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Correction: Appointments at Amap

Bruce Drummond
– not resigned.

In the October 2011 issue of HGR it was reported
that Bruce Drummond had resigned as chief
financial officer and company secretary of
Amalgamated Appliances. This is incorrect. Mr
Drummond continues to hold his position as
chief financial officer and has only resigned
as company secretary. HGR apologises for any
misunderstandings and inconvenience this has
caused.
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Newsline

HGR facing a clear and present danger

For many years, FAS Retailer, and
more recently HGR, were consistently
used by suppliers and distributors to
communicate with retailers on every
conceivable level. And both publications
flourished.
Consumer spend in our industry is
absolutely massive (second only to the
automotive industry) and it was simple
common sense for suppliers to market
and advertise to their primary retailer
customer. And the most effective means
of reaching that customer was through
FAS and HGR.
What has changed? HGR still reaches
its target market on a regular monthly
basis – managing directors, marketing
directors and managers, merchandisers
and buyers, owner independents – and
it is eagerly read.
No supplier can so consistently reach
and influence his primary market at
such a cost-effective price. Does not
this great industry need its own trade
publication?
In every formal economy in the world,
there exist similar publications serving
the very same market. Should South
Africa be any exception? For decades
through booms and recessions, FAS

Ian Hughes – HGR has a unique and
effective role to play.
and HGR have prospered by closely
identifying with this market.
Today, regrettably, this has changed.
Shrinking support indicates that many
suppliers do not seem to understand
our unique – and effective – role.
Declining support poses a clear and
present danger to our existence.
Why should this be so, when
their customers, the retailers, have
consistently demonstrated their support

and trust in HGR?
Proof? When retailers wish to
communicate with the entire trade and
the broader market they choose HGR.
Look at the commemorative group
and company profiles that we have
published in the last few years. The
JD Group, Ellerines – first under Peter
Squires and recently under Toni Fourie
of Abil – Tafelberg Furnishers, which
dominates the retail space in the
Western Cape, Hirschs, Herholds, the
ISER buying group, and early in the new
year Solly’s Discount World.
Several suppliers too, such as Tedelex,
Restonic, House of Motani, Van Dyck and
shortly Nouwens Carpets have placed
their marketing and communicating
faith in HGR.
To survive we need the regular
involvement of our suppliers – big
and small. Please budget for one, two
or three adverts for HGR in 2012. Or
more. These cost relatively little and the
rewards in terms of company, brand and
product awareness are way in excess
of those costs. Support us and we will
provide for this industry a magnificent
publication.
If you don’t HGR will disappear.

Consumer Goods Council announces new CEO
Gwarega Mangozhe has been appointed
chief executive officer of the Consumer
Goods Council of South Africa, with
effect from 1 January 2012. This follows
the departure of Mncane Mthunzi who
left the council in September to join
Massmart.
Mangozhe is an experienced
executive with in-depth knowledge of
mergers and acquisitions and supply
chain optimisation. He is a graduate
of the University of Cape Town and
4

a qualified chartered accountant.
Furthermore he has an MBA and
completed an Executive Development
Programme from the Gordon Institute of
Business Science (GIBS).
Mangozhe joins the CGCSA
from Internatio Mueller Chemicals
Distribution (IMCD) South Africa where
he served as financial director since
2010. IMCD South Africa is a wholly
owned subsidiary of IMCD Group, a
global specialty and food ingredients
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distributor headquartered in Rotterdam,
the Netherlands.
Mangozhe previously held senior
management positions in sales,
operations and finance at Avis Fleet
Services South Africa, a division of the
Barloworld Group. He has extensive
knowledge of the public sector and
has done consulting assignments
with several government entities in
the areas of compliance, strategy and
organisational re-engineering.

Newsline

Flat business confidence better than it seems
After falling from 55 index points in the
first quarter of the year to 39 in the third
quarter, the RMB/BER business confidence
index (BCI) eased by one point to 38 in
the fourth quarter. Sentiment improved
notably in the retail and wholesale trade
sectors, deteriorated further in new motor
trade and remained largely unchanged in
manufacturing and building.
Following a sharp drop in the first half
of the year, retail confidence has recovered
strongly, with the fourth quarter in particular
showing a marked increase, jumping by
eight points to 56.
Sentiment improved noticeably for
retailers of non-durable and durable goods
while it deteriorated slightly, off a high base,
for retailers of semi-durable goods.
Sales volumes and order books increased
in most cases, as did selling prices.
Wholesale confidence rose from 31 index
points in the third quarter to 38 in the fourth
quarter.

“Sentiment improved
noticeably for retailers
of durable goods”

Mood perkier
Similar to most retailers, the mood of
wholesalers selling consumer goods perked
up as sales volumes and prices rose.
Largely offsetting the better mood of
retailers and wholesalers was a further
decline in confidence of new vehicle dealers.
From a high of 84 index points in the first
quarter, it fell to 58 in the third quarter and
44 in the fourth quarter.
Deteriorating confidence, despite still
strong, albeit slower growth in units sold,
implies a drop in profitability.
Volume growth remains decent, but
it could be that a growing share of new
vehicle sales represents cheaper models
with thinner margins.
No change
Confidence in the remaining two sectors

making up the RMB/BER BCI remained
largely unchanged during the fourth quarter.
In both the manufacturing and building
sectors, confidence fell by one point to
35 and 19 respectively. While confidence
levels of building contractors were largely
consistent, with slowly improving but still
subdued real activity in residential (and nonresidential) markets, flat confidence in the
manufacturing sector hides much improved
underlying business conditions.
A number of factors might explain this
disconnect. It could be the fourth quarter
resurgence in production volumes merely
reflects the catch-up from weak strikeaffected levels the quarter before.
Having experienced difficult times for so
long, respondents may therefore not trust
the rebound. A similar conclusion is possible,
given the recovery in export volumes.
Some might feel it is only a matter of
time before growing troubles in advanced
economies will hit demand and so stop the
fourth quarter rebound in its track.
It could also be that certain exporters
doubt the sustainability of the rand’s
weakness and the improvement in
competitiveness it has brought about.
The worse conditions in the advanced
economies become, the bigger the risk
of aggressive quantitative easing – a
development that most likely will boost the

currency.
Bottom line
Against the backdrop of tremendous
volatility in financial markets, troubling
developments in the global economy,
especially in Europe, and political
uncertainties domestically, it is surprising
that business confidence barely changed in
the fourth quarter.
Furthermore, underlying activity in all
of the sectors except the building industry
either improved strongly or remained

“The economy still
looks good for growth
of around three per cent”

resilient.
The fourth quarter RMB/BER survey results
imply slightly faster GDP growth than the
two per cent annualised pace anticipated
in the third quarter. For the year as a whole,
the economy still looks good for growth
of around three per cent – the same figure
more-or-less expected for 2012.
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Newsline

JD Group reaping the rewards of restructuring
The strategy of separating furniture
retail from financial services, embarked
upon three years ago, has started to
deliver the envisaged financial returns,
according to JD Group, which reported
an increase in revenue of 25 per cent to
R15.7 billion for the year ended August
2011.
Additionally, operating profit was up
39 per cent to R1.06 billion and turnover
was accelerated 32 per cent to R11.7
billion.
Pretax profit grew 48 per cent to R969
million, while merchandise sales leapt
31.9 per cent to R11.7 billion.
The results for the year include
Unitrans Auto and Steinbuild for two
months, as well as a change to calendar
month-end in furniture retail and HiFi
Corp, resulting in a 50-week trading year
for these two divisions.
Describing 2011 as a “watershed year”,
group chief executive Grattan Kirk says
the past three years, while challenging,
have established a solid platform for
growth.
“Our acquisition of Unitrans Auto and
Steinbuild diversifies our retail footprint
in line with our strategy.”
The company recently received
unconditional approval from the
Competition Commission for its
effective asset-swap transaction with
Steinhoff International.
Under the deal, JD Group is buying

Grattan Kirk – a solid platform for growth
has been established.

Steinhoff’s Unitrans Auto for R3 billion
through an issue of 60 million shares at
R50 a share.
JD Group will also acquire Steinbuild
from Steinhoff for about R169 million via
a further 3.3 million share issue.
In turn, Steinhoff is paying R134
million to acquire JD Group’s Polish unit,
Abra, although this part of the deal has
yet to receive Polish regulatory approval.
The transaction will give Steinhoff a
significant share of about 26 per cent
in JD Group, and will see the company
gain a local presence in the furniture
retail sector, while JD Group will obtain
an international footprint through
Steinhoff’s retail operations abroad.

JD Group now consists of six divisions,
including furniture retail, cash retail,
automotive and home improvement
on the retail side, with financial services
and new business development, which
provides a consumer finance offering to
all its retail formats.
“We grew our top-line sales on a
like-on-like basis in the furniture side
by almost twelve per cent, and there’s
hardly any inflation on that side of the
business,” says executive chairperson
David Sussman.
“Clearly, we’re attracting more
customers and the quality of our
debtors’ books shows they have the
capacity to service the debt.”
New stores
“We’ve taken all the pain, we’ve done
all the hard work and now we can really
focus on growing our business,” Sussman
continues, adding that the group has
never been in a better position, and will
be opening 70 new stores in the 2012
year, primarily in rural areas.
Additionally, Kirk says the group
will open an online store to increase
the reach of HiFi Corp and Incredible
Connection.
Expansion into the continent is not
off the cards. “With the Steinhoff deal
their stated objective was to use JD
Group to expand into the rest of Africa,
so in time we will,” says Sussman.

Encouraging response to new ranges at Lewis
Response to the launch of new and
exclusive merchandise ranges during
the latter part of October has been
encouraging, says Lewis, despite
customers’ disposable income coming
under renewed pressure from higher
transport, electricity and other utility
costs.
Chief executive Johan Enslin says
the stores are well stocked with
competitively priced merchandise for the
Christmas season, supported by strong
marketing and promotional campaigns.
Reporting on the six months to 30
6

September 2011, the company says
revenue grew by 6.7 per cent to R2.3
billion and operating profit climbed by
6.3 per cent to R498.5 million.
According to Enslin, trading conditions
were challenging as the group
experienced inconsistent sales patterns
during the period.
“Trading was impacted by the shift
in the timing of the Easter holidays in
April, the local government elections in
May, and industrial action across several
sectors of the economy.”
Merchandise sales increased by 3.2 per
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cent over the previous year, with sales
in flagship brand Lewis, which account
for 83 per cent of total sales, increasing
by four per cent. Best Home and Electric
grew sales by ten per cent.
Overall sales growth was impacted by
the rationalisation of the Lifestyle Living
brand, including the closure of three
stores this year. Sales in furniture and
appliance increased by five per cent.
Ten Lewis stores and six Best Home
and Electric outlets were opened over
the last six months, bringing the store
base to 593.

Newsline

EHL performs well in pressured environment

Despite tough and volatile market
conditions, particularly in the middle to
upper income segments, and an extended
period of negative furniture inflation,
Ellerine Holdings Limited (EHL), the
furniture retail business unit of African
Bank Investments Limited, has reported
a 46 per cent increase in headline
earnings to R190 million for the year to 30
September 2011.
According to chief executive Toni
Fourie, demand for durable goods
weakened during the year under review,
brought about by rises in fuel, electricity
and food prices, which increased pressure
on household balance sheets. “These
conditions have culminated in heightened
competition for customers during the
past year and pricing pressure in some
merchandise categories, especially
appliances.”
Nevertheless, merchandise sales grew
by five per cent to R4.7 billion, while
comparable sales per square metre
increased by seven per cent relative to last
year. The best performers were Ellerines,
increasing by 14 per cent, and Beares,
increasing by five per cent.
Wetherlys has started to show positive
growth with comparable sales up four per
cent, despite producing a negative five

growing by 22 per cent. The furniture
credit sales mix increased from 60 per
cent to 64 per cent of total sales and
credit merchandise sales grew 13 per
cent to R3 billion. Significantly, the store
infrastructure provided the opportunity
for the additional R1.7 billion in nonfurniture related credit sales.

Toni Fourie – trading conditions will
remain muted.
per cent growth on the previous year on
a non-comparable basis. Geen & Richards,
down one per cent, and Dial-a-Bed, which
was flat on last year, did not perform well.
Furniture City, down 15 per cent,
performed poorly. Multiple changes to
the systems in Dial-a-Bed, Furniture City
and Geen & Richards impacted their
performance.
Store efficiencies continued to improve,
with sales per square metre increasing by
seven per cent and sales per employee

Looking ahead
Fourie expects trading conditions to
remain muted. “The recent decline in
the value of the Rand has not caused
immediate pressure, but more sustained
weakness could cause an increase in
durable goods inflation and consequently,
consumer pressure and reduced margins.
“Despite the cost pressures on
consumers, we expect growth in
consumption to remain low yet positive,
with some relief coming from a low
interest rate environment as well as
the continued higher wage and salary
settlements.
“The ongoing development of our
footprint, further category development
in bedding, lounge, cellular phones and
electrical ranges, and the expansion of
our insurance offering, are expected to
provide impetus to growth in the year
ahead.”

Massmart sales increase
For the first 21 weeks of the 2011 financial
year Massmart’s total sales growth was 15.2
per cent and comparable sales growth was
8.8 per cent, with year-to-date sales inflation
running at 0.8 per cent.
Chief executive Grant Pattison says that
the South African economic cycle had
moved into an inflationary phase. “This
would usually provoke higher interest rates
but sensibly, the country's poor growth
outlook and the weak and uncertain global
economic conditions are keeping interest
rates on hold at these historically low levels.
“While the South African consumer
environment is dominated by headlines of
consumers' over-indebtedness, the reality
is that household debt as a percentage of
disposable income has improved to 2006

levels.
At the same time, national inflation has
been low for most of the past few years,
and the employed have enjoyed aboveinflation salary increases. All of these factors
have resulted in higher levels of disposable
income.”
“Therefore, it is perhaps not surprising
that national retail sales data indicated a
reasonably positive environment, which has
also been reflected in recent sales updates
from most listed retailers.”
Total and comparable sales growth in
each Massmart division are 12.8 per cent
and 5.6 per cent (5.4 per cent deflation) in
Massdiscounters; 17.3 per cent and 10 per
cent (1.9 per cent inflation) in Makro; 13.7
per cent and nine per cent (0.2 per cent

inflation) in Massbuild; and 15.9 per cent
and 9.9 per cent (4.9 per cent inflation) in
Masscash.
The group has opened a net eight new
stores in this financial year, representing
a net 4.4 per cent increase in space. This
includes three new Makro stores and the
company's first Builders Warehouse store
outside South Africa, in Gaborone, Botswana.
Looking forward, Pattison says he expects
sales performance to continue to be strong,
supported by present investments in price,
growth, capacity and integration. “These
investments are, however, expected to put
downward pressure on operating profit,
before foreign exchange translation, in the
short-term, particularly for the half-year to
December 2011.”
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Newsline

LG aims to optimise after-sales service for consumers
LG Electronics’ newly launched Care &
Delight campaign and service buses are
geared to optimising service delivery for its
customers.
“Care & Delight is just another way LG is
investing in service and making consumers’
lives easier and hassle-free, while
simultaneously maintaining world-class
service standards,” says LG Electronics South
Africa chief executive JM Lee.
The new LG Service Centre, located at
Stone Ridge Mall in Johannesburg, is the
flagship component of the campaign.
“Equipped with the latest consumer
electronics repair technology and some
of the most qualified technicians in the
country, the LG Service Centre is a stateof-the-art facility where consumers can be
assured of the highest quality of service
available in South Africa,” says Lee.
The centre handles both LG products
under warranty as well as older goods in
need of repair. Small items can be dropped
off personally, while for larger items such as
fridges and washing machines, customers
can call the service centre to arrange for
them to be collected and returned, fully
repaired.
“The LG service buses are next in the
chain of the Care & Delight campaign
and a first for the African continent,”
adds service centre department general

One of the services buses outside the new LG Service Centre at Stone Ridge Mall.

manager Glen Greenwood. “These buses
are solar-powered mobile repair workshops
that travel to various locations around
Johannesburg, offering customers easy
access to repair services.”
Goods will either be repaired on the
buses on site, or taken away and returned
at a later date, depending on the damage

incurred and the technology required to
handle the repair.
A world-class training academy also
forms part of the campaign, training LG
employees and accredited LG dealers. This
academy will also develop members of
previously disadvantaged communities and
provide opportunities for employment.

Mak ro opens new store in Nelspruit

During November, mayor of Mbombela Cathy Dlamini cut the ribbon to
officially open the new Makro store in Nelspruit. With her are (left) Makro
chief executive Kevin Vyvyan-Day, economic development, environment
and tourism MEC N Mokoena, former SA rugby player Rudi Visage and
mayor of the Ehlanzeni district municipality councillor Letha Shongwe.
8
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Some of the Makro executive team: Garry Hendry (liquor director),
Donovan Wright (HR executive), Doug Jones (commercial director),
Norman Drieselmann (finance director) and Kevin Vyvyan-Day
(Makro CEO).

Newsline

Hirsch’s takes its homestore concept to the Cape
After 33 years in business, including
many trading in KwaZulu-Natal, and
the last nine in Gauteng, independent
appliance company Hirsch’s will soon be
opening a Hirsch’s Homestore branch in
Cape Town.
The branch will be situated in Koeberg
road, Milnerton and will service the
new developing area of Table Bay. Says
operation manager Margaret Hirsch:
“We love the spot, as it is within the
commercial precinct of the Royal Ascot
development in Milnerton, and has close
access to the city and freeways. “
“We are looking forward to creating
a unique operation in Cape Town and
can assure Capetonians of a unequalled
shopping experience,” she adds.
Scheduled to open on 1 April 2012,
the Cape Town store project is being
managed by Key Projects.
Principal agent Markus Kaps points out
that the new flagship store will comprise
more than 5 000 square metres of retail
and warehouse space.
The latest construction technology
is being used to meet a very tight
schedule.
“The development will benefit

Margaret Hirsch – winner of the
Wholesale & Retail category of South Africa's
Most Influential Women in Business &
Government Awards for 2011.

Markus Kaps (Key Projects), Ian van Rooyen (Sutherland structural engineers), Jandré
Arangies (Isipani Construction), Margaret Hirsch (Hirsch’s Homestores), Dave Williams-Jones
(FWJK quantity surveyor ) and Leendert Lorenzon (Isipani Construction) at the site of the new
Hirsch’s Homestore in Milnerton, Cape Town.
the environment by ensuring that
stormwater entering the municipal
system will be cleaned of
contaminants,” says Kaps.
“The planned landscaping
will also enhance the
buildings in line with Royal
Ascot’s high standards,
while the use of a precast
wall system will accelerate
the works to meet the April
2012 deadline for opening.”
Margaret Hirsch
named most influential
businesswoman in retail
Margaret Hirsch recently
won the Wholesale & Retail
category of South Africa's
Most Influential Women
in Business & Government
Awards for 2011.
The countrywide
competition, run by the CEO
group, was by public vote online and
through CEO's publications.
A champion of women's empowerment, Margaret believes in giving back

to the community, especially to those
less fortunate, of which she has personal
experience.
Margaret’s father died when she
was twelve, leaving her mother to fend
for herself and two small children. Her
strong sense of survival and positive
attitude helped Margaret to pull her
small family through the tough times.
Having had to battle from an early
age, she found that it is possible, through
sheer determination and a positive
attitude to get ahead.
Today she encourages all Hirsch’s staff
to better themselves, showing that by
uplifting themselves they will ultimately
uplift those around them.
Margaret regards herself as a 'jack
of all trades', having generally taken
care of everything at Hirsch's over
the past 31 years, including selling,
invoicing, demonstrations, deliveries and
installations.
"We have built Hirsch’s up from a tiny
'mom and pop's' store to a billion rand
company,” she says. “I hope I can inspire
others to know that they can live their
dreams as well.”
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Motani employee
mourned
Ishaam Sadullah (56), known to his colleagues at Motani Lounge
and Motani Motion as Shaam, passed away on 23 November
2011.
Shaam joined the House of Motani in 1995 following the
takeover of Gerald Yosh some 16 years ago. He was a valued
member of the company’s design and development prototype
team, and worked for several years on the pioneering of recliner
suites and chairs for Motani Motion, and later on premier
upholstery designs for Gerald Yosh and Bress Design. He was also
involved in Motani Lounge’s specialist up-market innovations.
“Ishaam took great pride in his work and was responsible
for the creation of numerous design innovations that made a
positive impact in our upper-end market,” says Reshard Motani.
“He helped the group establish a reputation for exciting unique
design features and new concepts in both lounge and motion
furniture.”

Wetherlys partners
with eBucks
Wetherlys has partnered with eBucks to enable customers to
earn rewards when shopping at the home décor and furniture
retailer.
eBucks members will receive four per cent back from
Wetherlys in eBucks, while FNB and RMB Private Bank will also
reward their members with eBucks when they pay with their
FNB or RMB Private Bank cheque card or linked credit card.
eBucks members may also use their eBucks to pay for their
Wetherlys purchases.
“As a rewards programme that has been around for nearly
eleven years, it is vital that eBucks continues to bring relevant
choice and rewards to its members,” says eBucks CEO Jolande
Duvenage. “We wanted to offer our members the opportunity
of earning and spending their rewards currency on a range of
quality home furnishings, decor items and accessories. With
over 30 stores nationwide, and more than 60 000 imported
and locally manufactured quality products to choose from,
Wetherlys is the perfect fit.”
Wetherlys finance executive Nirvashnee Reddysays that the
partnership is mutually beneficial, as it provides Wetherlys
with the ideal platform to reward their customers. “The
Wetherlys brand is synonymous with superior products and
services, and we strive to ensure that this is consistently
achieved across our value chain,” says Reddy. “Our choice of
eBucks is reflective of our commitment to provide a superior
rewards programme that generates maximum returns to our
valued customers.”
10
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Newsline

Beares brings an early Christmas to Abraham Kriel Childcare
Beares and its suppliers have joined
together to bring the Beares Cares event,
Christmas Comes Early, to the children of
Abraham Kriel Childcare Maria Kloppers
campus in Johannesburg.
Abraham Kriel offers care for children
suffering from trauma, abuse, neglect,
poverty and molestation by providing
them with food, shelter, remedial and
pastoral care, social services, skills
development and early childhood
development.
Through the generosity of Beares
suppliers Abraham Kriel Childcare
received a donation of much-needed
appliances to the value of R250 000 and
a cash donation of R10 000 from the
Beares Club magazine.
Beares also threw an early Christmas
bash for 50 children from the Maria
Kloppers campus, complete with facepainting, a jungle gym, special treats and
gifts, a nutritious lunch, and the Beares
mascot to entertain them.
Each child was also given a teddy
bear, proudly manufactured by
Lesedi La Batho, a South African skills
development and employment creation
initiative for the people of Mabopane,
a township on the fringes of Pretoria.
The establishment aims to empower,
motivate and equip the youth and
community through an array of projects
that revolve around youth development,

Beares Club magazine editor Ursula Olivier presents a donation of R10 000 to Abraham Kriel
Childcare chief executive Paul Momsen.

social enterprise development and social
services.
Says Beares managing executive Tony
von Blerk: “The celebration and donation
of products embodies Beares’ qualities
of caring and compassion and we are
pleased to be able to bring hope and
love to the children of Abraham Kriel this

Mark Fish of Beares with two of the children from Abraham Kriel
Childcare. Behind them are the large and small appliances donated
by various Beares suppliers.

festive season.”
Hilda du Toit of Abraham Kriel
Childcare responds: “We are really proud
to be chosen as the beneficiary of this
marvellous initiative from Beares. "Acts
such as these that give us the courage to
embrace our mission of caring for South
Africa’s children in need.”

The Beares bears, with help from Cheryl Steyn and Ananda Coetzee,
entertain the children of Abraham Kriel Childcare.
Home Goods Retailer – December 2011-January 2012
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Newsline International

Record Samsung profit driven by smartphone sales growth
Samsung Electronics has reported revenues
of 41.27 trillion Korean won (R290.08 billion)
on a consolidated basis for the third quarter
ended 30 September 2011, a three per
cent increase year-on-year. For the quarter,
the company posted consolidated net
income of 3.44 trillion won (R24.18 billion),
representing a 23 per cent decrease yearon-year. Consolidated operating profit for
the quarter was 4.25 trillion won (R29.87
billion).
The telecommunications businesses
recorded all-time high quarterly sales
of 14.90 trillion won (R104.73 billion),
up 37 per cent from the previous year,
with growth mainly driven by strong
sales of Samsung’s Galaxy smartphones.
Additionally, operating profit for the
businesses also hit a record 2.52 trillion won
(R17.71 billion).
“Despite the difficult business
environment due to the economic

slowdown in developed markets, Samsung
achieved a solid performance and
recovered its double-digit operating profit
margin in the quarter, driven by strong sales
of our smartphones,” says vice-president
and head of investor relations Robert Yi.
Looking ahead into the fourth quarter
– when industry demand is traditionally at
its peak – Samsung expects sales of mobile
devices to remain strong and flat panel TV
shipments to increase. However, Yi cautions
that due to lingering global economic
uncertainties, “we cannot rule out the
possibility of demand growth slowing
compared to previous years.
“Locally we have seen phenomenal
market growth in two key areas
– refrigeration and home theatre - as
well as sustained market positioning in
the flat panel TV market and washing
machine sector,” says Samsung South Africa
managing director Deon Liebenberg.

“This brand strength is certainly directly
related to the locally relevant product
offering that we foster and we expect to
continue to see such growth into the next
quarter.”
The display panel business recorded an
operating loss of 90 billion won (R642.87
million) on revenue of 7.08 trillion won
(R50.57 billion), representing a decline in
sales of 13 per cent compared with the
same period last year.
Global market demand for large-sized
LCD panels was flat, with shipments rising
just one per cent quarter-on-quarter to 179
million units, while average sales prices of
panels fell across the notebook PC, monitor
and TV panel segments.
However, Samsung’s overall on-quarter
profitability improved on the back of
demand for OLED panels from the growing
tablet device market. Sales of LED panels
for TVs also showed continuous growth.

Pirac y continues to scupper sales in home entertainment
Woes in the home entertainment market
continue, largely as a result of consumer
reluctance to spend with entertainment
retailers, say analysts at Verdict Research
in a new report on the global home
entertainment market.
A combination of piracy, free access
to streaming services such as Spotify,
Grooveshark, YouTube and the BBC iPlayer,
and access to free apps and casual online
games has reduced the value consumers
attach to the ownership of home
entertainment products. This trend has
been exacerbated by consumers having less
disposable income and lower confidence as
a result of the economic downturn.
“‘Society’s views on piracy remain fairly
relaxed and people will talk openly about
downloading or streaming products
without any worries of it being against
the law,” explains Verdict Research retail
analyst Carly Syme. “Even with the prospect
of internet service providers being made
liable for illegal downloads, piracy seems
set to remain a major negative factor for the
entertainment sector.”
“Increasing internet usage, faster access
speeds and a proliferation of P2P file sharing

networks also means illegal downloading
and streaming is relatively easy,” she adds.
“The weak economic climate has only added
to the problem, making it more difficult to
tempt people away from piracy towards
legitimate services.”
According to the latest data from Verdict
Research’s Global Home Entertainment
market report, the UK home entertainment
market peaked in 2008 at £7.7 billion, largely
because of an explosion in popularity of
video games across 2007 and 2008. Since
that year, the value of the market has fallen
by £1.6 billion, with the market estimated to
be worth £6.1 billion in 2011.
“There is potential for the market
value to recover to £6.6 billionn by 2015
if new technology in video games can
be effectively monetised and the digital
market becomes more mainstream,” says
Syme. “It is expected that 21.4 per cent of
UK entertainment sales will occur digitally
in 2011 as a result of growing broadband
penetration, faster connection speeds,
increased use of mobile internet and greater
online connectivity of devices such as TVs,
tablets and games consoles.”
This percentage would be even higher

if the measurement were based on
consumption, rather than spending, with
illegal online piracy and the popularity of
free, subscription and rental services such
as iPlayer, Spotify, Sky movies on demand
bolstering the numbers of digital products
being used.
Indeed, the UK market is not looking as
gloomy as the global market, which peaked
at $103.2 billion (£66.5 billion) in 2008 and
where the forecast is for a continual decline
to $74.3 billion (£47.9 billion) by 2015. The
only saving grace in the forecasted numbers
is that falls will diminish to 0.5 per cent by
2015.
“The global games market is unlikely
to return to the high growth rates that it
enjoyed in the years after the last batch
of major consoles were released,” says
Verdict global analyst Patrick O’Brien. “The
market for physical DVDs will continue to
fall, increasingly moving towards videoon-demand and internet streaming and
rental services. In addition, the music retail
market will continue to fall at a rapid rate,
as consumers continue to move away from
physical music CDs.”
Piracy is rife in both these markets.
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Can your business afford
not to sell online?
With the explosion in mobile internet access driven by
the ready availability of smartphones at low cost and the
reduced price of access, a revolution is in the making as more
people than ever before look to use the web to inform their
purchasing decisions. This revolution, says HansaWorld South
Africa country manager Johani Marais, is further driving the
case for every business to seriously consider putting at least
part of its operations online.

Johani Marais – business owners need to
consider their web strategy more carefully.

“There can be little question that we are the
internet generation and that more people
than ever are appreciating the advantages
of online access to information,” says Marais.
“As that groundswell grows, an inevitable
progression will follow.
“It starts with accessing information
and rapidly progresses to transacting and
purchasing goods as an appreciation of the
convenience and safety of using the net
builds with regular use.”
With this developing situation, Marais
says every business owner should start
considering their web strategy more
carefully if they haven’t already done so.
And if this sounds familiar, she agrees that it
is not the first time that web strategies have
been introduced as a pressing concern.
“A decade ago, much hype surrounded ecommerce and the necessity for e-business,”
she concedes.
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Of course, that hype proved misplaced,
and the situation today is vastly different.
“A critical mass is being reached where
all strata of consumers and customers
have access to the net and are using it
to guide their purchasing decisions. If
your business is not online, you may be
missing potentially your biggest revenue
opportunity.”
There is good news, too. Along with
growing internet usage and the maturity
of access comes improved software which
makes the establishment of a web presence
and fully functional store far easier and
lower cost than was the case ten years ago.
“The ability to very quickly, easily and
securely create an online shop neatly
solves the issue of the growing necessity
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to have a website which not only delivers
information, but can also take orders and
kick off the processes for fulfilment,” Marais
notes. “And just as important is the cost
– such solutions are not major projects,
do not rack up big developer bills, nor
do they require specialist skills for their
maintenance and operation.”
“Organisations that extend their
enterprise online are not only taking care
of business today, but are also ready for
the exponentially growing number of
consumers to whom finding, researching
and buying on the internet is second
nature.
“The question you should be asking
yourself is whether you can afford not to
put your business online,” she concludes.

Market Review

Q3 2011

Flat growth in small appliances,
large appliances negative
In the third quarter of 2011 the total South African technical consumer goods
(TCG) market recovered six per cent from the negative second quarter of the
year, reports GfK. Revenues 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.

The market for small domestic
appliances (SDA) has remained fairly
stable when comparing Q3 2010 and Q3
2011.
The slowdown in growth noted in the
second quarter stabilised and the market
remains flat.
Less frequent advertising and
deferred in-store promotional activity
saw the market decrease by R3.6 million
or 0.9 per cent.
In comparison to the market in
2010, the SDA sector during Q3 in 2011
showed an 11.4 per cent increase in
revenue to R416 million over the R373.3
million. Despite this context, year-todate figures still showed a positive
year at R1.155 billion and the sector is
currently one of only two positive yearto-date sectors in GfK’s TEMAX report.
The positive year-to-date drivers were
segments such as vacuum cleaners,
kettles, hot beverage makers and irons;
although irons were down 5.1 per cent
this quarter when compared to last year.
The performances of these segments
strong in Q3 last year and seasonal
patterns can be seen in earlier periods.
MDA: negative but with pockets of
growth
The market for major domestic

appliances (MDA) continues to be held
back by negative performances in luxury
appliances, some of which registered
double-digit declines during the third
quarter of 2011.
This revenue for the sector totals just
under R1.8 billion for the third quarter
of 2011, up R85 million from Q2, which
was driven mainly by refrigeration and
washing machines.
Despite sharp declines in average
prices and a heavy rainy season,
dishwashers and tumble dryers
continued to post double-digit declines,
while two of the big three segments,
cooking, and refrigeration, saw negative
results for the first time this year and
compared to the same quarter in 2010.
Only washing machines managed a
slightly positive growth number, coming
in at 0.2 per cent over Q3 last year.
Currency and market conditions
continue to put pressure on MDA prices
and the market has remained under
pressure as a result.
This damaging price situation has
predominantly affected value segments
which were held back further by lowerthan-expected market demand.
One key factor to keep in mind while
reviewing the 2011 Q3 figures is that
the results for Q3 2010 compared to Q3

Only washing machines managed a
slightly positive growth number during the
third quarter.

2009 were relatively strong.
The market over these periods was up
13 per cent in 2011 to R1.90 billion, with
refrigerators and cooking driving this
trend with double-digit positive figures.
The year-to-date position now stands
at a less-than-comfortable R5.26 billion,
4.8 per cent behind the same year-todate figure from last year.

GfK tracks the sales of consumer durables through monthly retail audits done on model level. This audit is
carried out across all relevant channels of distribution. GfK currently tracks and reports on over 60 product
categories within the consumer electronics, domestic appliances, telecoms, IT, DIY and gaming markets.
Home Goods Retailer – December 2011-January 2012
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Great business prospects at Asia's biggest houseware event
The HKTDC (Hong Kong Trade
Development Council) Hong Kong
Houseware Fair 2012 will be the
27th edition of this well-known and
successful event, the largest of its kind
in Asia, and will take place from 20-23
April 2012.
More than 2 000 exhibitors from 33
countries and regions took part in the
2011 event, which attracted more than
24 000 buyers from 131 countries and
regions.
The visitors included many wellknown companies with high buying
power, including AK Mall, Bed Bath
N'table, Carrefour, Home Retailindo,
Kohnan Shoji, Lakeland, Mudo and Z
Gallerie.
Part of the fair's attraction is its
downtown location of the Hong Kong
Convention and Exhibition Centre, in the
heart of the city.
Additionally, the fair's specially
designed themed zones help connect
exhibitors quickly and effectively with
the right kinds of buyers for their line of
business.
Green living
One of the most prominent trends in
housewares today is for items which are
kind to the environment.
This zone is the perfect platform in
which exhibitors can display their ecofriendly houseware products to best
effect.
Outdoor living
Another growth area is in products to
transform outdoor living areas such as
gardens, balconies and patios.
Here exhibitors show their latest
smart and stylish products that can be
used to extend the household living
space by enhancing the use of alfresco
areas.
ASEAN select
This zone leverages on the growing
regional market opportunities, by
offering exhibitors from ASEAN nations
a suitable showcase through which they
can present their exclusive offerings to
buyers.

More than 2 000 exhibitors took part in the 2011 Hong Kong Housewares fair.

Hall of elegance
The fair's premier zone is dedicated
to well-known brands and designer
collections.
The sophisticated setting provides
an elegant backdrop to the display of
products, and a stylish environment
conducive to negotiations with toplevel buyers.
World of fine dining
This zone, which is located in one of the
fair’s high-traffic areas, is the showcase
for bar accessories, kitchenware and
tableware.
The focus is on modern and trendsetting items which emphasise cool
creativity and innovation in design and
format.
Exhibitors here can choose between
deluxe booths or custom-built
participation.
Home accents
Small details add life and colour to living
spaces.
This zone is the place for suppliers of
these features, such as artificial flowers,
handicrafts and other home decor

items.
Home living
This zone turns the spotlight on
practical items, which are designed to
improve the safety, cleanliness, comfort
and efficiency of a home, featuring
suppliers of cleaning products and
supplies, hardware and DIY, and small
electrical appliances.
Survey highlights market optimism
A survey carried out during the HKTDC
“mega” fairs in April 2011 confirmed that
positive outlook among participants for
market conditions through 2011, with
more than 80 per cent thinking trading
would be the same, better or much
better than in the previous year.
Among those positive respondents,
more than 40 per cent are forecasting
double-digit growth in the coming year.
More than 80 per cent of exhibitors
said they would place increased efforts
in green manufacturing. The majority of
exhibitors will invest more on installing
energy-saving equipment in their
production facilities and developing
more products with green features.
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China and SA – creating opportunities for business

China has become a major investor in
important sectors of the South African
economy. The two countries share in
the quest for economic growth and job
creation, and opportunities extend from
textiles to skills development.
If South Africa is to achieve its vision of
a GDP of R20 trillion by 2020, the country
needs resources to be able to develop
rural areas, expand on infrastructure
networks and to build more secure and
thriving communities
Africa’s economic growth is not only
driven by demand for its commodities,
but also retail, telecommunications,
financial services, infrastructure and
agricultural industries.
Opportunities for growth
Member of Gauteng’s Mayoral Committee
for Economic Development Sello Lemao
says that South Africa has a lot to learn
from China in terms of good business
practices. There are many opportunities
for growth and development through
bilateral trade, and South Africa is China’s
key trade partner in Africa.
Business between the two countries
amounts to billions of Rand and is
growing at an accelerated pace.
To further motivate trade initiatives,
The China Sourcing Fair, organised by
Global Sources, was held at Gallagher
Convention Centre for the second
consecutive year from 30 November until
2 December 2011.
The sector-specific exhibitions included
electronics, solar and energy saving
products, gifts and premiums, home
products, baby and children’s products,
fashion accessories, hardware and
building materials.
Global Sources general manager
Bill Janeri says: “Country-specific
exhibitions have become common
practice by countries who want to create
opportunities for their national brands
and manufacturing competencies in
global markets. The China Sourcing Fair
is one of the most diversified countryspecific presentations of products,
systems and services, thus creating
many different trading opportunities
for different sectors of commerce and
18

Bill Janeri – providing South African buyers with
direct access to Chinese suppliers.
industry of the host country, in this case
South Africa.”
Strategic medium
Janeri says that, notwithstanding
online solutions including e-commerce,
exhibitions and events represent a

“South Africa is respected
in China for its innovative
behaviour on the economic,
political and social fronts”

strategic medium in the communication
mix, especially as the number of shows
grow year on year globally, including
South Africa in both quality and content:
“They create a window of opportunity to
touch and engage. The cycle of ‘time to
market’ is becoming shorter and there is
a new urgency to communicate directly
with traders and traders with suppliers.
“Our exhibitors want to make new
contacts and strengthen existing ones,”
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he continues. “They are keen to
market their merchandise and
demonstrate that China provides
South Africa with quality and
affordable products.
"Our purpose is to provide
buyers with direct face-toface access to a large number
of Chinese suppliers. Product
sourcing and supplier evaluation
processes have been reengineered.
“Most of the world’s leading
brands manufacture their
products in China – from
automotive components to cell
phones. They can ill afford to
have their image tarnished by
inferior quality, although they
reap the benefits of price/
performance ratios. The Chinese
are capable of producing worldclass products at lower costs,
mainly as a result of efficient
sourcing and supply strategies.”

Respected
Around the world there are many markets
in transformation, moving from a third
world environment, to a developmental
status. South Africa has successfully
moved through several processes and
is respected in China for its innovative
behaviour on the economic, political and
social fronts.
With the world’s population having
more than doubled in the last 50 years,
there are many challenges to give people
access to affordable commodities.
China has risen to this challenge
and South African entrepreneurs
have become pivotal in the supply
chain. Improved trade and economic
cooperation and common development
of the two countries, facilitated by both
governments, contribute to economic
development and people progress.
The growing number of South Africans
with disposable income will continue
the cycle of wealth creation, which will
further fuel the need to access quality yet
affordable goods and services. The China
Sourcing Fair is seen as an enabler for this
process.

Trade Shows

Inaugural IIFF widens horizons for Indian furniture industry
As one of the fast-developing countries in the world, India‘s furniture market is
increasing at a compound annual growth rate of 30 per cent, according to a report
by KPMG. India’s strong demand for high-end furniture and furnishings attracted the
organisers of Asia’s largest and most successful furniture show to launch its trade show
in Mumbai. The show drew over 5 000 trade visitors and buyers from India and the
rest of South Asia, targeting furniture importers, retailers and distributors, architects,
interior designers, hospitality companies, commercial and residential property owners
and developers.
Held from 16 to 18 November in Mumbai,
the trade fair witnessed international
and local exhibitors unveil their latest
products. Design and industry experts
forecast global and local trends and
developments to some 2 376 trade visitors
over three days. Needless to say, the
inaugural India International Furniture Fair
ended on a high note.
“Our main priority was to ensure that
the international exhibitors and local
Indian buyers share a common platform
to network, conduct business and
share invaluable knowledge,” says MP
International chairm James Chia. “We have
received very positive and enthusiastic
feedback from participants and are now
assured of a continued success for next
year’s edition.”
Local furniture trade professionals were
provided with an international sourcing
platform of around 100 well-known
brands and companies from 17 countries,
showcasing a wide array of quality and
premium products that comprised
residential, hospitality and office furniture.
India pavilion

China pavilion
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Three country pavilions were represented
by China, Singapore and Spain.
Winning praise from participants for its
trade-focused format, the trade fair was
attended by top decision-makers in the
local furniture industry including furniture
importers, wholesalers and retailers.
Visitors were satisfied with the appropriate
mix of international exhibiting showcase
and the excellent opportunity to meet,
network and source from these suppliers
at their doorstep.
Another objective of IIFF is to create a
launch pad for manufacturers from around
the world to introduce their product
offerings to the Indian market. Exhibitors
were pleased with the quality of trade
buyers at IIFF and have expressed their
confidence in breaking into the local
market.
The design seminars were also wellreceived. Design and industry experts
converged at two-day design seminars to
present invaluable insights on trends and
developments from global perspective
and the unique methods of adapting
these trends for the Indian market. Topics
ranged from emerging design trends in
the residential sector, hospitality designs
through to sustainable architecture in
India.
The project pitch sessions also won
praise from trade buyers who found the
initiative useful for sourcing effectively,
thus ensuring a more fruitful business visit
at IIFF.
The post-show retail business
symposium was welcomed by the
international exhibitors as they gained
first-hand knowledge on India’s market
from local industry professionals.
The industry tour took participants to
various leading furniture retail outlets
and gave them an insight on the industry
which participants found particularly
informative.

Indonesia pavilion

Singapore pavilion

Spain pavilion
Home Goods Retailer – November 2011
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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 kickstarted 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.”

Industry look ing forward to imm cologne 2012
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
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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

Home Goods Retailer – December 2011-January 2012

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.

Shop Talk

Planned shopfitting reduces stress
Retail owners do not have a choice whether
they want to renovate or not. Existing shops
have an average life span of about four to
five years before they have to be renovated,
either by the rules of centre management,
or to maintain public interest.
But as many store owners will attest,
renovating or opening a new retail outlet
can be quite a daunting task, particularly in
tough economic times.
Retailers can save themselves a
significant amount of stress and money if
they do thorough planning before opening
up a new store, revamping or moving the
existing one, declares retail designer and
partner at Shopfitting Concepts Lennard
van Rensburg.
Unrealistic expectations
Van Rensburg cites this worst case scenario:
“Shop owner X wants to move his existing
shop to bigger premises in a shopping
mall. There is vacant space available and
he applies to centre management for
additional space in January.
He is not doing anything while waiting
for his application to be approved. Towards
the end of March they approve his
application, stating that his rent for the new
store commences at the end of May.
“This gives X two months to find a
designer to design the new layout (this
process alone can take a month or more),
obtain centre management's approval on
the new plans (which can also be a lengthy
procedure), obtain all involved contractors
to quote on the project, and then get them
to hand the store back to him towards 26
May.
This will give him four days for final
preparation and merchandising, just in
time to open for trade when his rent period
starts on 1 June.
“This unrealistic expectation is not
uncommon. Instead of getting a designer
in when the application went to the centre
management, X waited until the day the
application was approved, which was too
late.
It will cost him between one and three
month's rental while getting his plans
approved and installing his new venture.
Major considerations
There are several aspects that require

Lennard van Rensburg – thorough
planning of a store opening or renovation
reduces stress and saves money.

serious consideration before renovating or
moving a store, says Van Rensburg, as these
are usually the major stumbling blocks
in the way of a successful project, if not
planned correctly:
“When it comes to budget there are two
golden rules – do not take on a project

“If a large project
is squeezed into a
short time frame you are
guaranteed a disaster”

without one and secondly, cash-flow is of
utmost importance.
"Make sure there is enough money to
pay for all renovations and installations.
Determine what deposits need to be paid,
progress payments and how much money
will be needed to finalise the project. Not
paying at agreed-upon times can cause
certain items to be delivered late, resulting
in unnecessary tension.”
Determine a realistic time frame, Van
Rensburg continues.

“If a large project is squeezed into a
short time frame, you are guaranteed a
disaster. There will be constant defects, and
contractors will keep on coming back to fix
these.
"Make sure an installation schedule is
drawn up and that all contractors stick to
the dates set out on the schedule.
Project management is crucial. “Retailers
barely have enough time to manage a
project themselves," Van Rensburg points
out.
"The selection of a project manager is a
key appointment which can influence the
success or failure of the project.
"It is the project manager who integrates
and co-ordinates all the contributions,
and guides them to complete the project
successfully.”
Ensure that the shopfitter and all
contractors have a good reputation who
can deliver on time.
According to Van Rensburg, there are
shopfitting companies who do project
management on their client's behalf,
appoint and manage all contractors,
procurement and designers, and create a
single point of responsibility.
“It is this single point of responsibility
that can make life easier for store owners.”
“Find a reputable designer who you
feel confident will guide you to the style
that will enhance the brand and optimise
every inch of space available,” Van Rensburg
continues.
“Ensure that the design covers every
area of the store. Extras can delay the
project and therefore the opening date.
Contractors can also charge more days as
originally quoted.
“Retailers have a lot to think about
during a renovation or when opening up a
new store," adds Van Rensburg, "and there
will be considerably less stress on their
shoulders if everything is in place before
the project starts.”
After completing his diploma in interior
design at the then Pretoria Technical College,
Van Rensburg started his own furniture
manufacturing business, where he designed
and manufactured customised furniture. He
joined Shopfitting Concepts as retail designer
in 1997, eventually becoming a partner in
2004.
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Five top tips to maximise your retail marketing
There have been several noticeable shifts in
retail marketing in the past; the recession
has impacted both the way consumers
shop and the way retailers communicate
with them.
Studies done by BMi Research points
to two predominant trends that retailers
seem to be tapping into in developing
their marketing strategies, declares chief
executive Gareth Pearson. “These include
a marked increase in promotional activity,
particularly from retailers that didn't
previously rely on promotions to drive value
among their customers, and consumer
basket and transactional analysis, where
retailers are increasingly assessing product
combinations and using these to inform
their promotions . So for example, supplier
banded packs have been around for years,
but we have noticed an increase in the past
year of cross-supplier promotions.”
While it's interesting to note how
these trends are influencing activities, it's
important to recognise their place within
the fundamentals of good retail marketing
to start with, Pearson continues. “Knowing
what these principles are allows retailers to
employ successful marketing strategies that
deliver strong return on investment.”
He cites five top tips for successful
retail marketing, incorporating these key
principles.
1. Maintain your 'share of voice'
presence
Print advertising accounts for a high
percentage of all retail ad spend and
Pearson says it's critical that retailers
maintain their share of voice in the market.
“Interestingly, we noticed a decline over
the past festive season in retail ad presence,
most likely as a result of the recession,” he
points out. “But the festive period is a major
selling season for retailers and actually a
time when advertising activity should be
increased. Retailers should maintain their
advertising presence as much as possible.
This creates awareness within consumers'
minds that you're a big player in the market
and that you're offering value.”

promotional strategies. “Select a basket of
key value items (KVIs) – those that generate
the most value per unit sold – and assess
these versus those of your competitors.
These products should then be tracked on
a regular basis. This provides a relative idea
of your pricing strategy and allows for an
element of inflationary tracking.
3. Develop a promotional strategy grid
“BMi spends a great deal of effort trying
to correlate the behaviour between
promotional activity and in-store pricing,”
Pearson continues. “In other words, is
a particular store promoting the right
products to its customers?
“This sounds like a very basic concept,
but more often than not we find that
retailers aren't promoting the right
products. If you stock an item that's
cheaper at your store than at your
competitor's store, promote that. But if the
product is more expensive at your store,
you're wasting your time.
In order to make that judgement call you
have to have data. You need to know how
competitive your store is and how you rank
compared to your competitors.
“This is where competitive price
tracking comes in once again. By using
the information gathered through this
process you can develop a highly effective
promotional strategy that creates perceived
value among your customers and offers
return on your ad spend investment.
“Don't forget to include timing in your
promotional strategy,” Pearson adds. “You
must promote the right product at the
right time (such as seasonal and month-

2. Track competitive pricing consistently
According to Pearson, this is key to
understanding where your business
is going and can successfully inform
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end promotions) for maximum impact. And
ensure you have the necessary resources to
support your promotions, such as enough
stock in the store, as consumers will blame
you, the retailer and not your supplier if you
run out of promotional stock.”
4. Make your own intel add value
Most of the time retailers have sufficient
data within their business through say,
basket analysis or regional data analysis that
could help determine where and how they
should grow the business. Extracting and
analysing this information in conjunction
with the business's long-term plans can
inform marketing strategies from a more
holistic perspective, says Pearson.
5. Understand the value drivers
There are a myriad of value drivers in a retail
business. These include price changes, store
openings, new product growth, pack size
changes, and the month-end factor.
Says Pearson: “These are the factors
that contribute to the value being driven
through your business or the growth you're
experiencing.
"But you really need to understand
which one is having the most impact in
your business in order to use this to inform
your strategies.
“For example, by assessing this data we
can see where a retailer's growth is coming
from and then they can capitalise on that
through their marketing strategies.
“Retailing is not rocket science, it's
common sense,” he declares, “but the
problem lies in the execution of these basic
issues.”

Product Showcase

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.

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 multisurface 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.

Got something to say about the home goods industry?
Post your comments on our interactive website
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Michelle Brs

Park Lane Wall Unit

San Marco

Excelsior BRS

Venecia DRS

Telephone: (012) 333-3162/3/4, Fax: (012) 333-6453, 32 Eland Str, Koedoespoort, Pretoria, 0186

Designed With Stunning
Taste In Mind

A Sign Of Good Things Yet To Come
Russell Hobbs

THB/33115/HGR

Allure Range
The new Allure Range from Russell Hobbs is where contemporary style
meets chic simplicity to create an aesthetically pleasing kitchen. With the easy
to use Russell Hobbs Allure Coffee Maker, Kettle, 2 Slice Toaster, Mini Ball
Chopper, Jug Blender, Hand Blender, Mixer and Salt and Pepper Mill at your
fingertips, you’re destined to enjoy an elegant kitchen experience. And when
your guests see the Russell Hobbs logo embossed on each Allure appliance,
they will know that they are in for a rare treat.

For more information, phone 011 267 3300
or visit www.russellhobbs.co.za

