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The envelope please,
levelling the playing fi eld, and 
the lowdown is really low
Independent retailers need to modernise to survive, this according to Samsung's 

Matthew Thakrah, addressing guests at the recent annual Iser supplier awards dinner, 

which has become a highlight on the electronics industry calendar, and for good 

reason. This year marked the eleventh occasion of the awards, as well as the buying 

group's trade show, held on the following day. A detailed report of the event, as well a 

list of the winners is on page 4.

The announcement by Massmart and the South African Bureau of Standards 

of a partnership to assist small and medium-sized businesses in meeting 

essential quality assurance requirements, is an important step in helping local 

manufacturers and suppliers increase their competitiveness. Read more about 

what this partnership means to the industry on page 9.

Our feature this month comprises ten pages packed with information on what's 

new and trending in home laundry. And to complement it, the regular (and 

extremely popular) Market Review gives the lowdown on the major domestic 

appliances sector – and it really is low. Find out how the market performed over 

the second quarter on page 26.

Also in this issue: discover how Ellerine Holdings Limited's new distribution 

network is saving the company millions (page 8), catch up on the latest in the 

ongoing Apple-Samsung saga (page 15), and join HGR in paying tribute to one of 

the captains of the furniture industry, the late  Setar Motani (page 13). 

Until November. 

Subscribe, connect
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R264-99

FAX 

your details to

011 447 9838

email

admin@hgr.co.za

Make cheques payable to 

Home Goods Retailer and 
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Handmade in South Africa

At Calgan, we pride ourselves in knowing 
our South African customers better than 
anyone else and that’s because we are one 
of them. Yes, the quality of our furniture 
exceeds international standards and yes, we 
offer the best price out there, but what we 

value most is that our furniture is made on 
South African soil. There is nothing quite like 
the South African spirit that proudly flows 
through each one of our products. And it is 
this spirit that makes a Calgan suite truly feel 
like home.

Made for the South African home. 
Right here, at home.



Defy was once again named Supplier of 

the Year at the recent eleventh annual 

Iser supplier awards dinner held at 

Emperors Palace in Kempton Park. 

The company also won the Major 

Appliances category and was named 

runner-up in one of the Excellence 

in Administration categories, as 

well as Most Outstanding Service to 

Independents.

The awards were presented by Iser 

managing director Jonny Aarons and 

Tafelberg Furnishers CEO and Iser 

chairman Hartwig Heil.

Iser merchandising manager Mike 

Davidson explains how the awards 

are made: “We send a survey to our 

dealers in which we ask them to 

rate the suppliers on several criteria. 

These include levels of service, 

communication, fairness in pricing, 

transparency, representation, marketing, 

internal sales effectiveness, general 

call centre efficiency with orders and 

queries, and deliveries and collections.

“We break down the business into 

categories and then rate the suppliers in 

those categories," he adds.

The following companies achieved top 

ratings for 2011:

Small Appliances: Nu-world (runner-

up: Kenwood)

Major Appliances: Defy (runner-up: 

BSH)

Furniture: Alpine Lounge (runner-up: 

Touchline)

Audio and Electronics: Samsung 

(runner-up: LG Electronics)

Panel TV: LG Electronics (runner-up: 

Samsung)

Photographic: Foto Distributors 

Nikon (runner-up: Canon)

Excellence in Administration (smaller 

supplier): Connoisseur (runner-up: 

Sealy)

Excellence in Administration (larger 
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•

•

•

•

•

Iser honours top suppliers for 2011

Defy was named Iser's Supplier of the Year. From left are Izak Smith (Defy), Jonny Aarons 

(Iser), Koot Barnard (Defy) Ross Heron (Defy), Hartwig Heil (Iser and Tafelberg) and Mike 

Davidson (Iser).

Winner of the Small Appliances category Hilton Savadier (Nu-world) with Jonny Aarons and 

Hartwig Heil.

Izak Smith (Defy) accepts the award for 

top major appliances supplier from Jonny 

Aarons (Iser) and Hartwig Heil ( Tafelberg).
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Top supplier: Furniture Theo van den Hoven of Alpine Lounge with 

Jonny Aarons and Hartwig Heil.

Delighted with their win in the Electronics and Audio Visual category 

are Michael Crawford (Samsung), Jonny Aarons, Matthew Thakrah 

(Samsung), Hartwig Heil and Eugene Papastefanou (Samsung).

Jonny Aarons and Hartwig Heil with Francois Brits (LG Electronics), 

winner of the Panel TV category.

Jonny Aarons and Hartwig Heil with Stefan van der Walt (Foto 

Distributors Nikon), winner of the Photographic category.

Ross Cederwall (Connoisseur) accepts one of two awards for 

Excellence in Administration from Jonny Aarons and Hartwig Heil

Martin Brooks (BSH) accepts one of two awards for Excellence in 

Administration from Jonny Aarons and Hartwig Heil.

Newsline
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supplier): BSH (runner-up: Defy)

Most Improved Smaller Supplier 

Hisense (runner-up: Connoisseur)

Most Improved Larger Supplier: 

Whirlpool (runner-up: BSH)

Expert Extra Mile Award: Stan Heuer 

(Nu-world), Eugene Papastefano 

(Samsung), Philip Mokitle (Sony) and 

Francois Brits (LG Electronics)

Most Outstanding Service to 

Independents: Nu-World (runner-up: 

Defy)

Supplier of the Year: Defy (runner-up: 

Nu-world) 

•

•

•

•

•

 ‘Independents need to modernise to survive’

Just as independent retailers will always 

be vital to consumer electronics suppliers 

and the retail market, so are buying 

groups such as Iser vital to suppliers for 

their future success, declared Samsung 

sales director Matthew Thackrah, 

addressing guests at the recent eleventh 

annual Iser supplier awards dinner held at 

Emperors Palace in Kempton Park.

Independent retailers need to harness 

opportunities to differentiate their 

offering from the general mass market, 

and thus drive product at more profitable 

margins,” he continued.

 “Carry a premium product portfolio 

that covers the entire product spectrum, 

be first to market with new products 

– which is a great draw card for the 

early technology adopter – and offer a 

better sales experience to customers,” he 

advised. 

“Integral to facilitating this with 

suppliers is the buying group, which 

provides access to an open line of 

credit, consolidated price promotion 

and marketing activity, and rapid 

communication to the channel of market 

trends and changes.”

Ongoing aggressive activity from 

discounters such as Massmart and HiFi 

Corp will be particularly challenging 

to independent retailers in the coming 

months, Thakrah continued. “The first-

to-market product lifecycle is becoming 

shorter, thereby limiting the time 

independent dealers have to drive the 

product category before it becomes 

commoditised. The only way to counter 

this and survive is to embrace the modern 

way of doing business.”

According to Thakrah, this begins 

with improving efficiency by forecasting 

with key suppliers and measuring 

stock on hand so as not to tie up cash 

flow. “For example, in a business with a 

monthly turnover of R2 million, effective 

forecasting and reducing stock on hand 

from 60 days to 45 will result in an 

annual savings of R120 000, equivalent to 

increasing profit margins on all sales for 

the year by 0.5 per cent. Translate this into 

businesses that do far higher numbers 

and the value becomes extraordinary.”

Independent retailers who try to 

compete on price only are fighting a 

losing battle, Thakrah continued. “Profit 

isn’t only made from buying price to 

selling price. Rather focus on the value of 

the independent dealer over competing 

channels to market – highly skilled sales 

people and a great shopping experience 

through premium service and meaningful 

product displays.” 

He cited a recent Samsung shopper 

insight survey on the TV market, which 

revealed confusion among consumers 

about the way in which technology 

is displayed in store. “It is haphazardly 

done with no common message or 

theme. Retailers need to focus on making 

the shopping experience simple, yet 

powerfully engaging to ensure success.”

Huge growth opportunity

A considerable growth opportunity 

exists for independent retailers, Thakrah 

continued. “The panel TV segment 

constitutes only 60 per cent of the entire 

TV market and should increase to around 

80 per cent by next year. 

“Consumers are also demanding 

more interactive products – an area of 

the market that should be driven by the 

premium independent retailer. 

“Furthermore, the middle income 

group is growing and demanding 

more technologically advanced and 

environmentally friendly products. Never 

before has a better opportunity existed 

for the independent.

“Independent retailers need to decide 

whether they want to embrace the 

way the consumer electronics market 

is evolving,” Thakrah added. “If they do, 

the suppliers will be there to assist and 

support them every step of the way.” 
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Hisense was named Most Improved Supplier. Jimmy Evans accepted the award from Jonny 

Aarons and Hartwig Heil

Iser's top suppliers

for 2011

Newsline

Home Goods Retailer – October 20116



Whirlpool was named Most improved Larger Supplier. Peter Brownlee 

accepted the award from Jonny aarons and Hartwig heil. Stan Heuer (Nu-world), winner of one of the Extra Mile awards, with 

Jonny Aarons and Hartwig Heil.

Eugene Papastefanou (Samsung), winner of one of the Extra Mile 

awards, with Jonny Aarons and Hartwig Heil.

Philip Molekitse (Sony), winner of one of the Extra Mile awards, with 

Jonny Aarons and Hartwig Heil.

Francois Brits (LG Electronics), winner of one of the Extra Mile awards, 

with Jonny Aarons and Hartwig Heil.

Jeff Goldberg (Nu-world), winner of the award for Most Outstanding 

Service to Independents, with Jonny Aarons and Hartwig Heil.

Newsline
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After revamping its outdated and 

fragmented distribution network Ellerine 

Holdings Limited (EHL) has already netted 

cumulative savings of R167 million and is 

achieving consistent service levels above 

95 per cent. 

 “Our previous supply chain, which 

serviced around 1000 stores in South 

Africa and four neighbouring countries, 

was extremely fragmented,” explains 

support services executive director Bruce 

Sinclair. “Comprising multiple storage 

and distribution models, it was highly 

complex, not to mention costly and 

inefficient.

“Each store had its own fleet of delivery 

vehicles and each vehicle its own crew, 

so there was considerable duplication in 

vehicle and staff costs,” he continues. “One 

store manager would even use his own 

vehicle to deliver stock to customers. As 

a result of poor merchandise availability, 

customer service levels were poor and 

consequently, many sales were lost.”

During peak seasons Sinclair says the 

company was forced to hire additional 

storage facilities around the country, 

which further increased complexity and 

raised the already above-average cost of 

stock losses and damages even higher.

By 2008 the distribution network was 

costing EHL R1.1 billion, and the figure 

was projected to increase to R1.5 billion 

by 2012. “Clearly, drastic and immediate 

change was necessary,” says Sinclair.

As the required expertise did not exist 

in-house, the EHL board endorsed a 

decision to outsource the function and 

Barloworld was appointed in May 2009 as 

lead logistics provider for the company. 

Barloworld proposed five major 

distribution centres (DCs) across the 

country, with 20 additional cross-docks 

fanning out to rural centres that would 

deliver to customers. 

“Ten-year leases were signed for 

the development of four DCs,” Sinclair 

explains. “Four in Alberton, Roodekop, 

Cato Ridge (near Durban, KwaZulu-Natal) 

and Port Elizabeth would be purpose-built 

for EHL, while a fourth existing facility in 

Boksburg would be refurbished to suit our 

requirements.”

Of the R200 million allocated to the 

entire project, R45 million was spent 

on the Boksburg refurbishment, Sinclair 

reports. “The balance will be spent as the 

rest of the network is rolled out over the 

next 18 months.”

He relates some interesting statistics 

about the Boksburg build progression: 

Amap increases revenue, market share

EHL saves millions with new distribution network

Amalgamated Appliances (Amap) is well 

poised to fulfill its vision of becoming 

Africa’s preferred distributor of branded 

consumer merchandise, thanks to brand 

market share gains and revenue growth of 

R826.4 million, an increase of 8.9 per cent 

in the year to June.

Additionally, the company’s operating 

profit rose 17.5 per cent to R69 million, 

while total income for the year increased 

by 49.2 per cent to R57.4 million. 

According to chief executive Alan 

Coward, brand market share has increased 

by between two and three per cent. 

“New brands introduced during the 

year were also successful and we saw 

the effect of this coming through in the 

fourth quarter,” he says. 

These include Australia-based 

McPherson’s Wiltshire home ware and 

Arti Farti, a limited range of off-the-wall 

accessories, homeware, small appliances 

and gifts. 

 “We have also secured licences for 

other McPherson’s brands, including 

Multix plastic freezer bags and bin 

liners, cotton wool brand Swisspers and 

personal care brand Manicare,” Coward 

adds.

“Our strategy of offering a range of 

brands that caters for all consumers 

across the salary spectrum has paid off,” 

he continues. “We are not dependent on a 

single category or income level group.”

Coward also attributes Amap’s gains 

during the year under review to a three-

year-long restructuring process, which 

included exiting consumer electronics 

and reducing its employee count from 

700 to 300. 

Despite the muted outlook from the 

South African economy, the company 

remains cautiously optimistic about its 

prospects over the next year. 

Says Coward: “Consumers are likely to 

remain under pressure for the foreseeable 

future and will continue to look for value 

and quality in brands they can trust.” 

Alan Coward – our strategy has paid off.

Bruce Sinclair – drastic and immediate 

change was necessary.
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Massmart and SABS boost SMME competitiveness

Massmart and the South African Bureau 

of Standards (SABS) have entered into 

a partnership that will ultimately boost 

the competitiveness of small, medium 

and micro enterprises (SMMEs) in South 

Africa and thus ensure the provision of 

safe and reliable goods to the South 

African consumer. The memorandum of 

understanding was signed recently at 

Massmart’s head office in Sandton by 

CEO Grant Pattison and SABS CEO Boni 

Mehlomakulu

 The main objectives of the technical 

partnership on quality management 

are to establish simplified guidelines for 

product and system certification, which 

will eventually prepare SMMEs for full 

quality management audits, thereby 

encouraging and supporting local 

enterprises to become credible players in 

Massmart’s value chain.

First for producers

“The quality assurance partnership is a 

first for South African producers, in light 

of its intent to promote small enterprise 

development, third party quality 

assurance and certification, and assisting 

SMMEs in meeting the requirements 

of the Consumer Protection Act,” says 

Mehlomakulu. 

“Signing this MOU with one of South 

Africa’s and Africa’s flagship retailers 

is a proud moment for the SABS,” 

she continues. “We hope that more 

companies which deal with SMMEs and 

small suppliers will follow this route. 

Often SMMEs are locked out of the 

supply value chain because they cannot 

meet the required quality standards. This 

partnership ensures a level playing field 

that will help local manufacturers and 

suppliers increase their competitiveness. 

“The initiative was fuelled by the 

Consumer Protection Act, which came 

into effect in April,” explains Pattison. “It 

makes the SABS Massmart’s technical 

partner of choice in quality assurance 

and product testing, and will also 

see the bureau support Massmart’s 

buyers and merchants on matters 

of quality assurance, management 

systems, application of relevant 

industry standards, product testing and 

certification of local products.”

The partnership aims to promote 

cooperation on quality, the application 

of South African National Standards 

(SANS) and the international recognition 

of local standards between the SABS, 

Massmart and its suppliers, building 

on Massmart’s established record of 

standards development and conformity 

assessment.

The SABS will provide management 

systems, conformity assessment 

and training services for all types of 

enterprises (not limited to SMMEs) in 

order to better perform its role as a third 

party – a cooperation bridge between 

consumers, retailers and suppliers. The 

initiative will initially focus on conducting 

SABS process audits of the Massmart 

SMME supplier base that does not have 

a certified quality management system 

(ISO 9001:2008). 

Thereafter the focus will be on 

getting Massmart’s suppliers to meet the 

requirements of the ISO 9001:2008 quality 

management system standard. The 

process will therefore include the testing 

of products by the SABS against the 

applicable SANS or Massmart Holdings 

specification, the introduction of a SABS 

process audit scheme to the Massmart 

supplier base specifically targeting 

SMMEs, SABS product certification as well 

as consignment inspections and other 

relevant certification schemes. 

“We aim to stimulate growth for 

our SMMEs by investing in product 

and system certification processes. 

Entrepreneurs often find it hard to secure 

capital to start a business in South Africa 

and obtain the necessary certification. We 

hope to add value to our SMME partners 

by enabling sustainable growth,” says 

Pattison. 

The partnership will focus, but may 

not be limited to, the following industries 

and fields:

Textiles, leather and footwear

Agriculture, food and health related 

products

Manufacturing industries

Electronics, such as electric appliances 

and electronic accessories

Building materials 

Chemicals

“We aim to be proactive in providing 

trusted and independent standardisation 

services to South African business 

and industry,” says Mehlomakulu. 

“Standardisation is pivotal in protecting 

the integrity of the South African market, 

throughout the value chain.”

Delighted

Amalgamated Appliances CEO Alan 

Coward says he is delighted with the 

support the partnership will provide to 

the manufacturing industry. “While it is 

important for all major retailers to ensure 

they supply consumers with quality 

products at competitive prices, while 

supporting local manufacturers where 

possible, it doesn’t end there. 

“Other players in the chain, such as 

trade unions, workers and Government, 

also have a responsibility to create the 

right environment in which the economy 

can flourish," he continues. 

"Partnerships such as these are the first 

step in helping everyone in the supply 

chain become stronger.” 

•

•

•

•

•

•

Grant Pattison – the initiative was fuelled 

by the Consumer Protection Act.

“This partnership 

ensures a 

level playing fi eld”

Newsline
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HiFi Corp launches in-store electronic waste recycling initiative

HiFi Corp has introduced a new e-waste 

recycling initiative in selected stores 

that allows South African consumers to 

responsibly recycle unwanted electronic 

goods, from circuit boards to cell 

phones.

The programme is being piloted 

at seven Gauteng stores and two 

KwaZulu-Natal stores, and sees Hi-Fi 

Corp teaming up with Desco Electronic 

Recyclers to safely recycle electronic 

waste.

Special waste bins are located at 

the stores where consumers can drop 

off a range of electronic goods to 

be recycled, including batteries, cell 

phones, computers, circuit boards, CRT 

TV monitors, LCD monitors, servers, 

copiers, printers, telephones, keyboards, 

cables, laptops, mice, hard drives and 

power suppliers. The participating 

Hi-Fi Corp stores will also use the 

opportunity to recycle stock write-offs 

and irreparable electronic goods.

HiFi Corp marketing executive Neil 

McLean says the initiative aims to 

provide consumers with a safe way 

to dispose of unwanted electronic 

goods. “Electronic waste shouldn’t be 

simply thrown out with the rubbish or 

dumped; this could result in harmful 

contaminants such as lead, cadmium, 

beryllium, mercury and brominated 

flame retardants finding their way into 

landfill sites, which poses serious health 

risks.

“By launching this initiative we 

hope to offer consumers a responsible 

alternative that will see all the electronic 

waste collected recycled properly, in 

accordance with local regulations,” he 

continues. “The initiative forms part of 

our sustainability efforts, and we hope 

consumers will use it to help further 

theirs.”

HiFi Corp stores participating in the 

initiative include Eastgate, Boksburg, 

Fourways, Woodmead, The Glen, 

Clearwater and Stoneridge in Gauteng, 

and Springfield and Amanzimtoti in 

KwaZulu-Natal. 

Double win for Econo-Heat in Chamber of Commerce competition

Cape Town-based panel wall heater 

manufacturer Econo-Heat has been 

named Absa/Cape Chamber of 

Commerce Western Cape Exporter of 

the Year for 2011. One of nine finalists 

in the competition, now in its 21st year, 

the company also received the new 

prize for innovation, making it a double 

winner.

Econo-Heat’s invention originally 

made its debut at the Chamber’s Design 

for Living Exhibition in 1997, where 

it won the Most Innovative Product 

Award. The product started selling 

through South African stores and today 

Econo-Heat exports its heaters (made 

from fibre cement, which makes them 

safe to touch when on) to 39 countries. 

"We currently produce about 2300 

units a day (300 000 a month) and have 

just moved to a new premises in Wetton 

that will enable us to ultimately increase 

our capacity to two million units a year, 

creating 43 new jobs in the process," 

says managing director Pieter Bräsler. 

“Our product is simple to make 

in volumes, but difficult to copy,” he 

continues. 

“We operate on a marginal costing 

model, which means the larger volumes 

obtained from suppliers the larger the 

discount. Business is all about volume. 

As volumes grow labour costs become a 

smaller component."

Supplying Walmart

Because it is proving that growth in 

volumes helps to reduce labour costs and 

thus beat Chinese rivals, the company has 

attracted the attention of US retail giant 

Walmart, which has committed to creating 

a R100 million fund to help local suppliers 

become more competitive globally. 

Econo-Heat supplies heaters to Sam’s 

Club, a Walmart subsidiary that caters for 

the small business sector in the US.

Bräsler says the strategy to stave off 

Chinese competition is not only based 

on price and quantity, but also on 

allowing his products to be branded for 

retailers' own in-house brands. 

Exports

Two-thirds of Econo-Heat’s production is 

currently exported, but Bräsler believes 

this will increase significantly as the 

company is now selling direct to retailers 

in ten countries in Europe and North 

America. 

During the past year Econo-Heat 

chalked up significant gains in the cold 

countries of Europe and Scandinavia. 

“The high cost of running central 

heating systems helped to increase sales 

and the panel heaters could yet become 

an economic alternative to central 

heating,” says Bräsler.

Further expansion (and more job 

creation) is on the cards as the company 

will soon be launching a low-voltage 

machine-washable electric blanket in a 

new factory. 

Another new factory for the 

production of a dual convection heater 

is planned for 2013. 

Newsline
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Sahara Computers appointed Toshiba retail distributor

Toshiba has appointed specialist South 

African retail distributor Sahara Computers 

as an official distributor of its retail range 

of laptops and peripherals in the country.

“This collaboration reinforces Toshiba’s 

commitment to make its range of 

consumer technology more readily 

available to South Africa’s rising middle 

class,” says Toshiba Africa retail business 

manager Jan Minnie. “Sahara’s expertise 

and success in furniture retail, as well as 

its national reach to independent retailers 

will make our products and services more 

widely available to end-users, where 

there has been a growing demand for the 

Toshiba brand.”

“One of Sahara’s key differentiators is its 

distributorship agreements with furniture 

retailers, who offer an extensive range 

of finance options for their customers, 

along with sought-after home-related 

products and services,” he continues. “In 

an environment where credit is difficult to 

come by, many of the furniture retailers 

have already approved credit agreements 

with their customers, who can then 

leverage these agreements to expand 

their purchasing power.” 

As South Africans become more and 

more technology savvy, Minnie says 

Toshiba is seeing a surge in demand for 

robust notebooks that are supported 

by excellent service and comprehensive 

guarantees. “We are now able to service 

this demand through the furniture 

retailers, who also offer their customers 

a comprehensive home technology 

solution.” 

Sahara executive director Stephan 

Nel says the company is thrilled to be 

collaborating with Toshiba. “It is one of 

the most respected technology hardware 

brands in the world, and the network of 

retailers that Toshiba will be able to reach 

through this distributorship agreement 

will see their reach expand significantly, 

as the outlets we service are found across 

the country, from metropolitan and urban 

areas to smaller towns and villages.

“We are confident that Toshiba’s 

excellent after-sales support will be a 

further differentiator as together we take 

the brand’s superior technology to South 

Africa’s people, wherever they are,” he 

adds.

 “As part of our channel strategy to 

make sure our range of notebooks and 

supporting peripherals reach the people 

who are calling out for their functionality, 

our aim is to appoint the best partners in 

their respective fields to ensure that this 

demand is fed. Sahara meets all these 

criteria, as it shares many of Toshiba’s 

values: leading innovation, quality 

and excellence,” says Minnie. “With our 

competitive offering we expect to take a 

sizeable chunk of the South African retail 

market within the next 12 months.”

Sahara joins the ranks of Toshiba 

partners alongside Mustek, Incredible 

Solutions and Tarsus. 

EHL saves millions with new distribution network

around 168 tons of new steelwork was 

added to existing steel structure, bringing 

the total steel in the building to 1968 tons 

– enough to build 2033 VW Citi Golfs. 

Painting the steel structure required 13 

382 litres of paint. A total of 12 778 cubic 

metres of concrete, weighing 30 297 tons 

(equal to 35 000 VW Citi Golf ), was poured 

using 122 000 pockets of cement, creating 

66 000 square metres of concrete surface 

beds and hardstands – equivalent to 

about seven rugby fields.

More than five kilometres of pipes for 

the sprinkler system, along with 23 150 

sprinkler heads were installed. The fire 

water tanks have a capacity of 750 000 

litres, equal to 30 average-sized domestic 

swimming pools.

The completed warehouse comprises 

40 000 square metres and the size of its 

internal circumference is the same as two 

rounds around an Olympic running track.

Leaping to life

The Boksburg DC, which currently holds 

some R70 million worth of stock, went live 

at the end of March and currently services 

168 branches (106 from Ellerines, 41 from 

Dial-a-Bed and 21 from Furniture City). 

“Vehicles are preloaded overnight and 

by nine o’ clock the following morning 

are ready to roll, either out to store or 

straight to customers,” says Sinclair. “As at 

29 August we had successfully made more 

than 7400 on-time customer deliveries 

– within 48 hours for urban stores and 72 

hours for rural stores. Additionally, 13 800 

stock replenishment orders have been 

delivered to the 168 stores that are live.” 

The Alberton DC is scheduled to go live 

in January 2012. Together, the Gauteng 

DCs will then service 60 per cent of EHL’s 

national demand.

 There have been challenges to 

overcome, including IT stability issues, 

retraining of EHL staff and some 

operational teething problems, but 

Sinclair says this is a natural part of any 

new project. 

“Once the network has been fully rolled 

out by 2013, EHL anticipates achieving 

sustainable annual savings across the 

supply chain of around R275 million,” he 

concludes. 

 page 8 

Stephan Nel – Toshiba's reach will expand 

significantly.
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New appointments 

at Amap

David Cleasby is the new 

non-executive chairman of 

Amalgamated Appliances 

(Amap), while Colin Scott 

has been appointed lead 

independent non-executive 

director. 

This follows the resignation 

of Leon Campher as the 

company’s independent 

non-executive director and 

chairman.

Marion Kearns, CA (SA), 

who joined Amap in March as 

group accountant, is the new 

company secretary, replacing 

outgoing chief financial officer 

and company secretary Bruce 

Drummond. 

Spiros Scafidas, previously 

CEO of Amap’s appliance 

division, has rejoined the 

board as a non-executive 

director. 

Before emigrating to 

Australia in January 2006 

to open his own consulting 

business, focusing on strategy 

and brand development, 

Scafidas was instrumental 

in driving the growth Amap 

enjoyed through brand 

acquisitions such as Hoover, 

Haz, Salton, Berda and Russell 

Hobbs. 

This, together with 

aggressive entry into new 

product categories, helped to 

entrench Amap as a dominant 

player in the South African 

small appliances industry.

Under the terms of a 

consulting agreement Scafidas 

continued to consult to Amap 

until June 2011.

“I look forward to working 

closely with the board of 

Amap in an industry that I 

truly love,” he says. 

“Alan Coward’s team has done a superb job of exiting 

the electronics industry and returning the company to 

profitability, thereby creating a very strong platform from 

which to grow.’’ 

Leon Campher – resigned.

Spiros Scafidas – back.

Bruce Drummond – resigned.

Newsline
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Furniture industry stalwart deeply mourned

Many in the trade were deeply shocked by 

the untimely death of Setar Motani on 20 

September 2011.

Although Setar had been ill for several 

months, it was felt by his family that he was 

making excellent progress, thus his sudden 

decline and death was doubly painful.

Setar was born on 3 October 1937 

and although his early ambition was 

to be a doctor, (indeed, he had already 

made provision to travel to India to study 

medicine), those ambitions were set aside 

when in 1956 his older brother Omar 

disclosed his blueprint to develop out of the  

family’s small general dealership in Pretoria.

Setar immediately identified a huge 

opportunity to get out of the depressing 

Indian ghetto they were forced into under 

the prevailing Group Areas Act, and  with 

younger brother Anver, set to work as 

a team, leaving the shop to their eldest 

brother.

The idea was to manufacture furniture 

pieces such as coffee tables and they quickly 

realised that the family backyard was not 

going to be the answer. The brothers located 

a stable on a smallholding in Claremont 

which provided them with the space they 

needed. They employed a German furniture 

technician who repaired the discarded 

machinery the brothers had found, and they 

went into production. In Setar, the German 

swiftly discovered a genuine talent in design 

and production. Omar looked after admin 

and sales while Anver took responsibility for 

dispatch and stock control.

Under the name Mac’s Furniture, the 

embryonic business took off, and by 1961 

the brothers were well established. Setar had 

proved that he could manufacture furniture 

which could more than compete in the 

marketplace in terms of design, quality and 

price. 

However, in 1969 they were prosecuted 

under the Group Areas Act for working in 

a so-called ‘White’ area and had to move 

out, but this apparent setback proved to be 

a blessing in disguise, as they were given 

permission to occupy 52 000 square feet 

premises in Koedespoort, Pretoria.

Motani Industries came into being. Setar 

was a ‘natural’, swiftly understanding the 

market and adapting to its needs. He proved 

immensely popular with retailers and was 

often invited to address retailer functions on 

behalf of suppliers. 

In 1982 brother Omar left the thriving 

business to start up Motani Lounge, leaving 

Setar to continue on his amazing growth 

path with Motani Industries. Regrettably, 

the industry was changing and four years 

ago, faced with the direct retail imports 

from the Far East – and by his biggest 

customers – selling at a third cheaper, Setar 

took the massive decision to close down 

his manufacturing operations and import 

exclusive lines under the Aristocraft name.

He went into semi-retirement in order to 

enjoy some of the fruits of his hard work, 

leaving day-to-day management to his 

eldest son Faizel. But persistent ill health 

dogged him and he slipped unexpectedly 

into a coma before he died, just three days 

later. 

The Motani brothers Anver, Omar and Setar (born: 3 October 1937, died: 20 September 2011).

NCC vows to crack down on retailers

Consumer commissioner Mamodupi 

Mohlala says the NCC will crack down on 

retailers selling defective electronic goods to 

unsuspecting rural consumers.

Referring to complaints received from 

areas such as the Free State and North West 

province, Mohlala says imported electronic 

products have made their way into Pick n 

Pay chains, Boxer Superstores and Score 

supermarkets, as well as dozens of spaza 

shops situated next to taxi ranks. 

“The National Consumer Commission 

(NCC) will investigate and draft an 

aggressive strategy to curb retailers 

operating in rural areas who sell unsafe and 

damaged goods to consumers with limited 

knowledge of their rights,” she says. “We will 

call on the National Prosecuting Authority 

and the police to act and use the provisions 

of the National Consumer Protection Act 

(CPA) to arrest the transgressors.”

Another problem, identified in low-

income areas such as townships and poor 

residential areas in the cities, is inefficiencies 

in refund policies and mispriced products.

“Consumers have reported that in many 

instances, retailers have one price on the 

shelves and another, usually a higher one, 

at the paypoint, inducing a false payment 

from the customer and a higher profit 

for the retailer,” says Mohlala. “This is in 

contravention of section 23 of the Act, 

which stipulates that the correct prices must 

be adequately displayed to consumers in 

relation to particular goods.”

According to the NCC, investigations 

carried out in July uncovered that some 

Makro, Ackermans, Checkers Hyper and 

Game stores had not priced products 

accordingly. 

Additionally, retailers including HiFi Corp, 

have violated certain sections of the CPA 

that highlighted consumers’ rights to return 

goods found to be unsafe or defective to the 

supplier without penalty. 

Newsline
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Upward trend in German furniture industry

The German furniture industry has 

every reason to be optimistic: after the 

global economic and financial crisis, 

furniture consumption has risen again 

this year and currently amounts to 

approximately €280 billion. According 

to the Association of German Furniture 

Industries, the incoming orders 

received in many segments to date 

indicate an upward trend, even if the 

rate of increase has slowed down. As 

well as growth in China, exports to 

neighbouring European countries also 

continue to develop positively. 

In the wake of sometimes severe 

setbacks, global trading in furniture 

showed a noticeable upturn again in 

2010, accounting for a total value of €73 

billion. This corresponds to an increase 

of seven per cent. 

Slow recovery in the US

While the Asian countries are reporting 

high growth rates – not only in 

domestic sales but in exports as well 

– the domestic market in the US 

continues to falter.

The reasons for this are not only 

the real estate crisis but the high 

unemployment rate and huge national 

debt, both of which are dampening 

consumer confidence. Nevertheless, 

with a value of approximately €17 

billion, North America remains the 

biggest import market, followed by 

other big Western economies such as 

Germany, Great Britain and France. 

In Europe too, the recovery process 

in the wake of the economic crisis has 

differed from country to country. While 

Germany, Poland and Sweden, for 

instance, have achieved above-average 

growth, major national economies like 

Spain or Great Britain have stagnated 

– with the corresponding impact on 

consumption.

A good year

Germany continues to be the most 

important furniture market within 

Europe. In 2010 the sector generated 

sales of €18.5 billion (+2.2 per cent). As 

far as the Federal Republic is concerned, 

2010 was definitely a good year for 

furniture, and 2011 could turn out to 

be an even better year for the German 

furniture industry: in the first half 

of 2011 the sales of manufacturing 

enterprises with a workforce of at least 

50 employees grew by 7.3 per cent to 

€8.2 billion – a considerable increase 

compared to the previous year. 

Even at this stage, growth of five per 

cent for the year as a whole is expected, 

the association predicts. This is largely 

due to the office furniture producers 

(+22.8 per cent) and shop fitting 

manufacturers (14.9 per cent). 

This positive tendency is apparent 

in virtually all furniture sectors: the 

developments in purely domestic 

furniture (+4.6 per cent), storage 

furniture (+6.1 per cent), kitchen 

furnishings (+5.3 per cent) and the 

mattress industry (+4.4 per cent) give 

every reason for confidence. 

Concern over upholstery

Only upholstered furniture gives slight 

cause for concern. Statistically, this 

segment experienced a drop of 2.5 

per cent, due, however, to a negative 

statistical effect. From 2011 the official 

statistics include 16.7 per cent fewer 

upholstered furniture enterprises than 

in 2010, which of course also results 

in lower total sales and explains the 

negative development. In real terms, 

the sales of upholstered furniture 

manufacturers are estimated to have 

increased by around two per cent.

The development of the import and 

export trade also gives every reason 

for confidence. After a 6.3 per cent rise 

in foreign business last year, export 

proceeds increased by 12.2 per cent to 

€4.3 billion from January to June 2011. 

The association says it is observing 

an upward trend almost every month: 

January +11.9 per cent, February +15.5 

per cent, March +13.3 percent, April +15 

per cent, May +15.4 per cent. Only June 

was slightly below the previous year’s 

level at -1.6 per cent.

It is particularly gratifying to see that 

some of the German furniture industry’s 

important export markets like France 

and Switzerland are showing marked 

growth again, with increases of 25.9 and 

16.9 per cent respectively up until June. 

There was also particularly high 

growth in Russia and China, whereby 

China’s growth potential is by no means 

exhausted: by the end of 2011, China 

is expected to overtake the US as the 

furniture industry’s most important non-

European market.

Growth in imports

At the same time, German furniture 

imports grew by 8.3 per cent to €4.9 

billion between January and June 2011 

– and therefore at a slower rate than 

furniture exports. 

Imports from European countries 

outside the EU are rising at an above-

average rate (+14.6 per cent). This 

particularly applies to imports from 

Turkey (+32.1 per cent). 

Furniture imports from within the EU 

also increased, with marked increases in 

imports from Slovenia (+55.2 per cent) 

and Rumania (+31.9 per cent). Poland 

nevertheless remains Germany’s most 

important source of imports. 

In global terms, however, China has 

meanwhile become the world’s most 

important furniture exporter and sells 

furniture with a value of more than €21 

billion. 

But there are also enormous sales 

opportunities on the country’s domestic 

market: thanks to rising incomes and 

enthusiastic consumer behaviour, China 

is becoming increasingly interesting 

for foreign furniture producers. 

According to China’s National Bureau 

of Statistics, spending on furniture rose 

by almost 40 per cent in the second 

half of 2010 alone. Along with domestic 

manufacturers, German and Italian 

producers of high-quality brand-name 

furniture are increasingly benefiting 

from this development as well. 

“By 2011 China is expected 

to overtake the US as 

the furniture industry's 

most important 

non-European market”

Newsline International
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Apple wins Samsung tablet ban

Bankruptcy rumours plague Kodak

ROCHESTER, NY: Eastman Kodak has 

hired Jones Day, a law firm that advises 

on bankruptcy protection and other 

restructuring options, fuelling rumours 

that the 31-year-old company is facing 

bankruptcy as it struggles to survive in 

the digital photographic revolution.

According to Kodak chief executive 

Antonio Perez, however, the law firm 

is one of several appointed to help 

management develop a strategy 

turnaround. While Jones Day's 

restructuring lawyers have advised 

major companies on bankruptcies, they 

also advise clients on issues such as 

raising new debt or equity, and asking 

creditors to forgive debt in exchange for 

ownership stakes in a company.

“We have no intention of filing for 

bankruptcy protection,” Perez stated at 

a town hall meeting broadcast to the 

company's nearly 19 000 employees 

worldwide. 

Nevertheless investors remain 

concerned about job cuts and have 

become impatient with the lengthy and 

expensive turnaround, heightening the 

pressure on Perez to show results. The 

company has posted only one profitable 

year since he became CEO in 2005, 

but he says it will return to profitability 

in 2012 on the strength of deep 

investments in digital inkjet printers. 

Sales have fallen to $7.2 billion. 

Kodak invented the world's first 

digital camera in 1975, but a reluctance 

to ease its heavy reliance on high-profit 

film allowed Japanese rivals like Canon 

and Sony to rush largely unhindered 

into the fast-emerging digital arena in 

the late 1990s.

Finally launching a four-year digital 

makeover in 2004, Kodak closed aged 

factories, chopped and changed 

businesses and eliminated tens of 

thousands of jobs. It closed 2007 on 

a high note with net income of $676 

million, then encountered the global 

credit crunch and subsequent recession.

Currently Kodak is relying on a 

strategy of mining its patent portfolio 

to revive its business. It has raised nearly 

$2 billion in licensing fees since 2008, 

and is pinning its hopes on a potential 

$3 billion sale of its 1100 digital imaging 

patents. 

Antonio Perez – not filing for bankruptcy.

SYDNEY: An Australian court has slapped 

a temporary ban on the sale of Samsung 

Electronics' latest computer tablet in 

Australia, handing rival Apple another 

legal victory in the two firms' global 

patent war.

A final resolution of the case could 

take months and ruin the viability in 

the Australian market of the new Galaxy 

tablet – the hottest competitor for Apple's 

iPad, which dominates global tablet sales.

The two technology firms have been 

locked in an acrimonious battle in ten 

countries involving smartphone and 

tablet patents since April, with the 

Australian dispute centering on touch-

screen technology used in Samsung's 

new Galaxy tablet.

In granting the temporary ban, the 

Federal Court ruled Samsung had a case 

to answer on at least two of Apple's 

patents. The ban applies on sales of 

Samsung's Galaxy 10.1 tablet until the 

same court rules on the core patent issue.

"I am satisfied that it is appropriate to 

grant an interim injunction, however, I 

propose again the opportunity of an early 

final hearing on the issues presented in 

this application," Judge Annabelle Bennett 

told the court.

The Australian ruling follows Apple's 

successful legal move to block Samsung 

from selling its tablets in Germany 

and some smartphone models in the 

Netherlands. It comes ahead of important 

hearings in the US and South Korea.

Appeal option

Samsung left open the option of 

appealing against the ruling and pointed 

out that it would continue to pursue its 

own patent claim against Apple involving 

Samsung's wireless technology.

"We are disappointed with this ruling 

and Samsung will be seeking legal advice 

on its options," the company said in a 

statement. "Samsung will continue its 

legal proceeding against Apple's claim in 

order to ensure our innovative products 

remain available to consumers.”

The Australian court's hearing of the 

patent issue could take months and force 

Samsung to miss the Christmas gift-giving 

season there.

In her ruling, Judge Bennett offered 

Samsung the opportunity of a quick 

final ruling on the patent dispute. But 

Samsung has so far been reluctant to 

agree to an expedited Australian hearing, 

despite the risk of missing out on 

Christmas sales, because it says it needs 

time to prepare a proper defence against 

Apple's case.

In short, Samsung has indicated that 

missing Christmas in Australia could be 

less of a problem for the company than 

rushing its defence and risking defeat on 

a key patent ruling. 

Source: Reuters

Newsline International
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Energy efficiency is possible with luxury performance

Good husbandry of natural resources has 

become a central issue in the development 

of laundry systems and modern technology 

has made it possible for consumers to keep 

their clothes clean and lessen their carbon 

footprint at the same time. 

Although water and electricity usage 

in washing machines has dropped 

significantly over the past few decades, 

product engineers and lab technicians 

continue their unerring quest for 

further economies. More recently, new 

technologies and innovations in washing 

and drying processes have resulted in 

further potential savings that are not only 

good for the pocket, but good for the 

environment as well, and it is important for 

retailers to make their customers aware of 

these innovations. Consumers need to take 

into account how much energy a washing 

machine requires to run before making 

their purchase decision, as some machines 

are considerably more efficient than others. 

Additionally, retailers should advise their 

customers on ways to save on water and 

electricity usage when doing their laundry. 

For example, if the textiles are only lightly 

soiled, recommend they try washing the 

majority of their laundry on a cold or low 

temperature setting to save electricity. 

Compared with a 60°C wash, electricity 

consumption at 20°C can be reduced by up 

to 75 per cent.

Reducing the amount of detergent and 

softener used is another way of being kind 

to the environment. The more detergent 

the consumer uses, the bigger their carbon 

footprint, and the more money they will 

end up spending on their laundry. Some 

top-end machines come with automatic 

dispensing functionality, which offers a 

clean, accurate, efficient and extremely 

convenient solution to liquid soap 

dispensing and has clear economic and 

ecological benefits. 

Over the course of a year, up to 30 per 

cent detergent can be saved. Over and 

above this, allergy sufferers will value the 

fact that the risk of physical contact with 

detergent is eliminated entirely. And of 

course, the sticky smears that are inevitable 

when dispensing liquid detergent manually 

will be eliminated. 

Tumble dryers that promote sustainable 

practices

Although tumble dryers have mostly 

been considered as energy guzzlers, 

innovations in technology have made 

it possible to produce tumble dryers 

that are energy efficient. Heat-pump 

technology, for example, offers an A 

energy efficiency rating. This achievement 

relies on the fact that a heat-pump dryer 

utilises energy much more efficiently 

– at 46 per cent reduction in the case of 

electricity and CO2, potential savings are 

huge, coupled with even gentler laundry 

care, as this technology also allows the 

drying temperature to be reduced by 

approximately 25 per cent – a win-win 

situation for the environment and domestic 

finances.

The heat-pump principle results in 

enormous electricity savings of up to 50 

per cent compared with a conventional 

condenser dryer. The heat pump is central 

to the cooling circuit and assumes two 

functions – firstly, heat energy is transferred 

to the process air and, secondly, residual 

heat from the drying process is recovered, 

which makes for efficient use of spent 

energy. The heat exchanger is maintenance-

free and in certain systems designed to last 

5 000 programme cycles, the equivalent of 

running five drying programmes per week 

over 20 years. Effective filtration with two 

fluff filters and three fine filters prevents lint 

from entering the system, which results in 

gentler fabric care as this technology allows 

drying temperatures to be reduced by up 

to 25 per cent.

Durability and longevity

Apart from energy efficiency ratings, 

consumers should also buy the best quality 

machines they can afford. Longevity 

and build quality represent a much 

underestimated contribution towards an 

appliance’s environmental credentials. 

Simply put, the longer a machine lasts, the 

less of a carbon footprint it will leave. 

Home Laundry
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and other features include; 
• Fuzzy logic
• LED Display
• Pre-set timers
• Removable lint filter
• A self diagnostic problem display     

to help identify problem areas in 
the event of failure

• An out of balance sensor
• Six wash programmes, 3 wash 

temperatures, 7 water levels 
and is available in white or a 
metallic finish

AUTOMAID 600 ELECTRONIC
The Automaid 600 electronic, has a 
large 180 degree porthole opening.  
Available in metallic or white.   Other 
features:
• “A” Energy rated
• 500/800 rpm spin speed and 

duration of spin resulting in better 
moisture extraction and less 
drying time needed afterwards

• Variable temperature
• 8 wash programmes 
• 30 min quick wash
• A variable thermostat for the 

selection of the required water 
temperature

• Serviceability has been greatly 
improved; removal of the front 
panel allows easy access to 
components 

• Low water and electricity usage

MAXIMAID 850 and 720
The Maximaid 850, with its 8kg 
front load capacity is available in 
a metallic finish. The Maximaid 720 
has a 7kg capacity and comes in a 
metallic or white finish.

Features in both products include:
• “A” Energy rated extensive 

automatic wash programmes
• Time delay option
• LCD display
• Variable spin speed
• Quick wash
• Super rinse wool programmes
• Anti-creasing option

STYLISH AESTHETICS AND INNOVATIVE 
up-to-date technology make Defy’s 
range of laundry appliances a must 
for any home.  The range includes 
front loading, top loading and twin 
tub washing machines, as well as 
tumble driers.

TWINTUB WASHING MACHINES
There are four models to choose 
from, including the newly launched 
Twinmaid 750, with two wash 
programmes, solid white lid, 
polypropylene wash and spin tubs, 
lint filter, drain pump. and water 
level indicator.  The Twinmaid 750 
and 800 are available in white.  

The Twinmaids 800; 1000 and 1300 
with see through lids, all feature an 
adjustable water level indicator, 
wash and spin timers, casters, 
polypropylene wash and spin tubs, 
lint filter, drain pump and a three 
wash mode selector.   The 1000 and 
1300 models are available in white 
or metallic.

TOP LOADER WASHING MACHINE
The Laundromaid 1300 has a front 
mounted easy clean drain filter, 

Defy’s Laundry Range

All Defy laundry products are guaranteed for two years 
with parts and service available nationwide.

For further info visit www.defy.co.za

• Removal drain filter
• Large porthole opens 180 

degrees
• Automatic water control system
• Low water and electricity usage

TUMBLE DRIERS
The Defy Autodry and Autodry 
Premium are both available in a 
metallic or white finish.

Features of the Autodry:
• Advanced pressurized cabin
• 5kg dry load capacity
• Up to 135 minutes drying time
• Reversible action tumble
• Door safety switch
• A 10 minute cooling down cycle

Features of the sophisticated 
Autodry Premium:
• 6kg dry load capacity
• Electronically controlled sensor 

drying 
• Ducted venting 
• Programme selection
• “Clean the filter” indicator light
• End of cycle buzzer
• Large door
• Easily accessible link filter
• Door safety switch

Home Laundry
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Miele's SteamCare technology, available 

on the W5964 WPS Miele washing 

machine, offers gentle, environmentally 

friendly laundry care. 

“This technology applies steam to 

laundry in the washing machine drum 

and offers two practical benefits,” 

explains Miele product manager Liam 

Gawne. “Firstly, textiles are smoothed, 

reducing the need for ironing by up to 

50 per cent, and secondly, this function 

can also be used to refresh garments.

“A water tank with its own separate 

steam generator allows steam to be 

applied both continuously and in pulses, 

or even a combination of both,” he 

continues. “This allows the application of 

steam to be geared to particular textiles, 

ensuring the gentle care of even the 

most delicate garments, which results 

in a significant reduction in creases and 

wrinkles, thereby considerably reducing 

the time spent at the ironing board.” 

Three different steam programmes 

are available. The “steam” option can be 

added to virtually all wash programmes, 

applying steam directly after the wash 

cycle. Whether steam is delivered 

continuously, in bursts, or a combination 

of the two depends on the programme 

selected. 

“If not all items are to be exposed 

to steam – for instance, when towels 

and T-shirts have been washed in the 

same programme – steam can be 

applied to selected garments in the 

separate steam finishing programme,” 

says Gawne. “Items that are still damp 

are simply placed into the patented 

Miele honeycomb drum and set to run 

through a specially programmed cycle.”

The “freshen up” programme both 

smoothes and refreshes dry garments. 

Gawne says this is ideal for clothing 

which has been worn briefly and is only 

slightly soiled, such as shirts and T-shirts. 

“This produces fresh laundry without 

washing. As textiles are remoistened 

by the steam, this programme is 

particularly suitable as preparation for 

ironing table linen.” 

He adds: “The steam generator is 

maintenance-free and does not require 

descaling. Component durability 

subscribes to Miele's own exacting 

requirements geared to an anticipated 

life cycle of 20 years.” 

Honeycomb drum

The W5964 WPS Miele washing machine 

is particularly gentle on laundry, thanks to 

its patented honeycomb drum. 

“The slightly sculptured surface 

structure of the honeycomb drum 

creates a thin film of water which 

gently cushions the laundry away 

from the drum,” Gawne explains. 

“Rather than being at the receiving 

end of the rough treatment, garments 

move smoothly around in the drum. 

The tiny, smooth-edged perforations 

in the drum wall ensure minimal 

mechanical strain on garments, and 

fabric snags. Even after the fastest spin 

cycle, garments collect loosely in the 

machine without any drum imprints. 

Additionally, the very small diameter of 

the perforations prevents small foreign 

objects from getting into the drain 

pump.”

Offering a load capacity of 8kg, the 

W5964 WPs boasts ample space for 

large, bulky loads – even items such as 

eiderdowns and duvets have sufficient 

space to tumble freely in the drum.

Miele W5964 WPS washing machines 

are built and tested to offer a minimum 

of 20 years’ worth of trouble-free use 

and are also extremely efficient in their 

use of energy. 

Says Gawne: “Particularly beneficial 

for a cost perspective, is washing at 

low temperatures, usually 20˚C or even 

in cold water. The W5964 WPS, like all 

models from the new series, features 

this option in almost all programmes.” 

Less ironing required thanks to more steam

Miele’s SteamCare technology in the W5964 WPS reduces the need for 

ironing by up to 50 per cent.

Home Laundry
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Whirlpool Home Laundry

Having a laundry room at home, where you can manage the 
laundry cycle from start to finish, has become a common dream. 
Not to mention a terrace where you can hang your cool, freshly-
scented laundry to be delicately dried by the wind and sun. 

6th SENSE AIR CARE CONDENSER DRYER - AZB 8680 WH
Whirlpool, committed as always to the study of new solutions 
that respond to the latest trends and satisfy the latest consumer 
needs, is launching the answer to these everyday issues: the new 
Whirlpool 6th SENSE AIR CARE CONDENSER DRYER.
It‘s a pioneering machine that guarantees outstanding dryness, 
maximum fabric care and one of the most efficient use of energy 
and time.

Whirlpool’s 6th SENSE technology protects clothes by 
sensing and controlling temperature, humidity and airflow 
throughout the drying cycle and it allows up to  45% energy 
saving*. The clothes can be dried at an average of 40°C 
temperature, instead of the usual 60°C, proving gentler on 
fabrics.  

Whirlpool’s Wave Motion technology moves the drum in an 
asymmetrical pattern, so that fabrics are well distributed and air 
passes easily through their fibres, in a way that is less aggressive 
if compared to a conventional dryer. The big drum decreases 
wrinkling, since clothes are spaced out more evenly: this means 
that even big items like pillows can be dried perfectly. 

In terms of design and aesthetics, the new Whirlpool dryer perfectly 
matches Carisma Washing Machine, which was introduced in South 
Africa previously. Now your laundry will look modern and stylish.
*- 45% energy saving used for 1kg load VS max capacity

AquaSteam1200 WASHING MACHINE
With a load capacity of 9kg, washing days are definitely fewer. 
With the newly designed door, of 44cm diameter, large items such 
as duvets are easily accommodated.

The AquaSteam1200 washing machine is credited with an A+ 
energy efficiency, this means it uses up to 10% less energy than an 
A-rated machine.

With the inclusion of steam and the unique 6th SENSE technology, 
additional programmes and features are inevitable.  The steam stain 
removal option better removes the toughest stains from your 
clothes during the wash cycle.  Meanwhile, Whirlpool’s 6th SENSE
technology senses the size of the wash load and exactly how much 
water is required, adapting the time and energy accordingly, with 
a resultant saving of up to 50% on time, water and energy.  If 
you simply want to freshen up your clothing without a full wash, 
choose the refresh programme.  This steam-only treatment helps 
remove smoke and other odours, leaving clothes fresh and ready 
to wear again in just 20 minutes.  With the sanitization option, 
steam is injected into the drum once the normal washing cycle has 
ended, producing an anti-bacterial effect on your clothes. 

Whirlpool customer contact centre:
0860 884 401 

Web site: www.whirlpool.co.za

Home Laundry
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Deep Foam washing machine receives highest energy rating

While conventional washing machines 

use heated water to wash clothes, 

the Deep Foam washing machine 

from Samsung is able to wash clothes 

perfectly in low-temperature water. This 

eliminates the need to heat the water 

and reduces energy expenditure by up 

to 70 per cent. As a result, the Deep 

Foam washing machine (WF0804W8N 

model) was recently awarded an A+++ 

energy rating, the highest in the world 

for a washing machine. 

The Deep Foam washing machine 

range incorporates a unique bubble-

generating feature which penetrates 

and washes clothes quicker than ever 

before. The bubbles are generated 

through dissolving detergent with air 

and water as the washing cycle begins. 

The bubbles completely and efficiently 

dissolve the detergent, helping it 

penetrate fabric quickly, evenly and 

intensely. 

Additionally, the bubbles help protect 

clothes by completely removing left-

over detergent residue and cushioning 

them from the effects of washing. 

This means the Deep Foam washing 

machine is especially effective in 

washing delicate items such as wool 

and silk, as well as difficult-to-maintain 

outdoor clothing, including that created 

from water-repellent materials and 

Gore-Tex. 

Depending on the model, other 

features include:

Samsung’s Diamond Drum design, 

which uses a diamond-shaped 

inner drum to create an optimal 

washboard effect, effectively 

•

washing clothes while also 

protecting them and preventing 

damaging snagging

A 20 per cent larger door to 

maximise users’ convenience

15-minute quick-timed wash that 

allows users to perfectly wash 

clothes to their timetable

Eco Drum design that prevents 

the build-up of harmful detergent 

residue

Easy iron function

Ceramic heater 

Quiet drive motor

Jog dial

Wide graphic LED display

The Deep Foam washing machine 

range is available in white and silver, and 

various drum load sizes and dimension 

options. 

•

•

•

•

•

•

•

•

With its elegant, ergonomic design, and state-of-the-art technology, Samsung’s Deep Foam washing machine provides users with the 

perfect combination of energy efficiency, maximum convenience, and stylish design.

Got something to say about the home goods industry? 

Post your comments on our interactive website

Home Laundry
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After a sluggish first quarter this year, the major 
domestic appliances (MDA) market showed a decline 
of 2.3 per cent. The second quarter saw a decrease of 
5.8 per cent, this as a result of negative performances 
by luxury appliances, mainly dishwashers and tumble 
dryers, which both registered double digit drops. The 
revenue for the sector totals just over R1.7 billion for 
the second quarter this year, compared to last year’s 
Q2 figure of around R1.8 billion.

Major domestic appliances 

market dips further into the red

Tough market conditions continue to 

put pressure on MDA sales. Washing 

machines and cooking appliances fared 

best with a positive 0.05 per cent and 

two per cent development. 

Refrigeration, unfortunately, did not 

hold its ground as a major contributor to 

revenue for the MDA sector, recording 

a negative 7.1 per cent performance 

over the second quarter last year. 

This negative performance was seen 

mainly in value segments which were 

pressurised by weaker-than-expected 

market demand. 

“We see the same trend, especially in 

refrigeration,” says Whirlpool marketing 

manager Lukasz Sylvester, who cites 

the two-week long strike in early July as 

one of the reasons for the lower second 

quarter results. 

“I think it created some shortages 

in deliveries to the market, and 

consequently, fewer sales to consumers.”

The results for Q3 2011 are expected 

to remain modest based on how strong 

the third quarter of 2010 was; it saw 

a growth in revenue of R221.7 million 

(+31.1 per cent) against Q3 2009 to 

reach R1.9 billion. This means the market 

will be competing against a high base 

and will need to perform exceedingly 

well in order to produce a positive 

development over 2010 figures. 

Continued pressure

MDA products unfortunately continue 

to operate under pressure. Much 

revenue is lost through down trading 

and price erosion as high-end products 

lose out to value-based offerings. 

Unemployment and high debt levels 

continue to hold back consumer 

spending in the South African economy. 

While interest rates have remained 

stable, inflation is said to move outside 

of the target range, which would force 

the South African Reserve Bank to 

raise the repo rate. This would result 

in additional pressure on consumers 

already over indebted. 

Other market environment pressures, 

such as industrial action and slow 

competition commission rulings also 

continue to play a negative role in the 

levels of spending and foreign direct 

investment. 

“Making any kind of forecast is a huge 

gamble,” says Sylvester, “but I am positive 

about the future development of the 

market. 

We went from very bad May 2011 

results compared to May 2010, to a 

virtually flat July 2011 versus July 2010. 

This gives me hope that the fourth 

quarter will be better than the previous 

year, or at the very least, not negative.

“Additionally, the financial turbulence 

Lukasz Sylvester – expecting a better 

fourth quarter.

Market Review
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GfK tracks the sales of consumer durables through monthly retail audits done on model level. This audit is 
carried out across all relevant channels of distribution. GfK currently tracks and reports on over 60 product 
categories within the consumer electronics, domestic appliances, telecoms, IT, DIY and gaming markets.

GfK Retail and Technology has been tracking the major and small domestic appliances market since 1976; 
providing clients with weekly and monthly reporting and intelligence via its GfK Retail Panel. We monitor 
both local and global sales of home appliance products in all major distribution channels such as electro 
specialists and technical superstores, hypermarkets/C&C, department stores, mail order houses and pure 
players and, for MDA in particular, kitchen and furniture Specialists.

in Europe and the US placed pressure 

on the local currency, which should 

negatively impact the profitability of 

all imported products, unless short to 

mid-term forex hedging is in place,” 

he continues. “Consequently, cheaper 

entry-level products, especially from 

China, should stop average price erosion 

in the market.”

Energy efficiency, quality give Western 

Europe sector fresh impulses

Overall, the MDA segment in Western 

Europe registered sales of EUR 7.4 billion 

in the second quarter of 2011, which 

corresponds to a negative growth rate of 

1.5 per cent in 2012. GfK Temax attributes 

the reasons for this negative growth to 

the considerable declines in Spanish, 

Portuguese, Italian and Greek markets, 

as these countries continue to feel the 

effects of the European financial crisis. 

In contrast, robust growth was 

recorded in Germany, followed by 

moderate growth in Belgium and the 

Netherlands.

In the washing machine and 

tumble dryer segments, the trend 

towards energy efficient appliances 

A+ (and higher) progressed in the 

second quarter of 2011. Furthermore, 

consumers in Western Europe continued 

to buy larger capacity washing 

machines and dryers in an aim to 

reduce the number of wash and dry 

cycles. There was also a remarkable sales 

increase in heat-pump dryers in Western 

Europe.

In the cooling and freezer segment, 

no-frost technology was more popular 

in the second quarter of 2011 than in 

Q2 2010. This is particularly evident in 

the cooling sub-segment fridge-freezers 

(cooling 2-door bottom freezer).

Energy efficiency also had an impact 

on dishwashers, where the sales in 

the second quarter of 2011 show a 

clear shift towards low consumption 

appliances which use less than ten litres 

of water per wash programme. 

“Much revenue is lost 

through down trading 

and price erosion”

Photo courtesy Miele

Market Review
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Mattress manufacturer Cottonfields has 

secured a design registration for its “two 

for the space of one” concept through 

Adams & Adams patent, trademark 

and copyright attorneys, thereby 

guaranteeing the product's uniqueness.

The bed base is designed so that the 

mattress can fit perfectly underneath 

it, a feature which marketing manager 

Madelein Tuinder says saves on transport 

and storage space. “And we all know 

that saving space means saving money, 

especially at retail level,” she adds. 

“Simply remove the quality 

Cottonfields mattress and place it on 

top of the solid, well-constructed base 

to provide a quality sleep set in no time 

flat.

“The design is so good that we 

can even store a mattress, headboard 

and pedestals, all of which fit very 

neatly underneath the bed base for 

easy removal and assembly,” Tuinder 

continues.

The base is suitable for use with any of 

Cottonfields’ top quality mattresses, from 

entry level all the way through to the 

luxurious Latex top designs.

Cottonfields is part of the Zero 

Appliances group of companies, which 

Tuinder says assures customers of top 

quality reliable goods, top 

after sales service and top 

support, “all attributes with 

which ZERO has become 

synonymous for well over 60 

years.”

“Purchasing a Cottonfields 

product means having 

the peace of mind that 

guarantees and warranties 

will be honoured, unlike 

many other manufacturers 

that are ‘here today, gone 

tomorrow’. 

“We will continuously 

build the Cottonfields 

brand and will not stop 

until we become a stronger 

household name in our 

beloved country,” she 

declares. “By helping us grow 

our customers also create job 

employment opportunities. 

A job provides dignity, pride, 

courage, creativity, freedom 

of choice, the will to carry on, 

and so much more. 

“We at Cottonfields feel very strongly 

about the progress and economic 

development in our country. 

"We are here to stay and to make a 

difference. We are always on the look-

out for new ideas, new challenges, and 

new products that we can manufacture 

in South Africa, so let’s walk the road 

together.” 

Two for the space of one a patented concept

Gold base set.

Platinum base set.

First 3D smartphone now in SA

LG Electronics officially launched the 

long-awaited LG Optimus 3D Smartphone 

earlier this year and the unit will be the 

first full 3D phone available in South 

Africa.

The LG Optimus 3D is an Android 

smartphone featuring second-generation 

dual core technology and an advanced 

“Tri-Dual” architecture, offering a full 3D 

experience in a smartphone form factor, 

which includes recording, viewing and 

sharing 3D content. 

The phone will initially be released with 

the Android 2.2 (Froyo) operating system 

(OS). 

The hardware will support upgrades to 

Android 2.3 (Gingerbread).

“The Tri-Dual configuration – dual-

core, dual-channel and dual-memory 

– allows for improved performance 

when multi-tasking, enjoying a movie or 

playing graphics-intensive games,”says 

LG Electronics South Africa general 

marketing manager Michael Bang. “This 

smartphone is also a major step forward 

in the utilisation of full 3D functionality in 

everyday life – users can record video and 

images with the built-in 3D camera and 

immediately view content in 3D without 

the need for special glasses.”

The 3D smartphone’s wide viewing 

angle also makes watching videos and 

movies much more convenient and 

comfortable. 

The LG Optimus 3D offers glasses-free 3D 

viewing, gaming and recording.

Product Showcase
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interzum moscow /Interkomplekt moves to new venue in Moscow

New ways to do better business at Retail World Asia

interzum moscow/Interkomplekt will 

be taking place for the sixth time in 

April 2012. Since 2004, the trade fair 

duo has firmly established itself in the 

Russian and Eastern European furniture 

industry alongside the furniture trade fair 

Euroexpofurniture. The interzum moscow 

(every two years) and Interkomplekt 

(annual) trade fairs are generally 

considered to be important platforms for 

machines, devices, materials and semi-

finished products for furniture production 

in Russia and Eastern Europe.

Thanks to the support of a well-

networked organisational structure in 

Russia, the CIS countries and throughout 

Eastern Europe, interzum moscow/

Interkomplekt 2012 will be significantly 

optimised for entering the market in this 

region. In the coming year, both trade fairs 

will be moving from Crocus Expo to the 

VVC All-Russian Exhibition Centre, where 

they can seamlessly tie into the success of 

past trade fairs.

The spring furniture trade fair 

Euroexpofurniture (www.eem.ru) will 

also be moving to the VVC All-Russian 

Exhibition Centre. The furniture trade 

fair will thus remain a complementary 

parallel event, simultaneously creating 

considerable synergies for exhibitors and 

visitors to both events.

The Moscow Metro optimally connects 

the VVC exhibition centre to the heart of 

the city. Thanks to the combination of a 

trade fair site, a neighbouring park and 

several restaurants, it offers a special spring 

atmosphere during the trade fair from 

24-27 April 2012. A regular shuttle service 

is planned inside the exhibition grounds, 

which will go from the main entrance 

to pavilion #69 (interzum moscow/

Interkomplekt 2012) and pavilion #75 

(Euroexpofurniture 2012 furniture trade 

fair). 

Evidence of Russian economic growth 

in the furniture industry

In 2012 the international nature of 

exhibitors will play a significant role at 

interzum moscow. In addition to individual 

exhibitors, there will also be country 

pavilions from Germany, Italy and Turkey.  

At an average of 80 per cent, the 

percentage of trade visitors among all 

visitors to the trade fair is very high: buyers 

from important companies throughout 

Russia, Russian and Eastern European 

representatives from furniture stores and 

chains, as well as designers and architects 

visit the trade fair. 

A survey in 2010 revealed high 

satisfaction on the part of exhibitors. 

In addition, visitors emphasised the 

outstanding opportunity to make new 

contacts. As in past years, there will be a 

comprehensive supporting programme 

to accompany interzum moscow / 

Interkomplekt.

The organisers believe the continuing 

upswing of the Russian economy will also 

contribute to the success of the trade fairs. 

After the crisis two years ago, this large 

and significant market is recovering very 

quickly. In the first quarter of 2010 alone, 

sales from exports rose six per cent. For 

2011 and 2012 the Russian government is 

again expecting continuous growth of at 

least 3.5 to four per cent.

For more information go to www.

interzum-moscow.com. 

Billed as Asia’s most comprehensive 

exhibition for retail technology and 

solutions, Retail World Asia 2012 

takes place from 25 to 27 April at the 

Suntec International Convention and 

Exhibition Centre in Singapore. It is here 

that leading retailers source world-

class products and solutions to boost 

customer satisfaction and revenue 

growth. 

With an ever-changing consumer 

landscape, consumers are becoming 

less price-sensitive and more 

demanding for the ‘ultimate retail 

experience’. Increasingly, retailers are 

investing in innovative store designs, 

ambience and retail solutions to lower 

operational cost, boost retail demand, 

drive customer loyalty and retention.

With more than 200 exhibitors from 

over 50 countries of the world’s leading 

retail solution providers and vendors, 

as well as more than 40 free seminars 

featuring speakers from leading brands 

in the retail industry, visitors to Retail 

World Asia 2012 can expect to gain 

exclusive insights into the latest and 

future retail space innovations around 

the region. 

Additionally, a two-day conference 

comprising focused roundtable 

discussions and new features such as 

the Chief Retail Symposium and Online 

Retail World Asia Summit is valuable for 

identifying and evaluating new retail 

technologies and business methods

Hear from leading industry experts on 

how to:

differentiate your brand through 

product innovation and branding

drive revenue growth in your 

business

explore the growth potential in 

emerging markets

access the latest technological 

innovations in retail

create a responsive and flexible 

supply chain for your business

grow with your partners to maximise 

customer reach in multi-channel 

retail.

For more information go to http://

www.terrapinn.com/exhibition/retail-

world-asia/index.stm. 

•

•

•

•

•

•
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A matter of urgency
The very word ‘recession’ has a gloomy resonance and is a definite dampener on the 

mood of business executives. With the possible exception of food, most industries tend 

to get affected to a lesser or greater degree, depending on their exposure to consumer 

spend. 

We know that the home goods market, whether it be furniture, appliances, flooring, 

consumer electronics et al is particularly sensitive to consumer behaviour and spend 

patterns. We also know (or do we?) that perceptions play a very large part in consumer 

behaviour and that business, almost automatically, attempts to pre-empt consumer 

fear reactions by battening down the hatches. They cut back on production, they cut 

back on marketing, on advertising, and in a very real sense contribute to the widening 

recessionary gloom.

It needn’t play that way, nor should it. Even if certain of our trading partners are in 

a recession, the country certainly isn’t – forecast annual growth at 3.5 per cent is still 

double that of the EU. Yes, we will definitely import some of their problems in declining 

demand for our goods, services and raw  materials, but it is entirely up to us here in 

South Africa to make that up locally. 

The oft bandied word ‘entrepreneurship’ is an exciting factor which we must 

develop and encourage. Entrepreneurs can dig us out of any hole we find ourselves in. 

Indeed, recessions provide a marvellous opportunity for entrepreneurs, however, the 

country needs to harness their rare abilities by offering strong and obvious incentives. 

Restrictions must be loosened or lifted entirely, a tax environment must be created in 

which they can flourish, and nothing should be placed in their way.

If we can create the proper space wherein entrepreneurial skills can truly develop 

and grow, jobs will follow. New jobs, new opportunities and vibrant growth whilst 

our competitors languish in the economic doldrums. Indeed, entrepreneurs must be 

deemed critical to any economy attempting to grow. They initiate, they innovate, they 

take the risks inherent in starting up a business. 

All successful businesses were started by these extraordinary businessmen. They 

create wealth and create jobs. Indeed, if one reads the latest Global Entrepreneurship 

Monitor (GEM), the relationship between the level of entrepreneurial activity and per 

capita income in selected economies is indisputable. 

Entrepreneurs are that important, but sadly, shamefully neglected. 
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