, as opposed
to the display. These glasses require
complicated electronic parts, such as the
receiver and power source to realise the 3D
content.
In newer 3D TVs the TV display itself
realises the 3D images and the glasses no
longer have to transmit signals to the TV,
thus making them more affordable.
Additionally, the weight of the glasses
has been reduced to about half that of
shutter-type glasses, making it more
comfortable for viewing 3D contents for a
longer period of time.
Tipping the scales at just 16 grams, the
glasses have no electrical parts, so they
are free of electromagnetic waves and
never need to be recharged. And because
these glasses don’t need to be synced or
shuttered, they ensure the 3D TV stays
entirely free of onscreen flicker.
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Publisher's Comment
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Walmart acquisition offers huge benefits
So the deal is done and dusted. The process of enmeshing Massmart into the giant
octopus tentacles of Walmart has already commenced. At the time of writing certain
threats were still emanating from interested parties about challenging the Competition
Tribunal’s ruling, which allowed the merger to take effect subject to certain conditions,
but expert opinion is fairly unanimous that the tribunal’s decision will be upheld.
Speaking for ourselves, we have very little doubt that the Massmart acquisition by
the biggest company in the world will have very positive spinoffs – not just for local
suppliers, hard-up consumers and the retail sector in general, but also for South Africa.
Undoubtedly, the benefits which will flow will far outweigh the obvious negatives.
Just consider how Walmart will pass on its super-sophisticated retail systems, practices
and structures into Massmart from where it will flow into the wider retailing community.
This expertise is far superior to anything that even an industry leader like Massmart has
been able to develop or employ.
Then too are the massive opportunities which will open up for Massmart to access
suppliers and supply chains globally – all made available through Big Brother – and
at unheard of low prices. We will all benefit, but in particular the cash-strapped and
disadvantaged sectors of our very unequal society. So the battered South African
consumer will see merchandise and food items which he has never seen before and at
prices he can only dream about.
And obviously the massive cash investment into South Africa will boost our balance
of payments substantially, but much more importantly, will be seen as a tremendous
vote of confidence by this huge global player in the South African economy. Surely
other potential investors will draw the obvious inferences too, notwithstanding
the populist demagoguery emanating from that would-be emancipator of our
downtrodden, starving underclasses.
But what are the negatives? Clearly, there is the potential to squeeze competitors
out and thereby drive up unemployment to even more intolerable levels, and clearly
too there is the implied threat to local suppliers to step up to the plate or be bypassed.
But then R100 million is being made available by Massmart to help such threatened
suppliers.
We hear too that employment practices in this global player leave much to be desired
– job insecurity, gender inequality and bullying tactics are routinely employed. But we
must remember we have laws which exist to combat such practices, if indeed they be
proven. We have remedies, as do most countries in which Walmart operates. Let us not
be frightened – fear is contagious – and this contagion must and should be fought and
contained.
In the final analysis, let us be grateful that we have been granted the opportunity to
join the global retail environment, for good or ill, but let us resolve that we will extract
all the advantages and benefits that will surely accrue from having this behemoth
playing among us, rather than against us.
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