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Shoprite takes top honours at 2011 Retail Awards

Now in its fourth year, the 2011 The 

Times Sowetan Retail Awards celebrate 

the distinctive mark South African 

retailers make on the local landscape. The 

ceremony, which took place on 13 October 

at Shine Studios in Braamfontein, was a 

showcase of not only South Africa’s retail 

top brass but also a who’s who of TV and 

radio personalities, musicians and actors. 

Echoing the ceremony’s theme Retailers 

on Display, Shine Studios was transformed 

into a virtual retail experience, which 

included live mannequins, bold splashes 

of colour, shop front window displays and 

even custom-made merchandise designed 

for the event. 

Overseeing the ceremony, Avusa Media 

general manager of advertising revenue 

and strategic communications Enver 

Groenewald presented awards to big-

name brands in categories representing 

the length and breadth of South 

African retail outlets, including those in 

household appliances, supermarkets and 

hypermarkets, furniture, and wholesalers 

to name only a few of the 20 categories 

awarded on the evening. 

The annual survey, commissioned 

by Avusa Media and conducted by TNS 

Research Surveys, showcases results 

compiled from around 4 000 responses 

by local respondents and reveals which 

brands score the highest in the categories 

brand familiarity, user brand experience 

and/or non-user brand perception, and 

brand presence and/or size

The coveted Grand Prix Award for Top 

Retailer in South Africa was awarded to 

Shoprite, the 2010 winner of the same 

award and a brand that has consistently 

landed itself within the top three in this 

category. 

Shoprite scooped one more award for 

Supermarket and Hypermarket of the 

year, after rating very high with regards to 

overall customer experience.

Top retailer in the Furniture category 

this year was Geen & Richards, followed by 

Morkels in second place. Last year’s winner 

House & Home ended third.

Game took home the top Household 

Appliances award, while second and 

third place went to HiFi Corp and Clicks 

respectively. 

Game also emerged winner of the 

Electronic, Computer and Gadget 

category. Second place went to Makro 

while last year’s winner, HiFi Corp was 

placed third.

Makro was once again rewarded 

with the Wholesalers of the Year award, 

and Woolworths took the top Home 

Accessories and Décor award; scoring 

very high in terms of non-user brand 

perception and was cited by respondents 

as a highly aspirational brand. In the same 

category, Boardmans took second place, 

followed by a tie third place win for Edgars 

and Mr Price Home. 

“Retailers are not only the backbone of 

our consumer-driven society, but also the 

source of countless jobs in our economy,” 

says Avusa Media head of trade marketing 

and CRM Natalie Stephan. “Ceremonies 

such as these afford Avusa Media with the 

perfect opportunity to honour the brands 

that are a part of all our lives in one way or 

another. It’s most importantly an evening 

of celebration: for winners and nominees 

alike.” 

Other winning brands (listed in order of 

first, second and third place) are: 

Electronic, Computer and Gadget  

Game•

Makro

Hi-Fi Corporation 

Furniture

Geen & Richards

Morkels

House & Home

Household Appliances 

Game

Hi-Fi Corporation 

Clicks

Home Accessories and Décor 

Woolworths

Boardmans

Edgars and Mr Price Home (tie for third 

place)

Supermarket and Hypermarket

Shoprite

Pick n Pay (Supermarket/Hypermarket/

Family Store)

Spar/KwikSpar/Super Spar

Wholesaler

Makro

Trade Centre

Rhino Cash & Carry 

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

Geen & Richards marketing executive Heidi Iori (centre) accepts the award for Top Retailer: 

Furniture from Avusa Media chief sales officer – retail Nadeem Joshua (left) and Sowetan 

editor Mpumelelo Mkhabela.
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Family Sit-Down Restaurant

Spur

Wimpy

News Café 

Jewellery

Sterns

American Swiss

Galaxy & Co. 

Tyre and Auto Fitment Centres

Tiger Wheel and Tyre

Dunlop Accredited Dealers 

Conti Partner

Entertainment

Musica 

Game 

Makro 

Hardware and Building  

Cashbuild

Builders Warehouse

Build It

Telecoms

MTN Store

Nokia Care

Vodashop 

Health and Beauty

Clicks/Clicks Plus

Dischem

Red Square 

Sport Apparel and Equipment

Totalsports

Nike Store

Reebok Store 

Men’s Clothing

Edgars

Woolworths

Truworths

Women’s Clothing

Woolworths

Edgars

Truworths

Gauteng Shopping Mall 

Maponya Mall 

Eastgate Shopping Centre

Sandton City 

Retail Grand Prix Award

Shoprite

Pick n Pay

Woolworths 

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•

•
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Nadeem Joshua (left) and Mpumelelo Mkhabela (right) present the award for Top Retailer: 

Household Appliances to Game media accounts manager Vis Gounden. Game was also 

declared winner of the Electronic, Computer and Gadget category.

Avusa Media chief sales officer - retail Marc Middlecote with Health and Beauty category 

winner Clicks inland operations executive manager Peter Morland, and The Times deputy 

editor Dominic Mahlangu.

Newsline
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Consumers under greater pressure in second quarter

While the recently released Consumer 

Financial Vulnerability Index (CFVI), 

produced by the Bureau of Market Research 

(BMR) of UNISA for MBD Credit Solutions in 

association with FinMark Trust, revealed that 

consumers felt more financially vulnerable 

in the second quarter of this year, the 

quarterly index also showed that it’s not all 

doom and gloom.  

“With the current economic climate 

where complex international and domestic 

factors have a bearing on the local 

market, having a better understanding 

of consumers’ financial vulnerability is 

imperative,” says MBD Credit Solutions CEO 

Charl van der Walt. “The CFVI is a handy 

barometer of this and, along with other 

economic indexes in the market, can assist 

business in planning for the future.”

A review of the year-on year-growth 

has showed that the CFVI has remained 

fairly flat, with a slight improving trend. 

However, the worsening of results in the 

first two quarters of 2011 reverses this trend 

and reflects that consumers are starting 

to feel the pressure in a stressful domestic 

environment, influenced by the global 

economic turmoil. 

“This increase is unfortunate but to be 

expected when one considers the sharp 

slowdown in the country’s economic 

growth from 4.5 per cent in the first quarter 

to 1.3 per cent in the second,” says Unisa 

BMR Professor Bernadene de Clercq. 

The CFVI measures consumer financial 

vulnerability based on a ten-point scale 

where 0-1.99 is financially very secure; 

2.0-3.99 is financially secure; 4.0-5.99 is 

somewhat financially vulnerable; 6.0-7.99 is 

financially vulnerable and 8.0 - 10 indicates  

financially very vulnerable. 

When compared to the first quarter, 

consumers felt more financially vulnerable 

in the second quarter of 2011 in terms 

of their income and savings, but less 

vulnerable regarding their spending 

and debt servicing abilities.  The index 

attributes this to the fact that while high 

unemployment and poverty rates impact 

negatively on the ability of consumers to 

generate income and save, consumers 

feel that they are able to keep household 

expenditure in check for now.

The level of income vulnerability 

increased as consumers started feeling the 

effects of unemployment and the impact 

of salaries and wages not growing as fast 

as in previous years. Unemployment rose 

by 158 000 between the first and second 

quarter of 2011, according to Stats SA, and 

annual compensation grew 9.4 per cent 

between Q2 2010 and 2011, compared to 

14.5 per cent in the corresponding period of 

2009 to 2010.

“Spending more means less savings 

and thus the increase in levels of savings 

vulnerability,” comments de Clercq. “The 

increase in savings vulnerability is also due 

to the JSE All Share index having remained 

flat over the last twelve months, hovering 

around the 30000 level  since October 

2010 – the majority of pension assets of 

households are invested in the JSE where 

moderate growth will negatively influence 

consumers’ long-term retirement prospects.” 

Though the debt situation improved 

slightly in the second quarter, consumers 

are still experiencing high levels of financial 

vulnerability regarding debt. This is evident 

from the percentage of consumers with 

impaired records increasing slightly from 

46.4 per cent in Q1 2011 to 46.7 per cent in 

Q2 2011. This is to some degree countered 

by the cost of debt remaining at all time 

lows. 

Turning to the perceptions of the key 

informants regarding consumer financial 

vulnerability during Q2 2011, a mixed 

picture emerges. On the negative side, 67.9 

per cent of key informants indicated that 

consumers’ ability to save did not improve 

during the past twelve months, 57.5 per 

cent indicated that the ability of consumers 

to make ends meet did not improve, while 

53.8 per cent indicated that consumers 

were unable to manage their financial 

situations. Key informants were divided on 

the outlook of employment.  

Furthermore 84.9 per cent of key 

informants believe that consumers are over 

indebted, 76.4 per cent said that consumers 

are enhancing their income with more 

credit facilities, and 74.5 per cent believe 

that an increasing number of consumers are 

in arrears for three months or more.

The reasons quoted by most of the key 

informants as a specific reason that ‘often’ 

brings about financial vulnerability among 

consumers, are:

Consumers are spending more than 

they earn

Bad financial planning

Too much debt

Not having sufficient savings to draw on

Low income

Job losses 

•

•

•

•

•

•

Carel van Aardt, Bernadene de Clercq and Charl van der Walt at the at the Q2 CFVI 

announcement, which was made at a breakfast hosted by MBD Credit Solutions in 

Johannesburg.

“Consumers are still 

experiencing high levels 

of fi nancial vulnerability 

regarding debt”

Newsline
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Brand South Africa edges upward

South Africa’s brand reputation is 

gradually edging upwards. In the 2011 

prestigious Anholt-GfK Roper Nation 

Brand Index South Africa moved up one 

spot and is  now ranked 36th out of the 

50 countries in the index.

The index is based on an annual 

online survey done amongst 20 

panel countries in which they rank 50 

countries on six key dimensions: tourism, 

culture, people, exports, governance and 

investment/immigration. In essence this 

means that a country’s ranking is based 

on the perceptions of people in these 

panel countries.

Fieldwork was conducted in July.

Reputation-building needs a long 

term approach. It is understandable 

that a country can move up one rank 

in category (tourism, for example) and 

move down two (governance), move up 

two in culture and three in immigration/

investment.

Explains Brand South Africa’s CEO 

Miller Matola: “A nation’s overall 

reputation rank tends to be stable over 

time. Thus the last four nation brand 

index studies – with 200 measurements 

each – only produced two year-on-year 

changes greater than five. 

“Both were the result of defining 

moments in the history of the countries 

concerned,” he continues.  

“The election of the first African-

American president in the US moved the 

country up six positions in 2009, while 

the post-revolution volatility brought 

Egypt down six positions in 2011.

Subtle shift

“Moving up gradually in the rankings is a 

sign of sustainability and to do this while 

the world is in turmoil, is a positive sign.”

There is a subtle 

shift, too, which bodes 

well for the future. The 

generational analysis shows 

that traditional leaders 

and western powers fair 

lower among the younger 

generation than their 

peers. There is a shift in 

favourability towards the 

new emerging powers 

among the younger 

generation who represent 

future tourists, investors and 

consumers.

South Africa, too, shows a 

marginally higher positivity 

amongst the younger 

generation. 

Of this development 

Simon Anholt, the man 

behind the nation brand 

index, says: “This can only be 

good news for South Africa, 

suggesting that it now has 

somewhat more in common 

with the ‘rising stars’ of the 

developing world than with 

the fading heroes of the 

post-industrial economies.”

Stellar reputation

Two areas of interest, says 

Matola, are that while South 

Africa did not progress 

beyond the quarter-finals 

in the Rugby World Cup, its stellar 

reputation for sporting excellence has 

helped its culture ranking to end up in 

16th position.

Secondly, there is no clear explanation 

why the index shows there is a 

noticeable drop in perceptions that 

South Africans are “warm and friendly”.

While expressing satisfaction with 

South Africa’s ranking, Matola points out 

that different branding indices can come 

to different conclusions. 

Business destination

As with all brands, what is of greatest 

importance is key differentiators. For 

Brand South Africa this would be to 

continue its focus on positioning itself 

more as a business destination and 

an attractive emerging market on the 

African continent.   Productivity plays 

a vital role in this regard as it is a core 

factor in driving economic growth.

Thus, while the Anholt index shows 

a drop of two places in the governance 

ranking because of a perceived cooling 

towards this aspect by South Africans 

themselves, the Ibrahim Index of African 

Governance showed South Africa 

holding steady at fifth place out of 53 

countries.

“The lesson is that nation brand 

building takes time and holding steady 

or possibly gradually edging upwards in 

an index, is the sustainable way forward,” 

explains Matola. 

“Moving up gradually 

is a sign of sustainability 

and to do this while 

the world is in turmoil, 

is a positive sign”

Miller Matola – reputation-building needs a long-term 

approach.

Newsline
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Steinhoff in R9bn deal with Kap 

Nu-World closes manufacturing facility

Furniture group Steinhoff is to sell 

several industrial subsidiaries to Kap 

International in exchange for shares in a 

R8.9 billion deal that will give it control 

of the manufacturing firm.

Under the deal, Kap International will 

issue 1.9 billion shares at R2.50 each to 

buy Steinhoff 's Unitrans supply chain 

business, sawn timber maker PG Bison 

and a raw materials unit.

The transaction will lift Steinhoff 's 

stake in Cape Town-based Kap from 34 

per cent to 88 per cent.

Steinhoff, which has a 32.4 per cent 

stake in furniture retailer JD Group, also 

said it secured a call option to buy a 

further 27.2 million shares in JD Group 

in exchange for 435.2 million Kap shares.

If the option is exercised, it will cut 

Steinhoff 's stake in Kap to 62 per cent 

and increase its holding in JD Group to 

more than 50 per cent.

"The transactions represent a further 

step towards establishing dedicated, 

focused and separately listed operating 

entities, in line with Steinhoff ’s key 

strategic objectives," says the company's 

chief executive Markus Jooste. 

"In addition, the transaction will 

simplify Steinhoff ’s existing reporting 

structure and will enhance shareholders’ 

ability to evaluate performance and the 

ability of these constituent businesses 

to deliver sustainable earnings growth 

in their local currencies, within their 

respective and specialised spheres of 

activity, with Steinhoff as the controlling 

shareholder.”

The company will now consist 

of Steinhoff ’s integrated European 

household goods retail operations 

(which Steinhoff controls), JD Group’s 

retail assets in southern Africa 

complemented by its consumer 

finance platform (which Steinhoff will 

gain control of if it elects to exercise 

the JD Group call options), and Kap, a 

diversified industrial business, which 

Steinhoff will gain control of through 

the R8. 9 billion deal.

Steinhoff ’s restructuring was sparked 

by the conclusion of a €1.2 billion 

purchase of French firm Conforama 

in March this year, making it Europe’s 

second-largest furniture maker. 

Since then it has bought a 32.4 per 

cent stake in JD Group, which it now 

may seek to increase with the Kap deal.

JD Group in turn acquired Steinbuild 

from Steinhoff for about R169 million 

and Steinhoff paid R134 million to 

acquire JD Group’s Polish unit, Abra. 

Adverse trading conditions are the 

main reasons cited by consumer 

durables group Nu-World Holdings 

for the imminent closure of its local 

manufacturing business, which it says 

took a knock from, among others, the 

National Union of Metal Workers of 

South Africa.

“Compounding the industry strike, 

the rand remained consistently strong 

during the financial year, resulting 

in our local manufacturing division 

struggling to compete against cheaper 

imports,” says managing director Jeff 

Goldberg. “These factors, coupled 

with the burdensome and ongoing 

electricity price increases and increasing 

fuel costs have led to the increasingly 

uncompetitive position of our 

manufacturing division, necessitating its 

closure, which will be completed by the 

end of the year.”

Commenting on the company’s 

final results for the year ended 31 

August, Goldberg attributes Nu-World’s 

considerable declines in income and 

earnings to conservative consumer 

spending in the second half of the 

financial year.

Group revenue from continuing 

operations decreased by 5.4 per cent 

from R1.7 billion to R1.6 billion, while 

net operating income from continuing 

operations was down by 48.5 per cent 

to R55.9 million (R108.5 million last year). 

Total profit attributable to ordinary 

shareholders of the company dropped 

to R20 million from R68.6 million.

Describing trading conditions as 

“extremely difficult”, Goldberg says 

consumer confidence plunged in the 

second and third quarters of the year, 

suggesting that the spending that drove 

the post-recession recovery has lost 

most of its momentum.

In addition to closing its 

manufacturing facility, Nu-World is 

also restructuring certain unprofitable 

business units. “On completion of the 

restructuring and rationalization, we 

will have a lower overhead base and 

improved efficiency levels and will be 

better positioned to deliver growth,” says 

Goldberg. 

“Our new products and category 

offerings will enhance our scope for 

future growth.” 

Markus Jooste – the transaction is in line 

with Steinhoff 's key strategic objectives.

Newsline
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Samsung launches two new brand stores in South Africa

Samsung has opened another two 

new brand stores this quarter, one in 

Polokwane’s Mall of the North, which 

opened in July, and the other in 

Nelspruit’s Ilanga Mall in October. Both 

stores house the full range of Samsung 

products, including visual display, 

IT solutions, digital imaging, digital 

appliances, mobile communications and 

digital air solutions. 

Samsung South Africa managing 

director Deon Liebenberg says: 

“Samsung believes wholeheartedly in 

delivering consumer-centric solutions, 

not only in terms of the remarkable 

and relevant products we develop, but 

also in respect to ensuring they are 

conveniently accessible to all South 

Africans. Additionally, experiential 

product displays are key to ensuring that 

consumers understand our products and 

can make informed purchase decisions 

and through these stores we offer just 

this – the opportunity to engage with 

our full range of products, from mobile 

phones to washing machines.”

The Mall of the North brand store is 

approximately 200 square metres and is 

Samsung’s fourth brand store in South 

Africa, while Ilanga Mall measures at 

about 150 square metres and is the fifth 

brand store regionally. Both stores are 

the first branded shops in each of their 

regions, where consumers will be able 

to purchase any of Samsung’s product 

offerings through the advice and 

expertise of sales staff that understand 

the brand and consumer specific needs.

Liebenberg concludes: ”Samsung will 

continue to open brand stores across 

various provinces and we look forward 

to the interest and feedback these two 

new stores will bring – feedback from 

two critically important publics in more 

outlying areas.” 

Samsung's new brand store at Ilanga Mall provides the consumer with a stimulating 

environment in which to discover the full spectrum of the company's offerings in one easily-

accessible location.

Kitchen Passion the new cookware shopping destination

Kitchen Passion has a new home in the 

newly refurbished lifestyle and homeware 

section of Sandton City Shopping Centre. 

The stylish new 87-square metre store 

is rapidly becoming a favourite destination 

for kitchen enthusiasts and offers an 

extensive selection of premium and quality 

brands in cookware, appliances, kitchen 

gadgets, cutlery, knives, kitchen utensils and 

everything else that belongs in the kitchen.

There is plenty on hand for the gourmet 

dabbler who is passionate about cooking, as 

well as must-have items for the more serious 

professional chefs.  Look out for Zwilling J.A. 

Henckel’s extensive collection of stainless 

steel forged knives, Swiss Diamond’s range 

of precision cast aluminium cookware, 

and kitchen accessories from Rosle, Cilio, 

Kuchenprofi and Zassenhaus that possess 

the functional and aesthetic elegance to 

complement any culinary endeavour.

New in store is the arrival of the much 

anticipated Demeyere cookware collection.  

Demeyere is the only manufacturer 

worldwide which has adapted its technology 

according to the type of product required 

for the cooking process.

The store also offers Staub enamelled 

cast iron cookware collection, award-

winning Scandinavian design icon Stelton 

and modern and artistic items from lifestyle 

brand Blomus.  

Whether it’s coffee mills or spice mills, 

wine accessories, espresso makers, coffee 

accessories, tableware, designer cutlery or 

pasta makers, Kitchen Passion is the cooking 

companion for passionate foodies or simply 

someone who enjoys the pure joy of lifestyle 

and dining culture. 

Newsline
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Smeg SA opens flagship showroom in Johannesburg

Representing Italian-made style, design 

and quality, Smeg has opened its flagship 

showroom in Johannesburg, where 

the household appliances provider will 

showcase the various product ranges that 

have made the brand famous worldwide 

since 1948. 

Situated at 2985 William Nicol Drive, 

the Smeg showroom will be open to 

all from 09h00 to 17h00 daily and on 

Saturday’s from 09h00 to 15h00.  The 

showroom displays a vast range of 

ovens, hobs, extractors, coffee machines, 

sinks, mixers, cookers, dishwashers, 

laundry, refrigeration and wine 

coolers, highlighting the concept of a 

‘living catalogue”. Visitors will also be 

able to enjoy light refreshments and 

baked treats at the coffee shop while 

shopping.  

“Every element of the showroom 

received intense consideration, from 

the lighting to the manner in which the 

various product ranges are displayed,” 

comments Smeg SA managing director 

Stephen Brookes.  “Our focus is on 

providing the visitor with the ultimate 

Smeg experience, allowing for a true 

reflection on how the products will look 

in their homes, their client’s homes or 

other living spaces.  

“It is with pride that we open up our 

first Johannesburg showroom, and our 

third in South Africa.”  

Floors Direct wins gold at Durban Homemakers Expo

Floors Direct has scooped a gold award 

for Stand Design and Excellence at the 

2011 Durban Homemakers’ Expo. The 

ninth annual expo, held from 6 to 9 

October 2011 at the Durban Exhibition 

Centre, showcased the latest lifestyle and 

decor products and services from over 

250 exhibitors and attracted over 14 000 

people.

“We’re honoured to receive 

this accolade,” says Floors Direct 

marketing manager Helen Marshall. 

“The Homemakers’ Expo is a major 

event on the decor calendar and 

highlights exciting consumer trends 

and innovative exhibits. As a leading 

flooring company in South Africa, we’re 

passionate about innovation, design 

and quality, so this award is certainly a 

feather in our cap.”

The stand featured the wide range 

of laminate flooring from Floors Direct, 

including its R59.95m2 entry-level 

laminate, bamboo flooring, Van Dyck 

carpets and cleaning products. The 

theme was eco-friendly and so the 

stand featured the company’s recyclable 

cardboard stand and accessories.                           

Floors Direct head office moved to 

Strubens Valley located on Joburg’s West 

Rand and can now be contacted on 

011 475 8000. 

Floors Direct is expanding its 

national footprint with new stores that 

opened in Fourways and Randburg 

(Gauteng), Ballito (KwaZulu-Natal) and 

Bloemfontein (Free State). 

Floors Direct’s award-winning stand at the Durban Homemakers Expo.

Dishwashers are among the products on 

display at the new Smeg showroom in 

Johannesburg.

Newsline
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Lexmark’s cartridge recycling programme helps Cotlands

Printing and imaging company Lexmark 

recently hosted its tenth Cartridge 

Recycling Initiative for Babies (CRIB) 

golf day at the Randpark golf club in aid 

of Cotlands. A non-profit community 

development organisation, Cotlands’ 

primary beneficiaries are orphans and 

vulnerable children, many of whom have 

been impacted by HIV/AIDS.

This year also marks the baby 

sanctuary’s 75th year of intervening 

directly within communities to build 

capacity in caring for children. 

“Lexmark South Africa takes pride in 

supporting a charity such as Cotlands, 

an organisation that provides home-

based care, counselling, nutrition, early 

childhood development centres and 

transitional residential care, among 

other services to more than 10 000 

beneficiaries,” says Lexmark South Africa 

managing director Mark Hiller. “It is 

rewarding to see our cartridge recycling 

programme go beyond its environmental 

objective and also contribute towards 

social upliftment.”

Lexmark’s long-term commitment 

to Cotlands began in April 2002 

through the company’s CRIB donations, 

generated by customers returning empty 

Lexmark cartridges free of charge for 

recycling. The donations are given in the 

form of Baby Days – one Baby Day equals 

the cost of housing, feeding, clothing 

and care for one child at Cotlands for one 

day. 

Between July 2010 and June 2011, 

CRIB managed to raise a total of 13 527 

Baby Days, equating to a donation of 

R351 726 to Cotlands. 

An additional R85 000 over and above 

the CRIB programme donations was 

also raised at the golf day, proving this 

year’s annual golfing event another great 

success. 

Coricraft adds another smile to the Smile Foundation

Coricraft has donated two brand-new 

couches to the Smile Foundation, an 

organisation geared to putting smiles on the 

faces of children in South Africa by assisting 

those with any type of facial abnormality 

to receive free corrective plastic and 

reconstructive surgery within the country. 

The foundation helps children who suffer 

from treatable facial deformities such as 

cleft lip and palate, burn victims, Moebius 

syndrome (facial paralysis) and other 

conditions.

“We are delighted with the opportunity 

to assist this worthy organisation,” explains 

Coricraft marketing director Ronelle Vorster.  

“One of the hospitals that the Smile 

Foundation partners with is the Universitas 

Academic Hospital in Bloemfontein, and the 

new couches will be used in the surgeons’ 

meeting room. This donation forms part of 

our mission to support local communities 

where we have retail stores.”  

“The Smile Foundation relies on 

donations and is always grateful to 

organisations like Coricraft who offer to 

come on board to assist us,” says Smile 

Foundation fundraising and marketing 

executive Michelle Gerzst. Our hardworking 

doctors can now deservedly put their feet 

up after a long day of surgery.” 

The surgical team at Universitas Academic hospital in Bloemfontein, one of the Smile 

Foundation's partners, where the recemtly donated Coricraft couch will be used.

Newsline
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ARB Holdings acquires 
majority share in Eurolux

JSE-listed industrial goods 

and services group ARB 

Holdings has concluded a 

deal to acquire 60 per cent 

of lighting company Eurolux 

for R81 million. 

Eurolux imports and 

distributes incandescent, 

energy saving, LED and 

fluorescent lamps, light 

fittings and ancillary 

electrical products, 

including fans and electrical 

lighting components. The 

company currently operates 

out of two custom-designed 

and built warehouses in 

Milnerton, Cape Town 

and Linbro Business Park 

in Johannesburg. It does 

not sell directly to the 

public, but focuses on selling and distributing its products to 

specialised lighting shops, independent electrical wholesalers 

and major retail chain stores in South and southern Africa.

“The acquisition forms part of ARB’s long-term strategy to 

offer a diversified range of electrical and related industrial 

products to a wide range of industries and customers,” says 

ARB chief executive Byron Nichles. 

“As a trading and distribution business, Eurolux is 

strategically aligned with ARB’s core competencies and 

provides us with a unique opportunity to leverage our 

existing share of the lighting sector.  

“The well-branded range of high-quality lamps and lighting 

products offered by Eurolux augments ARB’s extensive range 

of electrical products and is sold into a complementary rather 

than overlapping customer base,” he adds.

“We are excited at the prospect of being associated with 

a strategically aligned listed group, and are  very confident  

that this deal  unlocks significant growth and expansion 

opportunities for both ARB and Eurolux,” says Eurolux 

managing director Peter Willig.

The acquisition creates an opportunity to leverage:

ARB’s distribution network to accelerate growth within 

certain of Eurolux’s product categories and market 

segments, including the commercial and industrial lighting 

markets; 

Eurolux’s international procurement expertise and 

relationships to source other related products for ARB;  and

ARB’s and Eurolux’s export strategies into the SADC region.

Eurolux’s executive team will remain significantly invested 

in Eurolux, retaining a 40 per cent shareholding, and will 

continue to manage Eurolux as a stand-alone business within 

the ARB group. 

•

•

•

Byron Nichles – Eurolux 

is aligned with ARB's core 

competencies.

Newsline
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Hirsch’s the people’s choice in KZN

Hirsch’s was recently voted the Best 

Appliance, Home Electronic and Aircon 

store in The Daily News/Gateway 

Your Choice awards. This is the third 

consecutive year that the home 

appliances retailer has won the award.

The awards were presented to the 

winners at the Emakhosini Boutique 

Hotel in Durban by Daily News Editor 

Allan Dunn.

 “These are awards that are presented 

to companies in various categories as 

voted for by the general public,” he 

explains. 

Says Hirsch’s managing director 

Richard Hirsch: “We are delighted with 

the win and would like to thank all our 

customers who voted for us. We promise 

to constantly strive to improve your 

shopping experience at Hirsch’s.” 

Hirsch’s Luci Hirsch Jackson receives the Your Choice award from KwaZulu-Natal Independent 

Newspapers retail manager Mariam Rahiman.

JD Group excels in customer satisfaction

The JD Group has featured prominently in 

the 2011 Ask Afrika Orange Index, billed the 

benchmark of customer satisfaction in South 

Africa. Six of the furniture retailer’s brands 

were placed in the top three in each of two 

categories – Electronics & White Goods and 

Furniture– while its remaining three chains 

achieved fourth, fifth and sixth place in the 

Furniture category.

 Incredible Connection came in first in 

the Electronics and White Goods category, 

followed by HiFi Corp and Electric Express. 

In the Furniture category Price n Pride 

achieved first placed, with Barnetts second 

and Joshua Doore third.

“The Orange Index is the only benchmark 

of its kind in South Africa that measures 

service across industries, affording 

companies a wealth of information on 

the service tendencies – not only in their 

industry, but in South Africa as a whole,” says 

Ask Afrika managing director Sarina de Beer.

Almost 100 companies are included in 

the survey, which comprises more than 10 

500 interviews conducted face-to-face and 

telephonically over six months.

JD Group human resources group 

executive Pamela Barletta attributes the 

company’s achievements to its Art of Service 

initiative, launched in 2009, which is in line 

with top management’s philosophy to make 

a difference in customers’ lives by putting 

them at the centre of everything they do.

 “David Sussman, our executive chairman, 

believes that all our customers should 

feel that we are privileged to have the 

opportunity to serve them,” says Barletta. 

“Group chief executive Grattan Kirk echoes 

this sentiment – we don’t have a business if 

we don’t have customers. They are the most 

important part of our business.”

“Customer feedback through the Ask 

Afrika Orange Index is a positive indication 

that we are on the right track," she 

continues. "We are humbled by these results 

and will continue to improve our business to 

strive to consistently exceed our customers’ 

expectations.”

Barletta explains that at the centre of the 

Art of Service is the Service Code, which 

takes into consideration both intangible 

and tangible drivers of customer service, as 

well as elements that have an indirect and 

direct impact on the customer experience. 

In order for the culture shift to happen, all JD 

Group employees need to align behind the 

philosophy of the Art of Service.

“After 28 months of implementation we 

have taken a great step forward in improving 

our customer service culture,” she says. “This 

has been achieved through a structured 

change process which has created a unified 

framework in terms of customer service, 

while allowing room for the uniqueness 

of each of the chains and supporting 

environments in the JD Group.”

Barletta says this change journey started 

in 2009 at the company’s head office in 

Braamfontein, Johannesburg. “A core team 

was empowered to lead the critical mass 

towards realising the Art of Service.

“This team was geared to see, own, 

commit to and be empowered to deliver 

on the Art of Service culture. This core 

team empowered their teams using the 

framework provided by the Service Code.

“Having achieved a shift in the culture of 

the critical mass, in 2010 we commenced 

the widespread and challenging 

implementation in operations (chains).

“During the process we empowered 1338 

managers (including branch, regional and 

page 32  
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Sony heads for fourth consecutive loss, acquires Ericsson

Sony Corporation, Japan’s largest 

exporter of electronics, is expecting its 

TV business to produce a $2.2 billion 

loss, owing to lack of demand and a 

surging yen. This will be the television 

manufacturing division’s eighth 

consecutive loss, and the company’s 

fourth.

Sony cut its TV sales forecast by nine 

per cent to 20 million sets, its second 

reduction this year, and its full-year 

operating profit outlook by 90 per cent 

– its lowest level in three years,

Vowing to bring an end to the losses, 

Sony chairman, chief executive and 

president Sir Howard Stringer outlined 

the company’s plans to take the TV 

division into the black by 2014.

He announced that it would split its 

television business into three divisions. 

“The first business unit is the legacy 

LCD TV business area that is focused on 

enhancing products through internal 

design and manufacturing. 

The second unit is the third party 

original design and manufacturing, 

and the third unit is developing and 

designing the next-generation TV.” 

The company is trying to compete 

against worldwide top TV brand 

Samsung Electronics in an industry 

where sales have stagnated in 

developed countries. 

A recent GfK report indicates 

sustained market positioning for the 

Samsung brand in the South African flat 

panel TV market sector. 

The results show growth in the single 

block audio (home theatre systems in 

a box) from 16 per cent to 42 per cent, 

which moves Samsung from second to 

first position. 

The report highlights that the overall 

Samsung flat panel TV market has 

remained in the number one position 

for the past three consecutive years – 

now with a market share of 40 per cent. 

Additionally, the company has occupied 

the number one position in blu-ray 

players (46 per cent) and blu-ray home 

theatre (56 per cent) since January 2010 

and respectively.

Other Japanese television 

manufacturers are also trying to turn 

around their business. Panasonic has 

forecast an annual net loss of 420 billion 

yen ($5.5 billion) – its biggest in ten 

years – and cut its financial television 

sales target to 19 million from 25 million. 

Toshiba’s profit fell 19 per cent as 

a strengthening yen eroded overseas 

sales. 

The falling prices of television and 

the end of a sales boom triggered by 

switching to digital broadcasts in July 

had hurt the audiovisual division, the 

company said.

Deal to acquire Ericsson’s share of 

Sony Ericsson

In a €1.05 billion deal, Sony is to acquire 

Ericsson’s 50 per cent stake in Sony 

Ericsson, making the mobile handset 

business a wholly owned subsidiary of 

Sony. 

When the transaction closes, subject 

to normal regulatory approvals and 

necessary consultations, Sony Ericsson 

will become a standalone division 

within Sony Corporation.

The Xperia smartphone will serve 

as a cornerstone to Sony’s unique 

“four screen” proposition, integrating 

the Xperia smartphone portfolio to 

its existing tablet, TV, videogame 

and PC business to deliver a more 

powerful “four screen” experience 

enabling a connected PC, TV, tablet and 

smartphone experience for consumers.

“This acquisition makes sense for 

Sony and Ericsson, and it will make the 

difference for consumers who want to 

connect with content wherever they 

are, whenever they want,” explains Sony 

chairman, chief executive and president 

Sir Howard Stringer. 

“With a vibrant smartphone business 

and by gaining access to important 

strategic intellectual property, notably a 

broad cross-license agreement, our four-

screen strategy is in place. 

“We can more rapidly and more 

widely offer consumers smartphones, 

laptops, tablets and televisions that 

seamlessly connect with one another 

and open up new worlds of online 

entertainment. 

"This includes Sony’s own acclaimed 

network services like the PlayStation 

Network and Sony Entertainment 

Network.” 

“Ten years ago when we formed 

the joint venture, thereby combining 

Sony’s consumer products knowledge 

with Ericsson’s telecommunication 

technology expertise, it was a perfect 

match to drive the development of 

feature phones,” adds Ericsson president 

and chief executive Hans Vestberg. 

“Today we take an equally logical step as 

Sony acquires our stake in Sony Ericsson 

and makes it a part of its broad range of 

consumer devices. 

"We will now enhance our focus on 

enabling connectivity for all devices, 

using our research and development 

and patent portfolio to realise a truly 

connected world.” 

Howard Stringer – vows to bring an end 

to Sony's losses.

Hans Vestberg – the acquisition is a 

logical step.

Newsline International
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Hitachi-LG venture to plead guilty to price-fixing

A joint venture of Hitachi and LG 

Electronics has agreed to plead guilty and 

pay a $21.1 million fine for bid-rigging and 

price-fixing in the sale of optical disk drives.

Hitachi-LG Data Storage was accused 

of conspiracy and wire fraud in a 15-count 

criminal information filed in federal court in 

California, the first charges to emerge from 

a long-running US probe.

Nearly two years ago, major companies 

including Sony, Hitachi and Toshiba 

disclosed that they had received 

subpoenas from the Justice Department 

related to the probe of sales of disk drives, 

such as CD, DVD and Blu-ray players.

"The bid-rigging and price-fixing 

conspiracies involving optical disk drives 

undermined competition and innovation in 

the high tech industry," says Sharis Pozen, 

acting head of the Justice Department's 

antitrust division.

Under a plea agreement, which is 

subject to court approval, Hitachi-LG Data 

Storage agreed to assist with the ongoing 

investigation.

Hitachi spokesman Masayuki Takeuchi 

says the joint venture "will work diligently 

to improve the company's compliance 

procedures in order to prevent other 

incidents of this nature."

A representative for LG did not 

immediately respond to a request for 

comment.

The joint venture was accused of 

conspiring with others to eliminate 

competition or fix prices for drives sold 

to computer giants Dell, Microsoft and 

Hewlett Packard dating back to 2004.

The venture was also charged with 

participating in a scheme to defraud HP 

during one procurement event in 2009. 

Source: Reuters 

Swedish appliances company Electrolux 

continues to be plagued by tough market 

conditions. Demand during the third 

quarter declined further in several of the 

company’s main markets in Southern 

Europe and the US, while the cost of raw 

materials increased. 

“Aside from continuing improving price 

and mix we must acce¬lerate our efforts to 

adapt our cost structure,” says president and 

chief executive Keith McLoughlin. “In this 

challenging environment, we have been 

able to continue generating solid cash flow.”

Like many other consumer companies, 

Electrolux has been tangibly affected by 

the decline in consumer confi¬dence in the 

mature markets. The company’s results for 

the first three quarters declined by nearly 

50 per cent, from SEK4.8 billion n in 2010 to 

SEK2.5 billion in 2011. Rising raw-material 

costs and lower prices accounted for most 

of this SEK2.3 billion decrease. 

The slowdown is evident in the mature 

markets of North America and Western 

Europe. “A total of approximately 35 million 

appliances are expected to be sold in North 

America in 2011, which is on a par with 

1998 volumes, and down by 25 per cent 

compared with the peak year of 2005. The 

corresponding figure for Western Europe is 

around 65 million, which is comparable with 

1999, and down by 15 per cent compared 

with the peak year of 2006. 

“As a result of the weak market conditions 

in the mature markets, we will further adapt 

our production capacity in North America 

and Western Europe to achieve increased 

capacity utilisation,” says McLoughlin. 

“Additionally, we will take actions to reduce 

overhead costs to accommodate the 

current business environment.

“Two years ago, we presented our efforts 

to improve efficiency and reduce costs by 

capitalising on our shared global strength 

and scope,” he continues. “These efforts 

will start generating a positive impact in 

an escalating pace. We will accomplish 

this by unlocking synergies, increasing 

modularisation and optimising global 

purchasing.”

During the third quarter, Electrolux 

finalised the acquisition of the Egyptian 

company Olympic Group, the largest 

appli¬ance company in the expanding 

North African and Middle Eastern regions. 

In August, it presented the acquisi¬tion of 

the Chilean appliance company CTI, making 

Electrolux the largest supplier in Chile and 

Argentina and further strengthening its 

position as the leading appliance company 

in the fast-growing Latin American markets. 

“As a result of these two acquisitions, 

combined with the strong organic growth 

demonstrated by Electrolux in Latin 

America, Southeast Asia and Eastern Europe, 

our pro-forma sales in growth markets will 

account for approximately 35 per cent of 

total sales,” says McLoughlin. “This provides 

a stable platform for growth, enabling us 

to address the issue of the slowdown in 

demand in markets in more mature regions. 

“We continue to generate a strong 

underlying cash flow, which further 

strengthens our balance sheet. This is not 

accidental. 

"We have intensified our efforts to 

improve working capital productivity and 

are working hard to liberate cash in all areas 

of the company. 

“A strong balance sheet will permit us to 

continue carrying out strategic initiatives 

that will strengthen Electrolux’s competitive 

position and accelerate our ability to deliver 

customer and shareholder value.” 

Electrolux suffering continues in tough market conditions

Keith McLoughlin – our strong cash flow 

is not accidental.

Newsline International
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Unilever scoops award for best CSR, sustainability practices

Global FMCG company Unilever was 

named the company with the best 

CSR and sustainability practices at the 

International Conference on Corporate 

Governance and Sustainability held in 

Mauritius.

Unilever South Africa communicat-

ions director Elizabeth Pretorius received 

the award on behalf of Hindustan 

Unilever from India’s corporate affairs 

minister Veerappa Moily.

The conference, hosted by the Asian 

Centre for Corporate Governance & 

Sustainability, was attended by 150 

delegates from countries that included 

India, South Africa, Singapore, Ghana, 

Uganda, UK and US and had as its 

theme Enhancing Effectiveness of 

Boards through Corporate Governance 

Best Practices.

Asian Centre for Corporate 

Governance & Sustainability was set 

up with a vision to become a think 

tank and a catalytic institution to bring 

about qualitative improvements in the 

corporate governance and corporate 

sustainability practices of Asian 

companies.

Professor Mervyn King, a former 

Judge of the High Court of South Africa 

and chairman of the King Committee on 

Corporate Governance in South Africa, 

is chairman of the Asian Centre for 

Corporate Governance & Sustainability.

In her acceptance speech, Pretorius 

said Unilever placed a premium on 

sustainable growth to the extent that 

the Unilever Sustainable Living Plan 

(USLP) was introduced globally, with a 

local chapter in different countries. The 

USLP commits Unilever to improving 

health and wellbeing; reducing 

environmental impact and enhancing 

livelihoods.

“Two billion times a day, somebody, 

somewhere uses a Unilever brand,” 

Pretoris said. “We have ambitions to 

double our business, yet halve our 

environmental footprint.

“In the words of Unilever’s global CEO, 

Paul Polman, we will only succeed if we 

inspire billions of people around the 

world to take small every day actions 

that add up to the big difference.” 

Samsung appeals Apple's court injunction 

An Australian court decision banning a 

Samsung Electronics tablet computer 

from the local market due to alleged 

infringement of patents held by Apple 

made errors of law and should be 

overturned, lawyers for Samsung have 

argued.

In an appeal hearing at the Federal 

Court in Sydney, Samsung lawyer 

Neil Young said Justice Annabelle 

Bennett's granting of an injunction to 

Apple preventing the distribution of 

Samsung's Galaxy Tab 10.1 in Australia 

was based on "irrelevant considerations".

"It's our submission that Her Honour 

made errors of law in her approach," he 

told the hearing.

Justice Lindsay Foster said he would 

grant the request for an appeal hearing. 

"I have quite a firm view about the 

matter," he told the court. 

"I think the order should be made as 

set."

Samsung had hoped to launch the 

Galaxy in the Australian market by 

mid-October so as to lock up deals with 

mobile telephone providers and retailers 

in time for the Christmas holiday season.

However, Apple alleges certain 

features of the 

computer's 

touchscreen 

technology violate 

patents it holds for its 

own iPad computers.

The battle is part 

of a worldwide 

fight between 

Samsung and Apple 

– respectively the 

world's largest 

technology 

companies 

by revenues 

and market 

capitalisation – over 

the US$16 billion 

market for tablet 

computers.

The two 

companies have 

launched patent 

claims against one another in other 

countries, including the US, Japan and 

South Korea. 

Apple has already scored a major 

victory in Germany where a court has 

banned sales of Samsung's Galaxy Tab 

10.1 in Europe's biggest economy, while 

Samsung has brought a separate action 

against Apple in Australia, alleging 

the iPhone 4S violates its own patents 

governing mobile technology. 

Source: Dow Jones Newswires

Samsung Galaxy Tab 10.1

Newsline International
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Home Style –
adding style and value to the home

Owners of this young Randburg-based 

company, Bhavesh and Indira Patel 

originally started out importing handmade 

polysilk and polyester shaggy rugs from 

India for the wholesale market. “We sold 

these successfully to a host of independent 

retailers, but lost our competitive edge 

when the market was flooded with cheaper, 

machine-made counterparts.”

Undeterred, Patel wasted no time in 

sourcing another winning product, this 

time from Brazil. The ready-to-assemble 

kitchen units are available in two varieties, 

a free-standing range geared to the lower 

end of the market, and a wall-mounted 

collection that is ideal for start-up homes 

and townhouses.

The units are manufactured from 

medium-density fibreboard (MDF) and 

chipboard, and according to Patel, their 

quality is what distinguishes these products 

from the many others aimed at a similar 

market. “The MDF and chipboard used in 

these products is engineered to higher 

compression specifications, making the 

completed material extremely robust and 

durable,” he explains. 

The kitchen units are not finished in 

melamine, as many would expect in a 

chipboard-manufactured prod-uct, but a 

high gloss paint, which is not only water-

resistant, but adds a luxurious look and feel 

to the final product. “To add to the appeal, 

the surface is made to closely resemble 

granite. Additionally, unlike mela-mine, it is 

not susceptible to water damage and won’t 

peel or flake,” says Patel.

“Some find it hard to believe that a 

product so competitively priced can be of 

such of superior quality,” he adds. “Brazil is 

an extremely environmentally conscious 

country and the government has strict 

quotas – less than five per cent of the total 

number of rain forest trees felled, are used 

in the manufacture of furniture. Because 

manufacturers are legally required to use 

MDF and chipboard they have gone to 

great lengths to ensure that it is of high 

quality.”

 The remainder of Home Style’s offering is 

sourced from China. Patel visited numerous 

shows, showrooms and factories – covering 

hundreds of kilometres in the process – to 

source the right product. 

“I look for beautiful items that are 

affordable, but I won’t compromise on 

quality,” he declares.

The dining room suites and coffee 

tables incorporate elements of steel, for 

a sleek, contemporary appearance. The 

modern, clean lines of the floor and table 

lamps make these a popular item with 

retailers and decorators, while the flower 

and abstract oil paintings are ideal for the 

home, office, corporate companies and the 

hospitality industry.

 Patel is very excited about his range of 

Mirror Tiles, for which Home Style holds 

exclusive distribution rights in the southern 

Africa region. “Mirror tiles are the latest 

trend in wall-mounted home décor and are 

available in various colours and designs,” 

he says. “With a scratch-resistant titanium 

coating that ensures longevity, they can 

be used to spruce up any space that needs 

extra pizzazz.” 

Elements of style, functionality and undeniable 
quality are words that best describe the product 
offering from Home Style Imports, which includes 
ready-to-assemble kitchen units, a variety of 
contemporary coffee tables, plasma units and 
dining room suites, an assortment of accessories 
that includes floor and table lamps, oil paintings 
and an exciting new product called the mirror tile.

Indira and Bhavesh Patel.

Company Profi le
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3D is already an established feature of 

today’s televisions and is accounting 

for an increasing share of the range of 

equipment now available. 3D is no longer 

restricted to top-of-the-range sets. This 

new technology now looks set to occupy 

a firm place in the mid and lower price 

ranges, and that is the target for 2011.

3D glasses are now much lighter and, 

due to the use of special geometry, can 

be worn much more easily with normal 

spectacles as prescribed by opticians. 

Moreover, the industry is now working to 

create common standards for infra-red 

shutter lenses. This would make products 

from different manufacturers compatible, 

and competition will thankfully help 

to reduce prices. In accordance with a 

proposed new standard, current infra-red 

technology would be replaced by radio 

signals, giving viewers greater freedom of 

movement.

The “passive” spectacles with single 

polarisation lenses that are frequently 

used in cinemas are another option. They 

can be manufactured extremely cheaply 

but do require the use of a special 3D 

screen which has a polarising coating. 

One disadvantage of this method is that 

the 3D images halve only half the vertical 

resolution. On the plus side, however, 

the images for the right and left eye are 

displayed simultaneously, helping to 

produce movement sequences that are 

steady, with a distinct lack of judder and 

flicker.

Alongside current solutions, in the 

medium term 3D TV without glasses 

will play an increasingly important role. 

The first mass produced sets are already 

on sale in Japan, although this initial 

generation only has small screen formats 

while the prices are comparable with 

those of high-end equipment. That said, 

the first sets with screens in excess of 

40 inches are starting to come on to the 

market. Prototypes with 65-inch screens 

are already in existence, some of them 

with 4k resolution (this is more than four 

times the number of pixels offered by full-

HD screens). It will be some time, however, 

before glasses-free 3D TV is available in the 

same price range as present-day 3D sets 

with shutter lenses.

From now on the 3D market will be 

influenced increasingly by peripherals with 

3D capability. Almost all of the new Blu-ray 

players can reproduce movies in 3D. 

Best of two worlds on one screen

Catch-up TV, mediatheques, video clips 

from Youtube pages, the world of social 

networks from Twitter to Facebook, slide 

shows from providers of online photo 

services, weather reports, up-to-the-

minute news, sports results, stock market 

prices or communication via Skype: all 

of this content from the internet can be 

seen on the same screen as that used for 

traditional television viewing. 

App icons, similar to the virtual keypads 

on smartphones and tablets, provide 

access to the content and applications. 

Each manufacturer offers a slightly 

different approach, with terminals defining 

Due to the rapid pace of innovations the consumer electronics industry is constantly 
setting new standards. The merging of television with the internet, media and devices in 
3D and HD, the massive upsurge in sales of tablet PCs, apps and smartphones, as well as 
networking for the home and people on the move are the main trendsetters.

3D with and without glasses, 3D with and without glasses, 

web meets TV, apps and tablets, web meets TV, apps and tablets, 

chips and platformschips and platforms
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their own, rapidly expanding portals. 

Some manufacturers have already created 

development communities for TV apps, 

combining various forms of IT creativity.

In addition to apps, some sets also 

include browsers for internet access, as on 

a PC. Special operating apps with virtual 

keypads on smartphones or tablets, and 

connected with televisions via the wireless 

network for the home, are an ideal way 

of navigating through such pages on the 

screen.

The merging of television with the 

internet has been a growing trend over 

the past two years, and will acquire even 

greater importance in the years that 

follow. It marks not only a significant 

technological trend but also a latent 

paradigm shift in business models within 

the CE sector. In future, commercial 

success will be largely defined by the 

successful combination of the features 

installed on terminals and the range of 

available content, and by cross-sectoral 

cooperation between the hardware and 

content industries.

Apps and tablets the missing link 

Taking the iPad as a prototype, within just 

a few months an entire new category of 

devices has been created. Demand for 

these flat devices is enormous, and the 

manufacturers are meeting this demand 

by constantly introducing new models. 

Like their smaller equivalent, the 

smartphones, the flat computers are 

setting new standards in ergonomics and 

in their range of applications. Originating 

from the world of computers, they are 

defining a completely new, intuitive way 

of accessing the entire digital world. 

Along with the hardware a massive range 

of applications has been created, and 

the combined creativity of thousands of 

developers is producing a constant flow of 

new uses.

Traditional CE manufacturers are also 

making a significant contribution with 

their own ideas for applications. It almost 

seems as if they have been waiting for 

these new types of devices. In fact, apps 

on tablets and smartphones are acting 

like a missing link in consumer electronics: 

applications now permit even the most 

complex functions of networked consumer 

electronics to be controlled easily and 

in a clearly arranged, visual form. Music 

distributed throughout the house, easy, 

image-assisted selection from a vast range 

of TV programmes and web services, 

and even the ability to operate an entire 

networked home – tablet apps can handle 

all of this with ease and at a cost well 

below that of specialised remote control 

systems of a similar technical standard.

Images and sound in the home network

Archive systems such as media shelves 

and racks, albums or shoe boxes are a 

thing of the past for pictures, music and 

videos, which can now be stored digitally 

on PCs, notebooks or network hard drives. 

Moreover, home networks enable them 

to be accessed by virtually any kind 

of modern digital terminal, such as a 

smartphone, a networked television set or 

a tablet PC. 

The introduction of such standards 

as UPnP and DLNA make it even easier 

to utilise media in a home network. 

The relevant devices can automatically 

recognise one another and can in this way 

exchange digital content.

The trend towards networked media 

usage has also had a lasting impact on the 

hifi world. Nowadays a vast range of music 

components and surround-sound systems 

can be linked to the home network, either 

wired or wirelessly, in order to access and 

play back centrally stored collections of 

music. In such scenarios smartphones 

are an ideal and simple form of remote 

control, with special apps that invite users 

to find their way around a wealth of stored 

music.

Radio also occupies a firm place in 

today’s home media infrastructure. In most 

cases audio devices linked with the home 

network can also be used to access the 

enormous range of domestic and foreign 

radio stations that are now available 

on the internet. In this way the web is 

currently evolving into one of the most 

important digital distribution channels for 

radio broadcasting.

HD, 3D and links to the net

High definition has more or less become 

the standard for today’s camcorders. There 

is also a rapidly increasing range of models 

for three-dimensional movie-making. In 

many cases three separate image sensors 

are used to provide perfect picture quality, 

not only for top-of-the-range devices, but 

also for pocket format compact units.

Increasingly, digital cameras can be 

used for moving images too, a capability 

that is not only confined to individual 

product sectors. From pocket cameras to 

the best systems and SLR cameras, all of 

them are capable of producing videos in 

HD quality. And a number of models are 

already available that can take three-

dimensional images. There are also various 

additional and highly practical functions 

such as an integrated GPS receiver, which 

automatically records the location where 

the shot was taken, or a WLAN connection, 

permitting immediate transmission of 

the photo or video. Integrated picture 

processing software and touchscreen 

displays also help to make these devices 

even easier to operate.

Energy efficiency and green 

technologies

Power consumption, for example, of 

television sets has already fallen drastically 

in recent years, and this applies to those 

with LCD screens as well as plasma models. 

This development has been accompanied 

by statutory regulations, but the industry 

itself, acting on its own initiative, has 

always been a major force in promoting 

the trend for reduced consumption, a 

trend that is being continued by the 

innovative new sets introduced in 2011. 

It is no longer unusual to find sets of a 

size that complements any living room, 

with a consumption of well under 100 

watts, yet capable of providing brilliant, 

high definition pictures. The transition to 

LCD sets with LED backlighting is making 

a major environmental contribution too. 

They are replacing the luminescent tubes 

containing mercury as well as helping to 

reduce power consumption. 

Other environmentally harmful 

substances were eliminated from the 

manufacturing process some years ago, 

such as flame retardants containing 

halogens and lead-based soldering 

compounds. Single-variety, labelled 

plastics also assist the recycling process. In 

this way the consumer electronics industry 

is not only improving the quality of life 

and making it more enjoyable, but it is 

also helping to reduce the environmental 

impact. 

“From now on 

the 3D market will be 

infl uenced by peripherals 

with 3D capability”

Consumer Electronics
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‘Our electronics are all about the consumer’ – Ellies

Over the past three decades, Ellies has 

become a leading Southern African 

manufacturer, wholesaler and distributor 

of electronic products, accessories and 

technologies. 

Since its inception in 1979 Ellies has 

focused largely on TV aerials, accessories 

and spare components, and then 

broadened its range to include remote 

controls and other related accessories, 

expanding its customer base in the process. 

While the product range has broadened 

exponentially over the years, the focus 

remains unchanged: providing a single, 

convenient and efficient source of supply 

for its customers – from leading retailers to 

independent outlets and installers. 

Today, Ellies is slightly amending this 

focus to include a conscious awareness 

of the end-user toward a future where 

the consumer’s needs are at the centre of 

everything they do. 

“It’s our goal to ensure that all of our 

customers and end-users needs are met,” 

says Ellies Holdings CEO Wayne Samson. 

“We are continuously developing new 

product ranges to ensure that every 

South African has access, through our 

partnerships with retailers and installers, to 

world-class technology at affordable prices. 

“We want to become known for being a 

technology, solutions and lifestyle-oriented 

business, where we consider the consumers 

needs at the heart of everything we do 

and develop products and services to meet 

their requirements.”  

Exciting times ahead

It seems that there are some exciting times 

ahead for this innovative company. Ellies 

Renewable Energy is one of the divisions 

aimed at delivering renewable and energy 

efficient products exclusively to suit South 

Africa’s unique energy needs.

The range is vast, from water-saving 

shower heads, exclusively engineered solar 

geysers, through to rechargeable batteries, 

LED bulbs and geyser blankets that will 

help South Africans beat and to stay ahead 

of the looming energy crisis. 

Ellies’ approach to renewable and energy 

efficient products is simple: save the 

South African consumer money by cutting 

down on their electricity bills through 

partnerships with established retailers 

nationwide.  

“We need to educate South Africa on 

how they can use renewable and energy 

efficient products to stay ahead of the 

imminent electricity price hikes,” Samson 

continues. 

“For some homes it may be a simple case 

of changing all their light bulbs; in others, 

more extensive solutions are necessary. 

This is considered new technology for all of 

us and we’d like to become South Africa’s 

trusted advisor in green energy and energy 

saving products.”

Reputation for excellence

Ellies has always had a reputation for 

excellent, value-for-money products and 

Consumer Electronics
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Sinotec’s exceptional products are driven 

by the abovementioned characteristics, 

among others, making it a brand 

which has become an integral part of 

many South African homes, hotels and 

businesses nationwide.

The company’s worldwide legacy 

evolves from one of the leading global 

television manufactures in the world, 

Xiamen Overseas Chinese Electronics 

Company LTD (XOCECO, founded in 

1985). Sinoprima is a proud partner of an 

international network that spreads over 

119 countries in five different continents, 

with over 25 years of expertise and 

experience. 

“The brand’s growth and success within 

the South African consumer electronics 

market can partly be attributed to the 

international practices of supreme 

engineering, post-doctoral level staff 

and exclusive research and development 

resources we have at our disposal,” says 

Sinotec general manager Kaveen Jimmy. 

“With skilled employees, state-of-the-art 

equipment and 220 million square feet of 

factory space, internationally our level of 

output is over five million units per year, 

which speaks for itself.”

Trust and confidence

Such expertise merged with the 

company’s local team has formed the DNA 

of South Africa’s home grown consumer 

electronics brand, Sinotec, the only one in 

the country to offer its customers a five-

year warranty.

“This fact represents the level of trust 

and confidence we have in our products 

and brand as a whole, implying that we 

are a brand as steadfast as any other 

global brand manufacturer,” says Jimmy. 

“It is about adding value to the 

purchase and passing on benefits to our 

consumers, for example, providing our 

customers with free wall mounts with 

their television purchase.”

“With our nationally acclaimed service 

centre, comprising international and local 

electronic engineers and technicians, 

along with the belief that a customer-

focused approach is fundamental to the 

core of our business, the Sinotec offering 

will complement many aspects of the 

consumer’s lifestyle,” he continues. 

“By offering consumers a variety of 

choice, from panel televisions to various 

complementary audio products, and 

added value, Sinotec has grown into a 

brand of choice for many. 

"Adding the fact that we have a 

passionate team of individuals who are 

committed to excellence in everything 

they do, focusing on providing customers 

with outstanding back-up support. It is 

the amalgamation of these characteristics, 

world class technology, and beautifully 

designed products that make us great.” 

more recently, its consumer-focused 

approach is evident in ranges like its iPod 

and iPhone Accessories range. These will 

be a must-have for any gadget-lover this 

festive season and music to most ears. 

Another symbol of Ellies’ growing 

commitment to the public it serves is the 

warranty offered with its Surge Protector 

Plugs range. The warranty covers R20 000 

damage or replacement of household 

items in the case of surge damage, a first 

for South African consumers who are 

constantly plagued by power surges caused 

by lightning.

New technology 

Ellies is also pioneering new technology 

in HDTV connections and distribution and 

has spent the past five years on evaluating 

products unique to the South African 

market. 

The company’s innovative approach is 

evidenced also by its strong partnerships 

with giants like Multichoice, which has 

pioneered HDTV in South Africa. 

Ellies works closely with Multichoice to 

ensure that South Africans have access to 

the best international technology for local 

needs and has sourced HDMI cables that 

are manufactured under licence. 

"It is this collaborative approach that 

has made Ellies the household name for 

entertainment accessories and products in 

South Africa, and one that makes Ellies a 

shining beacon in the business landscape," 

says Samson. 

“These are just a few of the new 

developments and innovations that we can 

look forward to seeing from Ellies Holdings 

in the near future, and from where we are 

standing, the future looks bright.” 

Simplicity, affordability and a fusion of 
luxury and excellence through quality

Sinotec's Micro DVD hi-fi.

Consumer Electronics
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Premium style meets professional performance

The Samsung NX200 is a compact system 

camera that delivers professional, standard 

photography, and guarantees an easy 

experience that lets users unleash their 

creativity to the fullest. 

The NX200 delivers DSLR quality imaging 

in a camera that is compact and easy to use. 

The camera incorporates a 20.3 megapixel 

APS-C CMOS sensor developed in-house 

by Samsung, ensuring a high quality image 

which shows every detail. To allow for high-

speed capture, the NX200 achieves 100ms 

advanced auto focus speed and, thanks to 

its fast boot and seven-frames-per-second 

continuous shooting, is the perfect way 

to capture that split-second action in an 

instant. Additionally, a moment will never 

be missed with the camera’s ability to shoot 

images on the move from shot to shot in 

only 400ms.

The camera’s wide range ISO (100-12800, 

covering seven steps) gives life-like colour 

and sharp details, even in dark environments 

or when capturing still images of moving 

objects. To capture movement on video, 

the NX200 also features 1920x1080/30p 

(H.264) HD movie recording and stereo 

sound for exciting and vivid video. All this 

is incorporated into a compact and sleek 

body with a premium metal design – light 

enough to be carried anywhere in a jacket 

pocket and stylish enough as a camera to be 

proud of.

 “With the NX range Samsung has 

pioneered the compact system camera 

that allows any user to get the results that 

they’ve always wanted from their pictures 

without having to manage complicated 

controls or carry heavy, cumbersome 

equipment,” says Samsung Electronics South 

Africa business leader for digital imaging 

Mark Geldenhuys. “The NX200 is the next 

step in providing the ambitious amateur 

with first-class picture quality through 

the combination of professional-standard 

features. With technology like this built into 

a stylish and compact body, the NX200 is 

the ultimate tool for achieving professional 

quality in a compact camera.” 

Samsung's NX200 provides first-class picture 

quality.

An innovative touch to home entertainment

LG Electronics’ new Plasma Pentouch 

TV offers all the advantages of a PC with 

internet access, while allowing viewers 

to control content directly on the screen 

using a special pen. By incorporating 

LG’s plasma display panel’s (PDP) cells, 

the Plasma Pentouch TV offers a more 

sophisticated slim design at a lower price 

than conventional units.

“Touch displays have become the norm 

in phones and tablets, but remain almost 

unheard of in TVs,” says LG Electronics 

South Africa chief executive JM Lee. 

“The Plasma Pentouch TV brings all the 

excitement of a touch display, a computer 

and the internet to the world of TVs, with 

functions and programs that are great fun 

and educational. Families, in particular, will 

more than ever enjoy the Plasma Pentouch 

TV.”

Users can activate the Pentouch mode 

with a single click on the remote control, 

while the interface itself is intuitive and 

easy to navigate. In Pentouch mode, users 

can access files such as PowerPoint and 

other content from their PC, easily working 

on and editing them on the TV screen. The 

TV supports simultaneous two-pen use.

The pen batteries can be recharged 

through USB ports on the back of the TV 

unit, ensuring users have functional pens 

all the time.

Using the TV’s excellent suite of software, 

budding artists can draw pictures directly 

onto the screen and then save the files for 

further editing or effects manipulation. If 

the PC is connected to a printer, users can 

print their Pentouch creations, too. More 

complex software features include Gallery, 

which comes with a built-in slide show 

feature, Family Calendar and Digital Photo 

Frame, which lets users embellish their 

work with the frame of their choice. The 

Plasma Pentouch TV is connected to the 

internet, allowing for further applications to 

be downloaded as desired.

The Plasma Pentouch TV uses a 

protective scratch-free glass screen, as well 

as RGB (red green blue) expression and 

optimised brightness for crisper images. 

Visual comfort is further enhanced by the 

auto sharpness control function and colour 

materialisation technology.

In balance with the unit’s stylish TruSlim 

Frame design, the Pentouch TV uses an 

eye-catching four-leg stand, specially 

designed to ensure stability so that the 

TV doesn’t tip over when owners or their 

children are using the Pentouch feature. 

This makes the TV both great fun and safe 

to use.

The Pentouch is available in two models, 

the 50-inch PT490 (without 3D capability) 

and the premium 60-inch PZ850, which 

includes LG’s 3D THX feature, a single 

standard measurement of 3D picture 

quality. 

Boasting all the high-tech, high-picture 

quality of premium LG plasma TV, the 

Pentouch display TV allows viewers to ‘draw’ 

on the screen.

Consumer Electronics
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In Q3 2011, the total 
South African technical 
consumer goods ( TCG) 
market recovered six per 
cent from the negative 
second quarter of the year. 
This was driven mainly by 
the consumer electronics 
(CE) sector, which softened 
its decline against Q3 
2010 and amounted to 
-0.2 per cent. While the 
photo sector improved and 
showed growth of eight 
per cent, the overall sector 
remained negative in Q3 
(-24.4 per cent).  

Consumer electronics 

drives technical 

consumer goods 

slight recovery

Revenue for the third quarter of 2011 

amounted to just over R9.1 billion, down 

1.6 per cent from R9.26 billion during the 

third quarter of 2010. 

When looking at year-on-year 

developments, the fourth quarter in 2011 

will have to go beyond the high of Q4 

2010 (R10.53 billion) to end the year in the 

green. 

2010 was an exceptional year for the 

CE, but the industry continued to decline 

in 2011. 

This bearish growth could have 

been worse were it not for consumer 

acceptance of new technology, specifically 

Blu-ray, full HD (high definition), and LED 

and 3D TV. 

A closer examination of the individual 

product groups, namely audio home 

systems (AHS), conventional TV (CTV), 

panel TV (PTV) and DVD players reveals 

that new technology within these 

sectors is one of the main reasons why 

performance is not as bad. 

New tech comes at a price, however. 

When they were first launched in South 

Africa, 3D TVs retailed for anywhere 

between R25 000 and R35 000 for entry 

level panels in certain inch sizes. 

Today, the same panel or similar retails 

for between R8 999 and R12 000. The net 

result is that the traditional entry level LCD 

panels are now driven into a smaller price 

bracket to make room for the now deflated 

3D panels. 

An entry level full HD LCD of similar-

inch size can retail anywhere from 

between R4999 and R6999, which means 

that a consumer who purchases a 3D TV 

pays a larger premium than the non-3D 

consumer. 

This trend towards new technology 
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has maneuvered into DVD players 

as well. Traditional non-Blu-ray DVD 

players are now perceived as somewhat 

commoditised which, from a pricing 

perspective, has placed pressure on Blu-ray 

players in recent quarters. 

Coming from an entry price of around 

R4000 and now nesting around the R999 

price mark, Blu-ray has finally gained a 

platform to develop even further.

Showing constant growth in 2011, Blu-

Ray seems to have been well adopted by 

the consumer. 

There is a new battle for dominance 

within a high valued segment in AHS-

multiblock systems. 

This is a component segment where 

expensive models are found, ranging 

anywhere from R2000 to R20 000. 

With more models offering both 3D-

ready and Blu-ray capabilities entering the 

market, this segment promises to reach its 

highest point by the end of 2011. 

Photo: SLR slows DSC growth 

2011 has not been the best year for digital 

still cameras (DSC). Q3 shows a 24 per cent 

drop when compared to the same time 

last year. 

This massive decline can be partly 

attributed to the slight decline in SLR 

(single lens reflex). 

Compact cameras showed a bit of 

promise, but this only became apparent 

due to the eroded price levels that have 

been reached. 

Mobile holds on to positive growth 

The South African market for 

telecommunications slowed slightly 

compared to the second quarter, but 

continued its overall positive performance 

in the third quarter of 2011 when 

compared to the same period last year. 

This trend was evident even though GfK 

noted an acceleration of growth in double 

digits during the same period last year 

compared to 2009. 

The figures for this quarter show that 

the overall market grew over five per cent 

quarter-on-quarter, which equated to an 

increase of R235 million in revenue. 

The year-to-date outlook for the South 

African market is positive at over seven per 

cent, recording R9.768 billion in revenue. 

This performance to date means that 

the market should exceed last year’s total 

by at least five per cent or approximately 

R650 million. 

While much of the volume in the 

market is driven by mobile handsets, 

much of this positive growth in revenue 

has been underpinned by the growth in 

smartphones, which have tacked positive 

each quarter this year and grown by more 

than 20 per cent when compared to the 

same quarter last year. 

Summary 

In the last quarter flat panel TVs have 

found it difficult to match the volumes 

driven by the 2010 FIFA World Cup. 

Positive results in the telecommunicat-

ions sector were driven by smartphones 

and volumes by entry level handsets. 

Photo will need to recover the most 

ground going into the final quarter but as 

a segment tends to sell well through the 

last quarter. 
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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.

Challenging climate in Western Europe

The consumer electronics (CE) market 

registered a significant deterioration 

in the first half of 2011. In the first six 

months of the year, sales in Western 

Europe declined by a total of 11.3 

per cent in comparison with the 

same period of the prior year. This is 

attributable to a lack of stimulus from 

major sporting events, the shutdown of 

analog TV in some European countries 

pushing forward purchases, and the 

financial and economic crisis in the 

Eurozone. Nevertheless, innovative 

segments are growing within all product 

groups.

In comparison to last year, when 

events such as the Winter Olympic 

Games, the Football World Cup and 

the shutdown of analog TV signals, for 

example in France and Italy, provided 

major boosts to the CE market, similar 

stimuli were lacking in 2011. Added 

to this is the fact that the ongoing 

financial and economic crisis continues 

to unsettle European consumers. 

Consequently, in the first half of the 

year, both sales revenue and unit 

sales declined significantly in the CE 

segments in the six Western European 

countries of France, Germany, Italy, the 

Netherlands, Spain and the UK.

Large TV screens popular

Western European countries show a 

sales decline of 14 per cent for the TV 

market. In comparison with 2009, a year 

in which there were also no notable 

stimuli such as sporting events, a 

considerable increase of 28 per cent has 

been recorded in television sales. 

The sales share of TV sets within 

the CE sector is continuing to rise and 

currently stands at just over 73 per cent. 

However, compared to the first half of 

2010, sales units for flat TVs decreased 

by eight per cent and prices are still 

declining. Innovations, including HDTV, 

3D and internet-capable devices, are 

currently not able to prevent this trend, 

although customers are prepared to 

dig a little deeper in their pockets for 

these products. LED televisions, which 

registered a sales share of 56 per cent in 

the LCD TV segment in the first half of 

2011, are particularly popular because of 

their sleek design and energy efficient 

technology. 

Internet-capable TVs generated a 

third of sales in the television market 

in the first six months of the year. 

32-inch TVs remain the most popular 

category, although the sales share fell 

to 28 per cent in the first half of 2011. 

The purchasing trend within the LCD 

market is for larger screens. Televisions 

with screens that are 40-inch or larger 

constitute a sales share of nearly 50 per 

cent; a figure which is still growing.

The integrated digital tuner and full 

HD are already standard features. 3D-

capable TVs now have a sales share of 

16 per cent. The average price of a TV 

set has nonetheless declined by seven 

per cent in comparison with the first 

half of 2010 and the price drop was 

even higher, at 39 per cent, in both the 

LED and 3D segments. With an average 

price of €459 for an LCD TV and €748 

for a plasma television (as in H1 2011), 

consumers are spending significantly 

“Consumers are spending 

signifi cantly less than 

they did one year ago, 

while the product features 

have become more advanced”
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Docking 

systems 

and 

internet 

radios 

popular

Customers in Western Europe are now 

paying just under seven per cent less 

on average for hi-fi products and home 

theatre systems than in the first half of 

2010. 

In comparison with other Western 

European countries, Germany stands apart 

as it recorded a sales increase of 4.6 per 

cent, while other markets largely reported 

negative performances.

In the home audio market, the 

growth segments continue to be fully 

equipped audio systems with integrated 

MP3 docking stations (generating 20 

per cent of sales), systems with internet 

radio (40 per cent sales increase) and 

surround-sound products. 

Devices with integrated Blu-ray 

players remain in high demand and 

recorded a sales increase of 46 per cent. 

The volume sales share of home 

theatre systems increased to 37 per 

cent. 

Despite virtually stable demand in 

terms of sales units, the loudspeaker 

segment suffered a decline of eight per 

cent in terms of sales value. 

“Sound bars” are currently extremely 

popular and, concurrently with rising 

sales of large-screen LED TVs, sales have 

increased by 25 per cent.

Portable audio devices compete with 

smartphones

In the first half of the year, Western 

European consumers spent around 17 

per cent less on portable audio devices. 

This is primarily attributable to the 

fall in demand for MP3 and MP4 players, 

of which 19 per cent fewer were sold. 

These audio specialists are facing 

increasing competition from smartphones 

and mobile phones, which, with few 

exceptions, have the ability to play music 

as well. 

In the extremely important UK 

market, the sales drop was exceptionally 

dramatic (minus 29 per cent), while 

declines in Germany and Italy were 

much lower, at minus 13 and minus 12 

per cent respectively. The situation is 

also difficult for traditional portable 

audio devices. However, development 

has been thoroughly positive in 

specific segments, including stand-

alone internet radios, design-oriented 

tabletop radios and radio recorders to 

which portable media players can be 

connected. GfK does not yet foresee 

a trend reversal, as the digital radio 

market is still in its infancy in most 

European countries, with the exception 

of the UK and Switzerland.

Considerable recovery in H2

Even though the market environment 

is currently challenging, a number of 

innovative growth segments exist.

These are, among others, HDTV, 3D 

and internet-capable TVs, Blu-ray players, 

HD camcorders, audio home systems 

with MP3 docking stations and portable 

navigation devices with five-inch displays 

and internet access. Overall GfK Retail and 

Technology is expecting a perceptible 

recovery for the industry during the 

second half of the ongoing year. 
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Bissell sweeps into South Africa

A whistle stop tour of South Africa’s 

major centres by Bissell chairman and 

chief executive Mark Bissell will introduce 

new products from the global floor care 

brand to local retailers and enable him 

to experience firsthand the company’s 

newest international market.

The Bissell range of products, which 

includes vacuum cleaners, deep cleaners, 

hard floor cleaners and cleaning 

products, was launched in this country in 

March this year and is distributed by Tevo.

Since Mark Bissell took over the 

company reins in 1985, Bissell has 

focused on growing international 

markets. “With an estimated market 

share in excess of 40 per cent, Bissell 

is regarded as the market leader in the 

US and is fast making an impression 

in Europe, the Middle East, China, 

Australasia and now Africa,” he says. 

“Our company focuses on customer 

innovation through extensive consumer 

research, life-inspired product 

development and 

strategic brand 

positioning,” Bissell 

continues. “We aim 

to understand the 

unique needs of 

consumers based 

on their lifestyles.” 

His first visit to 

South Africa is 

intended to 

further this. 

So far, 

according to 

Hakim Yusuf, 

who heads 

up Bissell 

Homecare in 

the Middle 

East and 

Africa, the 

response to 

the brand’s entry into South Africa has 

been extremely good, despite a sluggish 

economy.

“As the economic recovery gathers 

momentum and because consumers are 

expected to buy more practical gifts this 

festive season, the outlook for the brand 

is positive in both the short and longer 

terms,” he says. 

“We are confident that our product 

offerings, easy-to-use formulas and 

constant cleaning innovation will 

provide South African consumers and 

their families with a more efficient and 

effective way to keep their homes clean 

and healthier.”

An established family-owned business, 

Bissell started out in Michigan after the 

original BIssell 

Carpet Sweeper was patented in 1876. 

In 1883 the first BISSELL manufactur ing 

plant was built in Grand Rapids, Michigan. 

As lifestyles changed, the company 

expanded beyond the carpet sweeper 

and introduced additional products. 

To meet the growth of smaller living 

spaces, Bissell introduced practical, 

lightweight cleaners that could be used 

quickly and stored easily. 

The company ultimately made deep 

cleaning (once the exclusive domain of 

commercial companies) accessible to the 

consumer market. 

Tevo director Patrick Bennett says 

that Bissell’s aim in South Africa is to not 

only grow market share, but also take 

advantage of a growing market as home 

ownership and electrification gathers 

momentum. 

“The hot, dry South African 

climate, large amounts of 

dust and pollens, and a 

lifestyle that includes 

higher levels of pet 

ownership than 

other international 

markets makes 

Bissell products 

particularly well 

suited to the 

needs of local 

consumers.” 

Bissell chairman and chief executive Mark Bissell (left) on a recent visit to South Africa. With 

him is Hakim Yusuf, head of Bissell Homecare in Middle East and Africa and distribution 

company Tevo director Patrick Bennett.

The Bissell Healthy Home vacuum. The Bissell Spotlifter carpet cleaner.
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Easy on the eye, but tough on dirt

Van Dyck’s new needlepunch product, 

Barcode, is a linear, stylish and 

contemporary looking carpet, which the 

company predicts will prove popular 

among specifiers as it is suitable for any 

kind of commercial application. 

Barcode is available in broadloom and 

tiles (plain back and loose lay). 

All fibres are sourced from PFE 

extrusion, a sister company of Van Dyck 

committed to environmentally friendly 

processes and ISO14000 accredited. 

Barcode comes in eight attractive 

colours for flexibility in installation and 

design. 

Says Van Dyck sales and marketing 

director Bernd de Smedt: “The names of 

the colours were inspired by the shapes 

of some of the greatest mountains and 

valleys.” 

Barcode Earth looselay tiles with 

Ecoback combine the top cloth with 

a recycled rubber backing to create 

the ultimate environmentally friendly 

flooring. Other environmental factors 

include:

Lighter weight than bitumen 

backing for increased transport 

and fuel efficiency and ease of 

installation

A mode for “dematerialisation” by 

having an equal to better performing 

product made from comparatively 

less raw materials

Less glue is required during 

installation thanks to the product’s 

anti-slip properties

Fully recyclable cradle-to-cradle 

backing.

“By recycling and using fibres, Van 

Dyck effectively reduces energy use and 

global warming effects, and ensures that 

the waste does not end up in landfills,” 

says De Smedt. 

•

•

•

•

The new Barcode carpet from Van Dyck.
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Pourable thick-bed adhesive for large-format tiles

TAL has expanded its adhesive range with 

a pourable, rapid-setting, flexible thick-bed 

adhesive, especially developed for fixing 

large-format tiles to interior and exterior 

floors.

The adhesive enables faster and easier 

bedding of floor tiles, while the rapid-

setting flexible formulation means that no 

latex additive is required for installations 

in wet areas, exteriors and surfaces where 

movement is expected. Grouting can 

commence four hours after tiling, which 

shortens the installation time, and results 

in faster project turnaround and reduced 

labour cost.

Tile trends are moving to larger formats 

and sizes and these tiles are increasingly 

being specified for shopping centres and 

upmarket commercial developments. “We 

are constantly developing new products to 

cater for the demands of the tile industry 

and identified the need for a rapid-setting 

pourable and flexible adhesive to save 

contractors time on-site,” says TAL inland 

sales manager Marius Botha.

TAL Pourable Adhesive is a grey, high-

strength cement-based adhesive suitable 

for all tile formats, but is especially ideal for 

fixing all large-format ceramic, porcelain, 

granite, natural stone and dark-coloured 

marble tiles to high-traffic floors. 

It is specifically formulated to provide 

good wet-out on large format floor tiles, 

ensuring solid bedding with no buttering 

required on the tile backs. The adhesive is 

pourable, spreads quickly and easily, builds 

up thickly to accommodate heavy tiles that 

can be dropped in, and is rapid- setting, 

saving cost and time on-site. 

The number of tile breakages while 

working is minimised, as the adhesive 

consistency ensures good wet-out and 

eliminates the creation of voids that can 

cause tiles to crack when the slightest 

pressure is applied. “Larger tiles and 

specialist tiles can cost in excess of one 

thousand rand each, making this product 

ideal to minimise wastage and save money,” 

says Botha.

TAL Pourable Adhesive requires no 

additive – only water – and is therefore 

ready to be applied to interior and exterior 

applications, wet areas and surfaces where 

movement is expected. 

Coverage is approximately 8kg per square 

metre, depending on site conditions and 

workmanship. The tiled floor can handle 

light traffic after four hours (at which point 

it can be grouted) and normal traffic after 

six hours. 

TAL offers a ten-year warranty on any 

tiling installation, provided a materials 

and methods specification has been 

issued by the company for the project, 

TAL products are used in strict accordance 

with the specification and the installation 

is undertaken by a TAL-registered tiler and 

monitored by TAL. 

Super-smooth screeding

For super-smooth screeding, TAL 

Screedmaster promises customers the 

perfect solution. This high-strength, rapid-

set shrinkage-compensated compound 

with high-flow properties produces a level, 

smooth, flexible and hardwearing floor 

surface. Renowned for its satin-smooth 

finish and fast-setting qualities as final floor 

coverings, this screeding product can be 

fixed after 24 hours.

“TAL Screedmaster is locally manufactured 

using European technology and can be 

hand-applied and pumped,” explains TAL 

technical manager Obert Rukato. “Its light 

beige colour makes it easy to differentiate 

from regular, grey cement slabs.” 

While different colours can be prepared, 

minimum order quantities apply.

Manufactured by the innovators of 

products for screeding and tiling, the 

ultra-smooth, self-levelling, flowing and 

pumpable TAL Screedmaster is suitable for 

all floor coverings, including hospitals and 

food preparation areas, as it contains no 

casein or other protein-bearing additives, 

making it very hygienic.

“In my 32 years of experience in the 

flooring trade, it has been difficult to find a 

good screeding product, but I have found 

TAL Screedmaster a blessing to use,” says 

Dodds Pringle from Raadzaal Carpets. “It 

offers a smooth finish, is reliable and has 

stood the test of time. It is also time-saving, 

as it is less labour-intensive and easy to 

apply.”

TAL offers a free pump service with the 

purchase of TAL Screedmaster that allows for 

fast-track installations and ensures a smooth 

and consistent finish. Pumps are available 

free of charge to contractors throughout the 

country. TAL trains the contractor’s staff in 

the mixing and application of the product, 

and in the use of the pump. The company 

provides free on-site technical assistance 

and customers can call its contact centre for 

a quote. 

“The pump application reduces time and 

labour, as the mechanised process ensures 

a fast and accurate finish with measured 

consistency that guarantees a superior 

quality end-product,” says Rukato. 

TAL's pourable adhesive is suitable for all tile formats.
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Care for wooden furniture with Plush

Capitalising on its nearly 50 years as a 

solid, quality brand in the leather care 

market, Plush Professional Leather Care 

aims to apply years of experience and 

knowledge to bring out the best in 

domestic wooden furniture with its new 

range of three home care products.

Plush Wooden Furniture Oil nourishes 

and protects wood, bringing out the 

grain and giving it a natural shine. 

Outdoor or indoor furniture will benefit 

from treatment. 

This 300ml product is available in a 

light and dark shade.

Plush Wooden Furniture Cream 

(300ml) adds gloss to wood that is in 

need of restoration and will care for 

precious items.

Plush Supreme (275ml), a multi-

surface cleaner that leaves a home 

smelling hygienic and fragrant is 

suitable for bathroom tiles, leather, 

wood and appliances.

As a universal brand, Plush has 

significant reach among male and 

female customers across all cultural 

groups. Established in 1964, this South 

African company specialises in the 

manufacture and distribution of a wide 

range of quality leather care products 

and has become a major force in suede 

and specialist leather care products and 

related accessories. 

With over 40 years of experience 

in the leather care industry, the 

company has formulated a range of 

superior, affordable products suitable 

for the harsh conditions of the African 

continent. 

New age lawn mowing from Husqvarna 

Suitable for gardens of up to 2200 square 

metres, Husqvarna automowers come 

with lift and tilt sensors and a setting 

panel that allows users to personalise their 

mower to suit their individual garden. 

Top-of-the-range models come with 

dual guide wires to reduce searching 

times, and if something goes wrong, the 

mower will even send a text message. 

To further reduce the energy needed 

for mowing, the Husqvarna Automower 

Solar Hybrid comes with a large integrated 

solar panel in addition to a charging 

station. This means longer mowing time 

and less charging time. A PIN code and 

alarm help prevent theft. 

Being electrical, Husqvarna 

Automowers produce no emissions and 

very little noise, which means they help 

protect the planet. 

Homeowners can recline next to the pool and sip iced tea while one of Husqvarna’s 

Automowers take care of their lawn. 

general managers) to take this message 

to 16 000 employees.

“The Art of Service has permeated 

the very fibre of our business,” says 

Barletta. “This was done with ongoing 

conversations, vigorous debate, intensive 

communication and the practice of 

finding a better way every day to serve 

our customers.”

She hastens to add that 2011 is by 

no means the end of the road. “Over the 

coming years we will continue to embed 

the Art of Service in all aspects of our 

business as guided by our Service Code.

“We will continue to focus on 

leadership as a pivotal component of 

our service culture. Additionally, we 

acknowledge that sustainability is assured 

when measurement is applied and to 

this end we will continue to measure our 

progress and report back at the highest 

level.

“This is a way of being,” she declares. 

“Our wish is that the impact of our service 

will continue to gain momentum and 

make a difference in the lives of all those 

we touch, building on the original dream 

and shaping our future.” 

JD Group excels in customer satisfaction
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Industry looking forward to imm cologne 2012

IFFS set to take the stage with design focus

Anticipation rises for Asia's premier 

sourcing platform for the furniture 

manufacturing, hospitality and design 

industries as the date for International 

Furniture Fair Singapore 2012/29th ASEAN 

Furniture Show (IFFS/AFS), Deco Asia 2012 

and Hospitality Asia 2012 draws nearer. 

Slated to take place from 9 to 12 March 

2012 at the Singapore Expo, the trilogy of 

events promises to be an inspiring show 

that satisfies exhibitors and visitors alike.

Since visitor pre-registrations kick-

started in September, the IFFS/AFS, Deco 

Asia and Hospitality Asia have garnered 

over 1 600 sign-ups, of which 70 per cent 

are overseas registrants. And with more 

than a quarter of a year till the event, 80 

per cent of available exhibition space 

has already been sold. Among early 

registrations are prominent local and 

international manufacturers, including local 

leaders of the industry such as Admira, 

D-Bodhi, Falcon Incorporation, Koda, Star 

Furniture and Suncoast Sitra. 

Several prominent international brands 

have also confirmed their participation 

ahead of time. These include Sunpan 

Modern Home (Canada), Andrew Martin 

International (China), Batyline By Serge 

Ferrari (France), HALO (Hong Kong), 

Interwood Hong Kong (Hong Kong), 

Kenas Furniture (Hong Kong), India Covers 

Textiles (India), Rajasthan Crafts Industries 

(India), Cirebon Furniture (Indonesia), Lio 

Collection (Indonesia), Ichiba (Japan), 

Master Sofa Industries (Malaysia), White 

Feathers (Malaysia), Sky-Line Design 

(Spain), Gloster Furniture (UK)  and POlaRt 

(US). 

Also among the list of confirmed 

exhibitors are first-timers, including 

Garden Consultance and Investment 

CVBA (Belgium), Kawajun (Japan), Hafele 

Singapore (Singapore) and Preciosa 

(Singapore), all of whom are looking 

forward to penetrating the regional and 

international markets.  

D’Space, the exclusive design space 

for modern contemporary furniture, will 

return again after two successful runs in 

preceding years.  

“D’Space is a unique design enclave that 

draws a lot of attention on the show floor,” 

says IFFS business development director 

Clement Ng. 

“In 2012, the showcase will again 

discover and display more cutting-edge 

models, mould-breaking concepts, 

emerging design stars and award-winning 

pieces that inspire.” 

The signs are good that, from 16 to 22 

January 2012, the imm cologne will once 

again turn the city into the temporary 

design capital of Europe.

The biggest contingents of foreign 

exhibitors will be coming from Italy, the 

Netherlands, Denmark and Switzerland, but 

many other countries will be represented as 

well. Greece and Slovenia, for instance, are 

both planning joint booths.

All in all, Koelnmesse anticipates that 

between 1000 and 1100 exhibitors will take 

part in imm cologne 2012. In addition, the 

new LivingInteriors event will be taking 

place parallel to the imm cologne for the 

first time. 

The new LivingInteriors event stands for 

holistic living and interior design concepts 

and will feature national and international 

exhibitors from the bathroom, flooring, wall 

and lighting sectors. 

Hall 11 with its top international 

brands has always been a magnet for 

lovers of high-end design who want to 

know how the premium manufacturers 

and star designers picture the interiors 

of the future. The exclusive collections 

present a multifaceted spectrum of 

luxurious ambiences, innovative designs 

and pioneering interior concepts. As 

sustainability continues to be a key theme, 

smart greenline interiors are in great 

demand. Furniture featuring a vintage 

style and warm colours and materials is 

also popular, as are designs that echo 

modern architecture with clear lines 

and sophisticated nested structures – a 

development that is particularly evident in 

the latest shelving and wall unit systems. 

The greatest possible customisability and 

maximum adaptation to customers’ needs 

and wants are also playing an increasingly 

important role.

The successful Pure Village exhibition 

format in Hall 3.2 provides a lively 

setting for unconventional brand 

and product scenographies and uses 

attractive juxtapositions and emotional 

scenographies to showcase design items 

and interior concepts to maximum effect 

– and is guaranteed to provide inspiration 

en masse. 

The Prime segment is dedicated to living 

room and bedroom furniture – primarily 

from the high-end segment – which gives 

visitors a comprehensive overview of the 

modern interiors, dining rooms, tables and 

chairs for every purpose that are available 

from international manufacturers. 

More upholstered furniture is on show 

at the imm cologne than anywhere else 

in the world. In the Comfort segment, 

manufacturers from all over the globe will 

be presenting a unique and near-complete 

overview of what the world market has to 

offer. Comfort and flexibility are the top 

priorities: modern relaxation furniture has 

to be comfortable enough to sit, lay or loll 

around on.

When it comes to Young Lifestyles, 

visitors can find out what’s in vogue and 

promises to be big business in the Smart 

segment. The exceedingly wide assortment 

offers numerous clever furnishing solutions. 

But maximising storage space isn’t the 

only thing that people furnishing their first 

homes are interested in. Attractive, trendy 

design and consistent quality have long 

been obligatory in this segment. 

The range of sleep-relevant goods on 

show in Hall 9 promises to be the stuff 

that dreams are made of. From mattresses 

and sleeping systems all the way to bed 

linen and other textiles, the international 

assortment of goods will feature everything 

that turns a bedroom into a wellness oasis 

for daytime relaxation as well. 
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Nowhere as bad as you think
The entire consumer goods market is currently affected by global concerns focused 

on the possible collapse of the Eurozone. The unspoken threat of recession hangs 

in the air and is undoubtedly responsible for the nervy and skittish behaviour of our 

industry. 

This is understandable, but reacting to these perceptions will almost certainly 

lead to the fulfilment of our worst fears. Confidence is the key factor to sustainable 

– and profitable – survival. And conversely, lack of confidence will speedily lead to 

the result we all dread.  

 There are more than enough excellent reasons to be cautiously optimistic. We 

have just seen our biggest retailers reporting their results and all three are boasting 

enviable profitability. Analysts are delighted, albeit perhaps slightly surprised. Major 

suppliers – global and local – are busy launching new products into the market, 

and that fact alone is a vote of confidence in the resilience of the South African 

consumer. 

Over and over, and over again, we have been informed by retailers that the key 

to stimulating consumer demand is with new products and new marketing and 

promotional activities. Consumer excitement is the key.

Looking further afield, since early October global share prices have risen some 

12 per cent. Money supply is rising as central banks print more money and that will 

definitely provide a considerable cushion for share prices and output. 

And look at the latest US employment figures – although public sector losses in 

jobs has dominated the news, yet private sector hiring has more than compensated. 

And their employment trends index is at an all time high. 

As for the massive Chinese factor, food prices seem to have stabilised and other 

inflationary pressures brought under control.

So dispel the gloom, do away with the excuses and grab the opportunities. What 

is there to lose? 

Publisher's Comment

Home Goods Retailer – November 201134



Excelsior BRS

Venecia  DRS 

Sa
n 

M
ar

co
 



DSTV HD PVR 2P and Drifter Combo

HD PVR 2P

Single View 1131 Decoder 

Help Line : 083 900 DStv (3788)

www.dstv.com


