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Taking on the Cape, all about 
labels and what’s new from 
Malaysia

It’s official. Hirsch’s has extended its reach beyond the KwaZulu-Natal and Gauteng 
borders and opened its first store in the Cape. What’s more, the newly constructed 
building is environmentally friendly and has even received an award for its high 
level of environmental compliance. First day trading at the new Hirsch’s exceeded 
expectations and by all accounts continues to perform well.

Speaking of things environmental, the news that the South African Bureau of 
Standards has introduced a product labelling standard for electronic appliances 
should be well received by industry suppliers and retailers. Not only will it enable 
consumers to make informed choices when choosing appliances, but will also 
promote the elimination of inefficient appliance models on the market.

Other articles of note in this issue are the importance of multi-channel customer 
data, and the impact of the digital world on marketing communication for retailers 
and manufacturers. Speaking at GfK South Africa’s recent 10-year celebration dinner, 
the company’s deputy general manager from Italy, Antonio Besana, enlightened 
guests on how the frame of reference for consumer technology products has changed, 
and warned them that survival in this rapidly evolving market will not be easy.

Moving abroad, HGR’s publisher recently returned from his annual trip to the 
Malaysian International Furniture Fair at which more than 500 exhibitors showcased 
their wares. Notable trends include the emergence of rubberwood furniture for 
all rooms in the home, as well as space-saving tables and chairs to accommodate 
increasingly smaller living accommodation.

Until June. 
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Hirsch’s opens new store in Milnerton

In line with their “going green” policy at 
all their stores, Allan and Margaret Hirsch 
planted an indigenous tree in the grounds 
of their newest home store in Milnerton’s 
Koeberg Road, which opened its doors on 1 
April. 

Customers began queuing outside the 
new store from as early as 7h30. At 9h00 
Allan, Margaret and Richard Hirsch cut the 
ribbon to mark the offi  cial opening of the 
15th Hirsch’s Home Store in South Africa.

Built by Isipani Construction, the store 
received an award from environmental 
consultant Ecosense for “constantly achieving 
a high degree of environmental compliance”. 
For example, the pavement in the parking 
area is designed to capture and fi lter rain 
water. This revolutionary system maximises 
water absorption for the immediate area 
while restricting water loss to city draining 
systems. 

"We live in a changing world that has 

its concerns, and if we can play a small 
part in making the world a safer, better 
and more environment friendly place for 
our children's children, it’s the least we can 
do,” declared chief executive offi  cer Allan 
Hirsch in his opening address. “Economically 
it is a no-brainer; the more you invest in 
environmentally friendly products in the 
long term, the greater the return. 

“It's been a pleasure and a privilege 
to work with companies like Isipani, Key 
Projects and Elphick Proome Architects, who 
share the same beliefs in the future as we do,” 
he added.

According to chief operations manager 
Margaret Hirsch, the turnover on the fi rst 
day of the store’s opening far exceeded 
expectations. “This was an amazing day for 
us and follows months of getting the store 
ready for our fi rst customers. 

“Trading was steady all day, as those who 
came early in the morning went home and 

spread the word amongst their friends and 
neighbours. In the afternoon most of the 
trade was from people who came in after 
hearing what fun other people had had.” 

Allan and Margaret Hirsch cut the ribbon to of-
fi cially open their new store. With them is (left) 
Mark Duncan (Hirch’s Milnerton manager), 
Yatish Misthry (assistant manager) and Richard 
Hirsch.

Newsline



Gauteng youngsters dent skills shortages in retail sector

The Wholesale and Retail SETA’s top 
officials have expressed their unreserved 
endorsement of Retail Relate’s training 
programmes for young South Africans. 
This is thanks to the unsurpassed 
success of Retail Relate’s Unemployed 
Youth Assistance Programme (UYAP), 
which included an 82 per cent student 
retention rate, the securing of permanent 
jobs for about 70 per cent of them so 
far and a decision by UNISA to award 
bursaries to the top ten performers.

A year ago, 196 young adults from 
in and around Gauteng were among 
the ranks of South Africa’s unemployed, 
with no training or experience and 
slim chances of finding good jobs. But 
now they are about to graduate with 
NQF level 5 qualifications and a year’s 
experience in retailing to take with them 
into the jobs most of them have been 
offered.

In May last year, these young South 
Africans were recruited into Retail Relate’s 
UYAP initiative. “We selected them on the 
grounds that they had passed matric or 
qualified academically for tertiary training 
but were prevented from enrolling into 
courses due to financial constraints,” 
explains Leigh Blochlinger, who heads 
up Retail Relate, a SETA-accredited 
institution that provides training in all 
aspects of retailing. 

In line with the skills shortages 
identified by the Wholesale and Retail 
SETA, Retail Relate is currently focusing 
on the training of retail managers. The 
UYAP initiative also aligns with the SETA’s 
commitment, as expressed by its chief 
executive officer Joel Dikgole, to train 5 
000 people in retailing.

Over the past 12 months, the UYAP 
students received theoretical training 
from the Retail Relate team, which has 
a combined total of over 100 years of 
experience in the retail sector. They have 
also served year-long internships with 
Retail Relate’s retail partners.

The student retention rate of 82 per 
cent is a victory in the face of the current 
average retention rate of about 50 per 
cent. Blochlinger attributes this success 
to Retail Relate’s consistent engagement 

with both the students and the retail 
partners regarding the internships. “We 
made every effort to ensure that the 
shop floors in question were in fact 
serving as adequate learning grounds for 
our students,” he says.

Reason to celebrate
After months of hard work on the shop 
floor and in the classroom, the end is in 
sight and celebrations have started. 

On 22 March, Retail Relate’s Evening 
of the Stars event honoured the 
perseverance and success of the UYAP 
students. 

The event was attended by dignitaries 
from the Wholesale and Retail SETA, 
including chief executive officer Joel 
Dikgole and chief operating officer Dr 
Hennie Zwarts, as well as representatives 
from Retail Relate’s retail partners.

One of the highlights of the evening 
was the announcement of the top ten 
students, each of whom received a 
bursary from UNISA. Another exciting 
announcement was the promise that the 
names and resumés of those students 
who have not yet secured employment 
contracts from the stores at which they 
interned would be shared with the 

9 000 retailers affiliated to the SETA. 
“We are confident that with the training 
and experience they now have, these 
youngsters will be snapped up by those 
looking for high-calibre employees,” says 
Zwarts.

Skills gaps are rife in South Africa’s 
retail sector, with almost 88 per cent 
of its workforce having education 
levels equivalent to matric or below. 
Furthermore, there is a shortage in the 
supply of adequately qualified and 
trained mid-level managers – currently, 
nearly 70 per cent of the posted job 
adverts require skilled and senior labour, 
but only 44.61 per cent of potential 
career seekers represent the demanded 
skills. The demand for entry level and 
junior staff is very low, yet these positions 
would be the only option for those with a 
matric certificate or less.

Where previously the retail industry 
offered them nothing but “no vacancies” 
signs, the UYAP students – whose 
NQF 5 qualification will raise their 
educational level to one year beyond 
matric – will soon be eligible for the 
middle management positions that skills 
shortages were preventing from being 
filled. 

The top ten students of the Urban Youth Assistance Programme, along with Retail Relate 
staff members: (front) Angie Methule (Retail Relate), Carrol Moolman, Proficience Khumalo, 
Cleopatra Sayster, Rejoice Seretile, Allison Gungudin, Neo Thebe (Retail Relate), (back) Derick 
Gideon (Retail Relate), Andries Bester, Welcome Dlamini, Italo Paulsen, Richard Mokgata 
(Wholesale and Retail SETA projects executive), Rayvin Daniels, Leigh Blochlinger (Retail 
Relate) and Desmond Mapedi

Newsline
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SABS introduces energy efficient labeling standard for appliances

DionWired gives special needs learners time to learn

Following several calls by Government 
for households to reduce their daily 
energy consumption and alleviate 
pressure from the electricity grid, the 
South African Bureau of Standards 
(SABS) has introduced a product labeling 
standard for electronic appliances. The 
standard will empower consumers to 
make informed choices when purchasing 
appliances such as dishwashers and 
television sets. 

SANS 941, Energy Efficiency of 
Electrical and Electronic Apparatus, is a 
voluntary standard which will in future 
be regulated by the National Regulator 
for Compulsory Specifications (NRCS) 
and through the implementation of the 
Energy Efficient Standard and Labelling 
Programme as a combined effort by the 
Department of Trade and Industry and 
Department of Energy.

The standard has three general 
requirements: the power factor of 
appliances should be 0.85 or higher, the 
passive standby power of the appliance 
should be less than a single Watt, and the 
appliance should have an energy label 
that is easily visible to a potential buyer.

The main component of the energy 
label is a relative rating of the appliance 
in a range from ‘A’ to ‘G’,  with ‘A’ 
representing appliances that are most 
efficient in this relative scale and ‘G’ 
representing appliances that are least 
efficient.  

The determination of the relative 
efficiency rating of appliances varies 
for each category of appliance and 
SANS 941 refers to a range of additional 
standards for these determinations.

The label will also include the average 
energy consumption per year of the 

appliance and, in the case of washing 
machines and dish washers, the average 
water consumption.

“The country must save in excess of 
3000 megawatts of electricity in order 
to avoid load shedding,” says SABS 
standards executive Dr Sadvhir Bissoon. 
“This new standard will assist every 
household to make better decisions 
on their household consumption by 
looking for the energy label when buying 
a household appliance, which will 
ultimately also translate into a monetary 
saving.

“The existence of energy efficiency 
standards and energy efficiency labels 
will result in the elimination of inefficient 
appliance models on the market, impact 
on green gas emissions, and impact on 
consumer and appliance manufacturers 
and importers.” 

SMARTBoards enrich learning time – and 
through the donation of 26 of these 
high-tech teaching aids to schools 
catering for learners with disabilities 
countrywide, consumer electronics and 
appliances concept store DionWired 
has effectively provided at least 208 000 
hours of top quality learning time for 
these special scholars.

The company’s latest donation of six 
SMARTBoards to three Gauteng schools 
brings its total investment to R1.3 million. 
According to DionWired CSI practitioner 
Iris Naidoo, this is a small price to pay for 
giving the children who need it the most 
a good start in life. 

Accurate statistics regarding the 
education of special needs children in 
South Africa are almost non-existent. A 
report by Statistics South Africa dating 
back to 2005 indicates that about 30 
per cent of disabled persons have no 
schooling, compared to 15 per cent 
of the total population. Another study 
suggests that up to 70 per cent of special 
needs children remain outside the 

schooling system. 
The Statistics South Africa records 

that just 19 per cent of disabled South 
Africans have ever been employed and 
implies that that this is probably linked 
to a lack of schooling and skills, as well 
as the poor quality of any education 
that did take place. In schools for special 
needs children, dropout rates are even 
higher than in mainstream institutions, 
with 0.6 per cent of students enrolled at 
tertiary institutions having come from 
special needs schools. 

“That’s why DionWired has set out 
to make a difference,” says Naidoo. 
"The general consensus is that schools 
serving special needs learners, 
particularly those in disadvantaged 
areas, are in dire need of educational 
resources. As equipment for special 
needs learners is usually extremely 
expensive, schools serving poorer 
communities simply cannot afford 
them.

“DionWired knows that technological 
innovations changes lives, especially 

when it comes to those with special 
needs,” she continues. “The area where 
technology has the most impact is 
education. We are honoured to play 
a role in helping these children reach 
their full potential and gain the good 
education they need to take their place 
in the world.”

Two SMARTBoards will go to the Hope 
School, two to the Con Amore School 
in Kempton Park and two to the Forest 
Town School in Forest Town. The schools 
cater for 200 learners, 286 learners 
and 303 learners respectively. Each 
SMARTBoard is valued at R50 000. 

According to Naidoo, a single 
SMARTBoard usually provides about 
200 learners with 200 hours of special 
learning time per week. This equates 
to around 800 hours per month. The 
donation of two boards to each school 
doubles the number of available learning 
hours to 1600, opening up a whole new 
world of learning to more children, as 
well as extending the number of hours 
available to each pupil.  

Newsline
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Game teaches Welkom’s 
children to play

Children who do not reach critical early childhood develop-

ment (ECD) milestones will probably never be lawyers, doc-

tors, bank tellers or policemen. Which is why Game’s dona-

tion of Tools 2 Play units valued at R150 000 to ten schools 

in Welkom marks an important investment in South Africa’s 

future.

Speaking at the handover of the ten units to the Ntataise 

Early Learning Centre, an ECD training organisation that will 

partner with Game in the allocation of these all important re-

sources and in training caregivers and teachers, Game Welkom 

store manager Dave Davis said the importance of play in a 

young child’s future development should never be under-

estimated. 

“A child’s early years are key and research has shown that 

children learn best through play. Additionally, children with a 

sound pre-school education are less likely to repeat a grade 

and resort to crime, and more likely to attend university and 

be amongst the country’s top earners.” 

Currently, the greatest challenge facing ECD in South Africa 

is a lack of resources. The objective of the Tools 2 Play project 

is to provide under-resourced community-based ECD centres 

with the means to begin the critical early childhood learning 

process as well as implement the Grade R curriculum. At the 

same time, many care givers or teachers in these facilities who 

have no formal education, but provide invaluable help to their 

communities, will be trained to use these teaching aids.

“We are investing in our country’s future and helping our 

most needy children to reach their full potential,” said Davis.

Each Toys 2 Play unit has been specially developed by 

Game, in consultation with education experts, and comprises 

a portable wooden cupboard containing a range of carefully 

selected educational toys for children under six years old. 

Beneficiaries are the Mathabo, Mamatsoso, Khotso, Bengani, 

Tshegofatso, Little Flower, LGM Leratong, Baitekong Preschools 

and the Nkoala and Ikemiseng Day Care Centres. 

“These toys will assist ECD practitioners to implement learn-

ing through daily teaching,” says the Ntataise Early Learning 

Centre’s Puleng Motsoeneng. “A good daily programme with 

appropriate resources assists in stimulating young children as 

well as preparing them for the demands of future schooling. 

Without Game’s support and input, our learning environment 

would not provide the opportunities that are so necessary for 

the development of our young children.” 

This year alone, Game’s total on the Tools 2 Play project 

stands at well over R1 million. Last year, donations through-

out Africa were valued at R1 275 000. The Tools 2 Play project 

forms part of Game’s extensive corporate social investment 

programme which channels over R5 million each year into 

ECD projects, with a strong focus on education. 



Walmart Foundation supports 94+ Schools Project for Madiba

The Walmart Foundation has donated 100 
mobile kitchens to the 94+ Schools Project for 
Madiba, a partnership between the Depart-
ment of Basic Education (DBE) and the Nelson 
Mandela Foundation, which aims to celebrate 
Nelson Mandela’s 94th birthday by giving 
hope and dignity to children in at least 94 
Schools across South Africa through improve-
ments in their school infrastructure. 

Over eight million learners are fed daily in 
South Africa and approximately 15 435 nutri-
tion centres need to be developed at schools 
to support the National Schools Nutritional 
Programme. The container kitchens donated 
by the Walmart Foundation will be installed 
at schools that currently participate in the 
Schools Nutritional Programme. 

Although a minimum of 94 schools will 
benefi t, Walmart aims to deliver at least 100 
mobile kitchens. The donation, which will 
supplement Game’s AmaLunchbox cam-
paign, an initiative to provide fully equipped 
container kitchens to under-resourced schools, 

Don Frieson – delivering benefits to South 
Africa that go beyond the consumer.

includes the conversion of containers into fully 
equipped and operational kitchens that are 
then delivered to and installed at participating 
schools. 

“Walmart has consistently said that our 
entry into South Africa will deliver benefi ts that 

will go beyond the consumer,” says Massmart-
Walmart chief integration offi  cer Don Frieson. 
“We are delighted to be able to participate in 
the Department of Basic Education and the 
Nelson Mandela Foundation’s 94+ Schools 
Project for Madiba. This contribution of 100 
mobile kitchens in schools identifi ed by the 
Department of Basic Education is one example 
of this commitment.”

Game Stores (owned by Massmart-
Walmart) fi rst launched a container kitchen 
programme in partnership with the Depart-
ment of Education in early 2008, distribut-
ing mobile kitchens to schools listed on the 
National School Nutrition Programme and 
graded in Quintile Levels 1, 2 or 3, meaning 
they represent amongst the most under-
resourced schools.

Each kitchen is fi tted with a gas burner, a 
double bowl sink, cupboards, stainless steel 
counters, shelving, cooking pots, cooking 
utensils and enough mugs, plates, knives, forks 
and spoons for every child.  

Newsline



Meeting a growing demand by 
consumers for convenience, Samsung 
South Africa’s new online store not only 
provides safe, accessible shopping, but 
allows consumers to compare products 
and accessories that best suit their 
specific needs.

Consumers will initially be able to 
purchase from four sections – mobile 
phones, home appliances, PC/peripherals 
and print solutions. This will offer a range 
of products from phones and tablets, air-
conditioners, notebooks and monitors, as 
well as printer and printer consumables.

“More than 50 per cent of consumers 
who visited our website were interested 
in buying products immediately; 
considering that we are always looking 
for ways to make our consumers’ 
lives easier, we decided to open this 
online store,” says Samsung Electronics 
South Africa managing director Deon 
Liebenberg. “This, coupled with the 
growth and subsequent demand in 
e-commerce (6.8 million people will 
be online for five years or more by 
2015, essentially doubling the current 
e-commerce market potential), has 
meant that extending our channel to 
market through this online store will 

Samsung SA launches online store for consumers

Numatic homecare range now available 
to consumers 

further promote our brand promise of 
digital leadership.” 

The Samsung Online Store will afford 
consumers the opportunity to mix and 
match products and accessories as they 
please, at their leisure. This gives the 
consumer more control and makes the 
buying experience a breeze for online 
shoppers who don’t have time to go into 
a store. 

“This store is officially live and will 
continue to grow in the months to come. 
Samsung is also looking to utilising key 
social media tools and platforms in the 

near future to open up additional access 
to our products. This will ensure that our 
online presence further expands in line 
with our walk-in Samsung brand stores,” 
concludes Liebenberg. 

The Samsung South Africa website 
has also been revamped and revived 
with more functionality, spunk and 
interactivity. The site is now more 
user-friendly and content is readily 
available in just a few clicks. Social 
media has been seamlessly integrated 
onto the website so consumers don’t 
have to leave the site to share products 
or ‘Like’ the Samsung Facebook page. 
In a further effort to ensure ‘real 
time’ service, a live chat functionality 
for customer services ensures that 
customer queries can be resolved 
effectively and efficiently. 

“User-generated content is a great 
way for Samsung to listen to their 
consumers, and we are all ears,” says 
Liebenberg. “This feature will include 
consumer product reviews and ratings 
(on a scale of one to five) which can 
be completed and viewed on the site. 
The new-look website is livelier, sleeker 
and just another avenue for Samsung to 
make life simpler for consumers.”  

Deon Liebenberg – “The new online store 
gives the consumer more control.”

Propsective buyers of Numatic products can 
visit the company’s new online site to buy its 
homecare range, which includes its famous 
professional vacuum cleaners.

"Now anyone in South Africa can get 
Henry, Hetty, George, James, Harry and 
Charles," says Numatic South Africa general 
manager Dewald Botha. These are the names 
of the vacuum cleaner brands that have 
been available in Johannesburg since 1995 
but previously only to professional users 
such as businesses, hospitals and hotels. 

Consumers are also able to purchase 
Numatic’s unique fl oor mopping range, 
which helps save water and cleans areas 

eff ectively without spreading dirt.
"There is a gap in the market to off er our 

products directly to consumers and we are 
proud to have developed the company's fi rst 
virtual store, especially since South African 
buyer behaviour trends indicate a growing 
confi dence to purchase goods online,” Botha 
continues.

"Knowing we have the opportunity to 
engage with South Africans online and via 
social media is also exciting for us. Customers 
on Facebook and Twitter can also look 
forward to competitions and promotions 
to get their very own Henry, Hetty or other 
professional cleaner.”  

JD Group opens 
Zambian store

After opening its first Zambian store in 

April , furniture and appliance retailer JD 

Group plans to  expand into Ghana and 

Mozambique within 18 months.

“We will first look to bring in our cash 

brands such as Incredible Connection and 

Hi-Fi Corp, as the trading density of the 

cash businesses is higher than furniture 

and don’t require credit facilities,” says 

chief executive officer Grattan Kirk. “We 

are also considering opening operations 

in Angola.” 

The group already operates stores in 

Botswana and Namibia.  

Newsline
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Smartphones making their mark in Africa – GfK

Panasonic names next president

The telecommunications (telco) industry is 
showing promising signs of development 
in Sub-Saharan Africa, with smartphones 
experiencing a notable unit rise of 55 per 
cent in the region (January to December 
2010/2011), GfK market research reveals.

The growing success of mobile devices is 
becoming more apparent across Africa, with 
a number of countries, such as Ethiopia and 
Ghana, experiencing healthy upturns.

The total market for mobile devices in the 
Sub-Saharan region grew from 52.4 million 
units in 2010 to 55.8 in 2011. Feature phones 
remain the best-selling products within 
this region’s telco industry, however, and 
compared to smartphones, demonstrated 
only slight growth last year (six per cent).

For the whole region, smartphones 
accounted for 11 per cent of all Telco sales, 
which is an increase of three per cent 
against the previous year. South Africa held 
the largest share in 2011 with 21 per cent, 
up fi ve percentage points from 2010.

Impressive growth in the North
Year-on-year fi gures (January to December 
2010/2011) from GfK highlight the 
impressive growth of smartphones in North 
Africa. With a unit increase of 56 per cent, 
they are beginning to establish themselves 
as a major player within the region’s 

Japanese electronics company 
Panasonic is to replace its current 
president with the head of its audio 
visual products unit. Current president 
Fumio Ohtsubo will officially become 
chairman on 27 June following approval 
from company's shareholders, while 
current chairman Kunio Nakamura will 
become an adviser.

Replacing Ohtsubo is 55-year-old 
Kazuhiro Tsuga, currently a senior 
managing director and president of 
the audio-visual products unit, of 
which he took charge last year after 
successfully overseeing the company’s 
car electronics business. He will be the 

youngest president outside the 94-year-
old company’s founding family.

Tsuga, who joined Panasonic in 
1979, obtained a Master of Science 
degree in computer science from the 
University of California, Santa Barbara, 
in 1986. After working in research and 
development of video image processing 
and recording technology, he became a 
Panasonic executive in 2004.

Tsuga says he plans to focus on 
making the TV unit profitable. “I won’t 
pursue volume, and will prioritise 
profits. I will consider ways to bring the 
TV business back to normal within one 
to two years.”  

telecommunications industry. Their share 
within the total market for mobile handsets 
increased from seven per cent in 2010 to 
nine per cent in 2011.

Jordan, in particular, performed 
remarkably well with a year-on-year 
rise of 71 per cent, while other notable 
developments were seen in Tunisia (+68 per 
cent), Morocco (+66 per cent) and Syria (+64 
per cent).

Kazuhiro Tsuga – incoming president.

Within this region, feature phones are 
still the main products sold (units), however, 
their growth rate was signifi cantly lower 
than smartphones (+15 per cent) due to the 
rising demand for these devices.

Lebanon, for example, demonstrated the 
highest share for smartphones (25.5 per 
cent) within North Africa in 2011, followed 
by Jordon (19 per cent) and Syria (18 per 
cent).  

Newsline International
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Whirlpool named one of Most Admired Companies

Samsung and LG keep grip on TV market, but growth slows

Whirlpool Corporation has been 
recognised as one of Fortune Magazine's 
World's Most Admired Companies in the 
home equipment, furnishings industry 
sector. The company finished first in this 
sector for the second year in a row.

Whirlpool’s highest scores in the survey 
came in the innovation, people management, 
social responsibility, quality of management 
and long-term investment categories. 

"It is an honour to be named one of 
Fortune Magazine's World's Most Admired 
Companies," says Whirlpool chairman 
and chief executive officer Jeff M Fettig. 
"It has always been our goal to provide 
our customers with trusted brands and 
products, engage valued employees, and 
improve the communities in which our 
customers and our employees live. This 
recognition reinforces those values that 
continue to move our company forward in 
a technology-driven world."

Whirlpool was also included on the 
World's Most Admired Companies list in 

Samsung Electronics and LG Electronics 
took the number one and two spots 
in the global TV market last year, but 
their respective growth rates slowed 
significantly, while sales of their 3D TVs 
fell short of expectations.

According to market researcher 
Display Search, Samsung sold 47.69 
million TV sets worldwide in 2011 to 
stand as the market leader with a 19.3 
per cent share. It has now kept its grip on 
the top spot for six years after overtaking 
Sony in 2006.

LG maintained its number two position 
for the third straight year with a 15.1 per 
cent share of the world market. One in 
three TV sets sold around the world last 
year was manufactured by one of the two 
Korean companies.

In contrast, Japanese TV makers, which 
ruled the global TV market until the early 
2000s, saw their market shares continue 
to slip. Third-ranked Sony managed to 

2009 and 2011.
Fortune's rankings are published each 

year and reflect the observations and 
opinions of executives who rate their 
peers and competitors on nine different 
aspects. These aspects include innovation, 
people management, use of corporate 
assets, social responsibility, quality of 
management, long-term investment, 
financial soundness, quality of products 
and services, and global competitiveness. 

Energy Star award
Whirlpool was also recently awarded the 
2012 Energy Star Sustained Excellence 
award by the US Environmental Protection 
Agency (EPA). The award recognises 
the company's leadership in providing 
consumers with energy and water-
efficient products through its home 
appliance brands. This is the company's 
13th top Energy Star award and seventh 
consecutive Sustained Excellence win. 
Whirlpool has been honoured with 24 

Energy Star awards overall, more than any 
other appliance manufacturer.

In honouring Whirlpool, the EPA cited 
several key accomplishments, including 
introducing some of the industry's most 
energy-efficient refrigerators available in 
2011 and providing one of the industry's 
most resource-efficient top-load washers 
using 70 per cent less energy and water 
per load.  

Jeff M Fettig – honoured.

hold just 8.2 per cent of the market, 
while Panasonic (number four with a 7.5 
per cent market share), which invested 
heavily into PDP TVs instead of LCD TVs, 
continued to struggle. Toshiba, which 
ranked fifth with a 6.5 per cent market 
share, and Sharp, which trailed with 5.5 
per cent, also fared poorly.

But while Samsung and LG 
overwhelmed the market in terms of 
volume, their performance was less than 
stellar in terms of quality. Both companies 
either saw growth slow or stagnate.

Samsung's TV sales rose 19 per cent 
year on year in 2010, but only six per cent 
last year, while LG’s dropped four per 
cent from 2010 for its first decline in five 
years. Previously, LG registered an average 
annual growth rate of 20 per cent since 
2007.

Experts say the global financial crisis 
had a large impact on the two companies’ 
performance, but they also blamed 

Samsung and LG for failing to come up 
with innovative new products that could 
lead sales growth.

In 2008, when the global financial 
crisis erupted, Samsung still posted a 28 
per cent rise in TV sales compared to the 
previous year, and continued this strong 
run with a 19 per cent expansion in 2010.

Experts say the main reasons behind 
the stellar performances from 2008 
to 2010 were two attention-grabbing 
products – the Crystal Rose TV, which 
featured an innovative new design, and 
LED TVs.

But 3D TVs and smart TVs, which 
Samsung and LG pinned high hopes 
on last year, have yet to make a strong 
impact on the market.

The global TV market increased to 
24.12 million units in 2011, but sales have 
become lacklustre as demand for 3D TVs 
is growing at just half the speed of that 
enjoyed by LED TVs two years ago. 

Newsline International
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Why multi-channel customer data is 
a retail goldmine

“Retailers have a rich vein of hidden 
gold to mine in the data they gather 
across the many digital touchpoints 
that customers interact with,” says 
Ginsberg. “By using electronic customer 
relationship marketing (eCRM) tools, 
retailers can dig into this data for insights 
into customer trends and behaviour they 
simply did not have before.

“Consider, for example, the wealth of 
data a retailer can glean from customer 
interactions in social media,” he explains. 
“‘Likes’ on Facebook or tweets on Twitter 
can provide a great deal of information 
about the products and product 
categories customers are interested in. 
Retailers can use this information to 
plan promotions, pricing, marketing 
campaigns and manage inventory around 
what customers are talking about and 
what they are interested in buying.”

Similarly, a wealth of potentially useful 
customer information flows into the 
retailer ’s website every day. Most of this 
information lies fallow, yet Ginsberg 

believes it can be turned into a fertile 
source of new revenues if used  
correctly.

“The keywords customers search for 
through the website and the Google 
search terms that bring them to the 
site can help a retailer to identify what 
consumers are interested in. They can 
then use this data to shape online and 
in-store promotions.

“In much the same way, impressions 
on product pages can show which 
products and product categories 
customers prefer. Retailers can ramp up 
marketing for products that should be 
popular but aren’t, or create promotions 
around the most coveted goods to lure 
consumers into their stores.

“Think about the valuable information 
customers share every time they search 
for an item in an online shop and put it in 
their wish lists,” Ginsberg continues. “This 
signals a strong intent to purchase the 
product at a later date and an excellent 
opportunity for a retailer to potentially 
make a sale with just a little bit of effort.

“For example, the retailer could send 
customers with big-ticket items in 
their wish lists incentives such as free 
shipping, or a discount voucher if they 
buy the item within a certain timeframe. 

Alternatively, they could send an email 
or SMS alert to customers to let them 
know when the price of the product has 
been reduced or is about to increase. 
This data is so valuable that even retailers 

Many retailers cut marketing and back-office costs to the 
bone during a global economic downturn. With no more fat 
left to trim in their supply chains, they need to look towards 
capitalising on every opportunity they have to acquire a 
new customer or make a sale if they are to flourish in a 
tough market. Luckily, says Ensight product and marketing 
director John Ginsberg, the wealth of customer data they 
can gather in a multi-channel world can empower them to 
do just that.

John Ginsberg – data-driven marketing 
the key to success.

Even retailers who don’t sell 
online should think about 

introducing a wish list

who don’t sell online should think about 
introducing a wish list. They can mine 
wish list data to

understand which products will serve 
as good competition prizes, incentives or 
loss leaders as they craft their marketing 
campaigns.”

Ginsberg says email marketing can 
also yield some great insights into the 
customer base. “Retailers can push 
promotions to customers to gauge 
response. They can then step up a 
promotion, adjust pricing or drop a 
special, depending on how customers are 
responding.

“In a multichannel world, data-driven 
marketing is the key to success,” Ginsberg 
asserts. “Information holds the key to 
winning new sales and customers at a 
lower acquisition cost, allowing retailers 
to grow revenues in a profitable and 
sustainable manner.” 

Technology Focus
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The future has changed – the impact     of the digital world on marketing 
communication for retailers and             manufacturers

In the midst of a global economic crisis, most markets 
are suffering from a decrease in consumer consumption 
and we are currently living a period of extreme instability 
and uncertainty. Consequently, we can say our future 
has already changed, this according to GfK Retail and 
Technology Italy deputy general manager Antonio Besana. 
Consumption patterns are not the same, which means 
that yesterday’s marketing and sales strategies may not 
work tomorrow. Indeed, the whole frame of reference of 
consumer technology products has changed.

The South African consumer technology 
market decreased in 2011, says Besana. 
“After the strong growth of 2010 (+22.5 
per cent), clearly supported by the 
Soccer World Cup, 2011 showed a retreat 
(-0.2 per cent).  This is the bad news. 

“The good news is that, in spite of the 
negative trend, the market size in 2011 
was still bigger than in 2009.  
Sales in nearly all product sectors 
decreased (consumer electronics -8.7 
per cent, information technology -1.4 
per cent, photo equipment -23 per cent, 

Antonio Besana  – “Retailers and 
manufacturers, cannot count on old 
paradigms.”

major domestic appliances -2.8 per 
cent), while positive growth came from 
telecommunications (+11 per cent) and 
small appliances (+5,5 per cent).”

Besana cites another interesting 
issue: “If we look at the contribution to 
growth by the different product groups, 
we find only three products performed 
consistently well: smartphones, mobile 
PCs and panel TVs. Sales of cooling 
(refrigeration) and digital cameras 
deteriorated in 2011 from Top Five 
positions in 2010.”

Retailers, as well as manufacturers, 
cannot count on old paradigms, or 
former assumptions, as the market is 
changing every day, Basana asserts. 
“Being successful will mean being able 
to detect small signals of change, and 
being able to react quickly.” 

Retail channels have changed
In Europe, Internet sales are growing 
continuously, and gaining share in 
the marketplace (>15 per cent in 
2011), despite the poor economic 
environment. As a matter of fact, Besana 
points out, in Europe the only retail 
channel that enjoyed growth in 2011 
was online sales. “In the US, the number 
of mobile-ready websites went from 150 
000 to 3 million (+2000 per cent) over 
the past two years.”

Mobile devices will become the 
primary connection to Internet beyond 
2020, he predicts. “The development 
of platform for mobile commerce has 
already become a must.”

Products have changed
Consumer technology products are 
subject to continuous innovation, 
Besana continues. “Products offered to 
consumers are evolving from a wide 
number with limited features, to a 
limited number with multiple features 
and functionalities. Today, with just one 
mobile device, consumers can make 
phone calls, manage e-mail, navigate 
the Net as well as the road, watch 
streaming movies, share photos, read 
books, and order lunch.  

“The appearance of increasingly 
convergent devices will accelerate the 
extinction of obsolete models,” he says. 

 Mobile devices will become 
the primary connection to the 

internet beyond 2020.

Talking Points
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The future has changed – the impact     of the digital world on marketing 
communication for retailers and             manufacturers

“As a result, retailers and manufacturers 
sales will probably be concentrated on a 
more limited number of products.”

According to Besana, bundling of 
products with services is likely to be 
a feature of future markets. “We are 
already seeing some trends – from 
selling products to selling services. 
Consumers will buy integrated 
solutions offering data, utilities, tools 
and apps. Marketing will move from 
product marketing to application 
marketing. Product features will become 
commodities. One day the product may 
just become an optional extra to the 
service.”

Communication has changed
Only 50 years ago, we had just one TV 
channel. In the seventies, people were 
able to watch four or five channels. 
Now, satellite TV and digital terrestrial 
broadcasts have given viewers access to 
hundreds of channels, with both local 
and international content. 

New media, including forums, blogs 
and social networks, have completely 
transformed the communication 
landscape, says Besana. “Media 
empires are no longer in control of 
the conversation. The communication 
model has changed from ‘one-to-
many’ (radio, TV ) to ‘one-to-many-to-
many’. The consumers of media are 
also the producers and peer-to-peer 
communication is overtaking classical 
advertising. Today’s world is connected 
24/7 as online is default. Mobile devices 
are the key for accessing this world.

“Multifunctional mobile hardware 
is changing our lives, generating what 
has been called the ‘partial attention 
economy’.  The consumer is using 
more devices, or functions, at the 
same time, so his attention is being 
split – no one device or activity has 
his full attention. This produces a 
further constraint on the effectiveness 
of traditional media. The media 
consumer is more sophisticated than 
ever, and segmentation strategies 
will need to adapt accordingly from 
socio-demographic to psychographic 
profiling.”

Advertising is evolving from classical 
TV campaigns into the usage of new 
creative communication, through new 
techniques such as guerrilla marketing 
and viral marketing, he continues. “The 

One day the product may just 
become an optional extra to 

the service.

use of flash mobs and freeze mobs in 
public areas is now becoming more 
frequent (search for ‘flash mob’ on 
YouTube and you’ll find plenty of them). 
The high penetration of smart phones 
makes possible real-time broadcasting 
and subsequent publishing to vlogs. 
The effectiveness of these techniques 
on brand awareness and equity is yet to 
be measured.”  

2012 is not an easy time for consumer 
technology manufacturers or for 
retailers, says Besana. “Surviving in 
a rapidly evolving market requires 
constant vigilance, a good marketing 
information system, and the right 
business partners. Flexible strategies, 
and the ability to react and adapt, will 
be the best strategy for survival going 
forward.” 

New media have completely transformed the communication landscape.

Talking Point
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Although the annual development 
was still negative at -0.4 per cent, this 
is a strong performance, considering 
economic pressures and market 
conditions throughout the year. The base 
year for comparison was also buoyed by 
the FIFA Football World Cup which made 
annual growth difficult to achieve.

Perfect Q4 end for CE
A strong holiday shopping season 
could not prevent an overall decline 
in consumer electronic (CE) product 
sales throughout 2011. Many product 
segments experienced positive double-
digit growth from Q3, including panel 
TVs, DVD players, camcorders, audio 
home systems (AHS) and car navigation. 
The clear winners in the “stocking-filler” 
category were personal media players, 
which enjoyed triple-digit growth from 
Q3. 

The ageing conventional TV 
technology has clearly reached its 
twilight years, with a significant decline 
in revenue recorded both quarter on 
quarter and year on year. The South 
African consumer remains engaged 
by newer technologies within the 
panel/flat TV segment, especially full 
high definition. In Q4 revenues from LCD 
continued to outstrip plasma models 
by an average of 4:1. One can only sit 
back and admire the growth that panel 
TV has experienced in the last couple 
of years, but in the same breath the 
question is: when will it all come to an 
abrupt halt? Many suppliers seem to be 
introducing new and innovative items 
into the market, and this has prolonged 
the decline (if one is to come). LED and 

3D growth in recent months further 
cements consumer preference and 
aspirations for new technology. 

DVD Blu-Ray technology remains the 
main topic within CE. Sentiment on this 
topic is that the level or lack of content, 
however, has hindered the true potential 
growth of Blu-ray in South Africa. 
Price erosion has been high in many 
segments in 2011, but the one segment 
that has shown much promise is found 
within AHS – multiblock component 
systems. This category boasts a much 
higher average price in comparison to 
other segments within AHS, and has 

experienced minimal price erosion. 
Further inspiring revelations showed 
that it was not only rand value that was 
positive in this segment, but also units. 

Camcorders rallied remarkably over 
the Christmas period, enjoying double-

Telco sector outshines consumer            electronics growth 

The total technical consumer goods market monitored by GfK TEMAX 
during the fourth quarter of 2011 moved into positive ground, recording 
growth of 6.2 per cent. The telecommunications sector performed 
extremely well, recording 15.1 per cent growth over the fourth quarter of 
2010. Revenues for Q4 2011 amounted to just over R11.18 billion, up 6.2 
per cent from R10.53 billion from the corresponding period of last year. 

Action cameras are slowly 
taking the world by storm

Mobile hand-
sets continue to 
be the main con-
tributor of growth, 
accounting for more 
than 98 per cent of the 
Telco sector.

Market Review
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digit growth from Q3 following a quiet 
year. Understandably, the sales revenue 
growth in memory cards closely tracked 
the movement in photographic. 

The bigger picture for the CE product 
segment is somewhat bleak. Year 
on year, average revenues across CE 
declined in double-digit terms. In the 
midst of a global economic recession, 
revenues generated from the sales of 
high technology items do deteriorate. 
There were very few segments that 
emerged from 2011 in reasonable shape. 
When you consider total year-on-year 
sales for 2010 and 2011, only panel TV 
experienced positive growth – and 
that was in single digits. 2012 could 
well prove to be equally difficult for 
this sector, but one thing is certain, 
the future for flat panel TV seems very 
bright. 

Photo makes great Q4 recovery 
The fourth quarter showed a healthy 
growth coming from Q3 2011, but 
because 2011 was not the best for digital 
still cameras (DSC), the year ended on a 
double-digit decline. Single lens reflex 
(SLR) has been seen in recent times as 
the saving grace for value, but this has 
indeed proved difficult. 

Compact systems cameras remain very 
small in South Africa, and with a heavily 
eroded and seemingly commoditised 
compact market, the main question 
is: where to for photo in South Africa? 
Certainly, innovation is key. Action 
cameras are slowly taking the world by 
storm. High zoom continues to grow 
worldwide, but South Africa remains 
behind. The future for 2012 seems to be 
dark, but innovation could yet prove to 
be the light at the end of the tunnel. 

IT sector still muted 
While the South African IT sector showed 
a decline of R8 million in value between 
Q3 and Q4, this is still a better drop than 
between Q2 and Q3, where the sector 

Telco sector outshines consumer            electronics growth 

amounted to R48 million. In comparison 
to the same period last year, there 
was a decline of eight per cent. This, 
of course, is what was expected as Q4 
generally outperforms the rest of the 
quarters throughout the year. The lower 
priced offerings have very much been 
favoured by the consumer in the past 
year. This is still claiming a larger piece 
of the pie, but the market offering of 
products in the lower segments seems 
to be declining. 

The declining price of monitors 
during 2011 has yielded some interest 
from a consumer point of view. 
Although there was a small positive 
growth in value for monitors between 
Q3 and Q4 of 2011, there was a double 
digit negative development in Q4 when 
compared to same period from 2010. 
This was primarily attributable to the 
abovementioned decline in prices. 

The biggest growth in this sector 
came from servers and work stations, 
which resulted in a strong positive 
growth in comparison to the same 
period the previous year of 2010. This 
was largely as a result of an uptake in 
momentum of R0.9 million between Q3 
and Q4. 

Telecommunications: no sign of the 
tipping point 
Growth in the South African 
telecommunications (Telco) sector has 
yet to show signs of abating in the fourth 
quarter of 2011. The overall mobile 
and smartphone market in particular, 
continued to exhibit what has already 
been described as an impressive growth 
in South Africa. In value terms, the Telco 
sector grew by 15 per cent in Q4 2011 
compared to the same quarter last year. 
Year-on-year growth stands at 9.5 per 
cent, reaching R14 million in 2011. 

Mobile handsets continue to be the 
main contributor of growth, accounting 
for more than 98 per cent of the Telco 
sector. Sales in December 2011 alone 
reached an unprecedented 2.5 million 
handsets. This is in stark contrast 
to telephone devices, which have 
significantly declined since the second 
quarter of 2010, contributing a mere one 
per cent of sales value in 2011.

While it is anticipated that sales will 
slow down at the beginning of 2012, the 
market is still to experience the tipping 
point. At this stage, there is no sign of 
that happening, which augurs well for 
mobile manufacturers in South Africa.

Office equipment sales slow 
The office equipment sector 
demonstrated negative as consumers 
tended to spend more on consumer 
products during the festive season. 
Double-digit negative growth was 
recorded for printers when comparing 
Q4 2011 with Q4 2010. This equated 
to a decline of R10 million, while 
multifunctional printers (MFD) declined 
by R9.1 million during the same time 
frame. MFD only dropped by a single 
digit. Printer cartridges remained the star 
performer in the sector, dropping only 
R4.9 million in revenue during Q4. This 
meant that the overall development in 
the IT sector is still negative at -8.5 per 
cent in total. 

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.

LED and 3D growth in recent months further 
cements consumer preference and aspirations 
for new technology.

Market Review
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The fair occupied some 75 000 square 
metres over two venues, a few kilometres 
apart, with a free and  frequent shuttle 
service linking the two centres; thus no 
real inconvenience for the thousands of 
local and international buyers and other 
visitors. 

Over 500 exhibitors showed this year, 
with the majority being Malaysian, but  
with an increasing number of exhibitors 
from countries such as the US, China, 
Taiwan, Indonesia, Hong Kong, Singapore, 
Thailand, South Korea, Australia and East 
Timor. Undoubtedly, the participation of 
these foreign companies represented a 
strong vote of confidence in MIFF as a 
business opportunity. 

Showcased were all categories of 

furniture, lounge, bedroom, dining room, 
children’s furniture, office, occasional, 
pubs and furniture accessories, fittings 
and even hardware. Visitors were 
essentially importers, wholesalers, 
retailers, interior designers and decorators, 
and other related trades with a significant 
and growing foreign element.

As has become customary over the 
past several years, HGR’s publisher was 
invited to MIFF as one of the show’s 
international judges. We were called 
upon to identify, highlight and reward 

Buyers throng to Malaysian
International Furniture Fair 2012

The 18th edition of the renowned Malaysian International 
Furniture Fair (MIFF) was held in Kuala Lumpur, Malaysia 
from 6 to 10 March 2012.

those exhibitors whose products and 
presentation not only enhanced the 
fair, but critically enhanced their own 
prospects for success. 

Under new management
Historically, MIFF has been owned and 
organised on an annual basis by the well-
known – in local terms – Dato Tan Chin 
Huat. MIFF’s growing success and fame 
has attracted the attention of the United 
Business Media Group (UBM), a large 
European-based exhibition company, 

Fair Report
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which purchased MIFF in late 2011. 
The fair has now fallen under the aegis 

of UBM’s Asia- region, headed up by 
Hollander Jime Essink. This 2012 Furniture 
Fair was organised by UBM for the very 
first time. Nevertheless, and very wisely, 
it has retained the huge experience and 
expertise of Dato Tan as chairman, and 
kept on his excellent and highly efficient 
team. Undoubtedly, changes will be 
made in the future to conform to UBM’s 
approach and culture, but essentially, as 
Jime Essink reassured exhibitors and the 
media: “If it ain’t broke, we will leave it 
alone”.

The furniture industry represents for 
the Malaysian government an important 
constituent for promoting growth in the 
economy and over the years, as MIFF has 
assumed a greater importance in that 

The need for compact,
space-saving furniture

is self-evident.

page 20 4  
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is undoubtedly growing in importance. 
We noticed that more companies were 
offering a selection of rubberwood 
furniture this year. Rubberwood is 
lightweight, durable and fungus-resistant 
and using a rubberwood veneer and 
shading the furniture in warm oak gives 
the pieces a lovely luxuriant polished feel. 
We also noticed many beds and bedrooms 
made in this material.

“Convertible’ cribs” were also prevalent, 
but if they exist in South Africa we 
certainly haven’t seen them. These are 
innovative products in a contemporary 
style which start off as baby cots, and can 
be swiftly converted into a toddler’s crib. 
Eventually when the child outgrows that, 
it can be easily converted into a sofa. As 
living accommodation becomes smaller 
the need for compact, space-saving 
furniture is self-evident, and here, too we 
noticed easy folding tables and chairs 
with versatile set-up mechanisms which 
allow one to fit them into any available 
space.

For retailers looking for classical 
furniture such as Chesterfields, these 
too were available at MIFF. We saw sofas 
made by hand which were magnificently 

regard, government ministers have lent 
their presence to the show. The Malaysian 
furniture industry is heavily export-
orientated, and to ensure a continuing 
supply of timbers for the industry, the 
government has embarked on projects 
to cultivate large-scale forest plantations. 
To emphasise this importance, MIFF was 
graced by the presence of the Minister of 
Plantation Industries & Commodities, who 
was invited to make the keynote address 
at the official opening. 

Novelties and classics on show
With the increasing emphasis on the 
desirability of going ‘green’ in as many 
areas as are feasible, rubberwood furniture 
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Rubberwood furniture is 
undoubtedly growing in 

importance
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overstuffed, some with distinctive rolled 
arms, high backs and elegant wings. The 
leather used is of a very high quality; 
generally hand polished and with deep, 
fully tufted buttons end to end. 

Another curiosity, which apparently is 
selling extremely well, was a single-piece 
solid wood carved chair, individually 
handcrafted with soft flowing curves. Ideal 
for gardens with its rustic look, but how it 
will stand up to rain is another matter. 

By and large it would be difficult for 
most buyers not to find at least one item 
at MIFF which they would be happy to 
purchase; such is the wealth of design in 
every category. Most international buyers 
that we spoke to were adamant that they 
would return, which one supposes is an 
endorsement of the exhibits and price 
offerings at the show.

By the end of the third day 4027 
international visitors had been recorded 
with 3155 local visitors, making a grand 
total of 7182. However, this total was set 
to soar as there were still two full days to 
go.

As mentioned earlier, MIFF has tied 
up with UBM Asia which apparently 
is the largest and leading trade show 
organiser in the region. So with MIFF’s 18 
years of experience and UBM’s extensive 
international reach and professional 
expertise, the future of MIFF as a 
dominant furniture exhibition in South 
East Asia seems guaranteed. 

Fair Report
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CANSA gives stamp of approval to Russell Hobbs steamer 

European leatherlike fabrics come to SA  

Russell Hobbs’s brand-new food 
steamer has qualified for the Cancer 
Association of South Africa’s (CANSA) 
Seal of Recognition (CSOR) as a CANSA 
Smart Choice product – a first in the 
food preparation category. The steamer 
had to pass the South African National 
Standards (SANS) tests in order to qualify. 

“We’re honoured to be a part of 
the life-saving work CANSA is doing 
to prevent and control cancer,” says 
Amalgamated Appliances marketing 
general manager Irene Borges.

Steamers have also been donated to 
all the CANSA Care Homes across the 
country to promote steaming as a smart 
choice of food preparation for cancer 
patients. 

“We want to be part of promoting 
balanced lifestyles and are pleased to 
be helping CANSA staff prepare healthy, 
steamed food for cancer survivors in the 
CANSA Care Homes,” adds Borges.

Says CANSA CEO Sue Janse Van 
Rensburg: “We play an important 
‘watchdog’ role by encouraging and 
educating consumers to choose 
goods and services in terms of health 
impact and promoting smart choices.  
Consumers can use this steamer with 
peace of mind as steaming food helps 

reduce the risk of cancer.” 

Editor’s review
The elegant stainless steel steamer 
showcases sleek electronic controls with 
an LED display and has three steaming 
bowls, each with a three-litre capacity. 
The steamer has a built-in water tank, and 
the handy juice collector not only makes 
for easier use, but ensures that the food 
flavours do not mix when different types 
of food are prepared simultaneously. 

The process of steaming food 
eliminates the use of oils and fats 
and preserves much more nutrients. 
Additionally, it is BPA-free, making it a 
safe and responsible choice for preparing 
meals for the whole family, and in 
particular baby food.

HGR’s editor was invited to put the 
food steamer to the test and found it 
easy to use, although a degree of trial 
and error is required to determine the 
exact cooking times for different types 
of food. The steamer is dishwasher-safe, 
which makes it easy to clean and the 
three steaming bowls fit neatly inside 
each other for convenient storage.

I steamed a variety of meats and 
vegetables and generally found the 
food to be exceptionally tasty, except 

for baby potatoes, which tasted bland 
even though they were seasoned prior to 
steaming.

The steamer comes with a handy 
recipe book, which I found particularly 
useful, although I would’ve appreciated a 
few more recipes.

Overall, the Russell Hobbs steamer is 
a highly recommendable product, which 
would make an elegant addition to any 
kitchen.  

The Russell Hobbs food steamer is BPA-free 
and approved by CANSA.

Originally there was only genuine leather 
for a variety of applications. Today, 
Graphica Textiles, a member of the 
International Winter Group, also offers 
leatherlike materials which have been 
developed and refined to the extent that 
they can scarcely be differentiated from 
real leather. 

“These products offer major 
advantages for those involved in the 
furniture industry or interior decoration, 
thanks to their wide range and innovative 
technical properties,” says Graphica 
managing director Simon Grose.

“These textiles provide exemplary 
tactile finishes. Characteristics include 
breathability, great wear resistance, stain 
resistance, ease of maintenance and fire 
retardance. They are regulated according 
to the health and safety standards 
mandatory, and in line with Europe and 
the UK.  A large number of magnificent 
colours, grains and qualities is available 
and the collection is up to date with 
global trends.”  

In association with the leatherlike 
fabrics, Graphica has introduced home 
accessories under the Winter Home label 

to the South African market.
The collection consists of sophisticated 

fur throws and cushions that are of the 
highest standards in their make-up.  
Made of hi-tech modacrylic fibres, these 
Fur4Fun-furs are particularly easy-care, 
excellently lightfast and colourfast and 
hardly flammable. 

“Fur4Fun-furs are so wonderfully soft, 
hard to distinguish from genuine fur and 
yet no animal had to suffer,” says Grose. 
“Not only do our throws and cushions 
offer that little bit of fun to any room but 
the quality is world-class.”  

Product Showcase
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Quality Thai furniture and 
décor continues to endure

In a world of instant gratification, it is ironic that furniture and 
décor from Thailand should be so sought-after, for while it is 
indeed gratifying, it is by no means instant. Ancient techniques, 
exquisite craftsmanship and unerring attention to detail are 
inherent in these goods, which decorators would argue are 
Thailand’s finest exports. 

Says Chakarin Komolsiri, head of the Office of Commercial 
Affairs at the Royal Thai Embassy in South Africa: “Furniture and 
décor is a thriving export sector for Thailand in general and no 
less so in our trade relationship with South Africa. In 2010 this 
sector accounted for US$ 19.7 million in trade revenues, ranking 
as our tenth biggest export to South Africa. In the months 
January to July 2011, the figures stood at US$ 11.0-million.

“While it is the quality and beauty of these products that drive 
demand, I believe it is the quality of the relationships and service 
delivery from Thai suppliers that keeps South African traders 
interested in doing business with Thailand.”

Prized for their beauty, craftsmanship and durability, 
Thai furniture and décor often take pride of place in hotels, 
restaurants, businesses and homes, in South Africa and around 
the world. 

Moreover, while traditional ornately carved and hand-painted 
conversation pieces are perennial favourites, what makes Thai 
furniture so competitive is the diversity of styles on offer. These 
range from the clean lines of minimalist, contemporary classic 
designs to the shabby chic and charm of rattan.

In all trade relationships, the issue of sustainability is 
paramount. Of particular note to traders then, is that while 
Thailand is blessed with abundant natural resources, its furniture 
industry nevertheless works tirelessly to preserve these resources 
and in doing so ensure its own sustainability. Consequently, 
innovation in the field of new materials has resulted in the 
incorporation of such environmentally friendly materials as 
parawood timber derived from rubber trees, rattan, straw, water 
hyacinth, plastics and metals into furniture and décor products. 

Woven throughout the rich tapestry of Thai culture is the 
celebration of all things beautiful and a penchant for adornment. 
This translates into magnificent décor items that include 
sculptures and decorative hand-carved teak pieces, as well as 
hand-made paper and fabric products, designer and functional 
glassware, ceramics and more. 

Whether it is a once-off handmade original or a production 
item manufactured using innovative technology, Thai 
furniture and décor are fashioned in the ancient traditions of 
Thai craftsmanship and made to the world’s highest quality 
standards. 

The Thailand Exhibition takes place from 21-23 June 2012 at 
the Cape Town International Trade Centre (CTICC).  Furniture, 
décor and home goods will be among the sectors on display.   

For information on trading with Thailand and facilitated 
introductions to quality Thai furniture and décor exporters call 
the Royal Thai Embassy – Office of Commercial Affairs on Tel: 
(012) 342 0835 or email ttcpretoria@telkomsa.net.  
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Where has all the 
entrepreneurial spirit gone?
There is a fear, as vague as it is threatening, that has cast a pall over our industry leaders. 
And it is all the more discomfiting because there is no clear reason for it. Never forget 
that many decades ago our retail industry was founded by buccaneers; men who were 
fearless in pursuing their ambitions, who regarded all problems as opportunities, and 
built mighty empires. 

Perhaps it was the immigrant spirit – many of those pioneers were first or second-
generation immigrants – but whatever it was, it worked. And feeding these businesses 
was another breed of identical, bold innovative spirits. These were the suppliers, the 
manufacturers of furniture with factories all over the country, but predominantly in 
what was then the Transvaal. They knew their customers, they knew their products 
and they manufactured for their customers. They were not afraid to travel overseas to 
surreptitiously ‘acquire’ the latest  designs from top creative factories, then return to 
South Africa  and reinterpret them for the local market. 

Despite the dog-eat-dog competition there was a spirit of bonhomie amongst both 
retailers and their suppliers. They liked each other, spent quality time with each other 
and helped each other. They were never afraid of spending money to make money. The 
market was their oyster and they attacked it ferociously. They knew no other way and it 
worked. The industry thrived.  

And that was just the furniture side. There were other companies, agents of global 
appliance and hi-fi manufacturers, TV importers and manufacturers, who all played with 
the same innovative energy, courage and drive. They wanted and demanded their share 
of the cake and they fought for it too. 

There not only seemed to be room for all; there was. And why was this? The simple 
answer is that these companies, these competitors, by their fearlessness and energy, 
made space for themselves. And they too thrived. Every innovation, every new product, 
every new design or cosmetic change, every little or large technological advance was 
trumpeted loudly, brashly and marketed with creativity and aggression.

What have we become today? A dispirited bunch of corporates, with corporate 
thinking and corporate inhibitions terrified with stepping out of line and terrified 
of taking any chances at all. The entrepreneurial spirit which developed this great 
consumer goods market is virtually dead. And the result is plain to see. 

The space carved out in earlier years has been allowed to shrink, and to carry on 
shrinking. Instead of making things happen, which is the true hallmark of the true 
businessman, trader or entrepreneur, our industry executives wait for things to happen. 
They cover their backs and allow the importance of the market to wither. They have no 
vision, no foresight and no balls. And they and their companies will continue to be at 
the mercy of their own inadequacy. Failure breeds failure and that leads to fear. Which is 
where we came in.   

Publisher's Comment
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