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HGR TeamSoaring electricty costs threaten 
retailers 

It is clear that the proposed electricity 

increases will impact severely on SMEs which 

include virtually all independent retailers. 

After analysis of the numbers both of previous 

increases and the current demands of Eskom 

it is apparent that many of these small or 

medium sized retailers’ very existence is being 

threatened.

Surely SMEs – which as mentioned above 

include independent retailers  - are critical 

to our economy representing almost 50% of 

our gross domestic product? Indeed 55% of 

our workforce  and 65% of new jobs created 

come via the eff orts of SMEs. The Chamber 

of Commerce has suggested that many of 

these enterprises faced with a swingeing 16% 

price hike would  - if they can aff ord it – move 

operations off shore. That of course would not apply to our local retailers who faced with 

mounting losses would be forced to close their doors throwing thousands of people out of 

work. But it doesn’t stop there. Even those companies best placed to absorb these increases 

would be compelled to scale down their operations.

Just to get a little perspective, the Chamber indicated that less than 5% of these SMEs 

would be capable of absorbing Eskom’s proposed 16% tariff  hike. No matter how effi  ciently 

these small businesses are run, no matter how effi  ciently they  keep  other costs under 

control, will have to factor in the four electricity tariff  hikes imposed since 2009. That year saw 

a spike of 27.5%; in 2010 by  31.3% ; in 2011 by 24.8% and in 2012 by 25.8%.And this year’s 

projected increase of 16% will be the proverbial straw (except much heavier than any straw) 

that broke the camel’s back.

This constant increase in electricity costs is simply not sustainable and will lead to more 

unemployment, a decline in gross domestic product and goodness only knows what other 

evils. There are other much more viable models to fund Eskom but this government will never 

lose its appetite for control. It has to be wrested from them.  
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In-house products: Are consumers daring to buy them?

Singapore furniture companies take their latest collections to IMM

In-house brands have long been considered 

the cheaper alternative to branded 

products. The general thinking was that 

they are manufactured solely for the 

consumption of people in a lower LSM 

bracket who simply cannot aff ord branded 

products. That thinking, however, is fading 

fast. 

According to Shoprite Holdings director, 

Brian Weyers, store brands have become 

more popular with customers in a higher 

LSM bracket. Sales of in-house products at 

Shoprite have grown 5% faster than that of 

branded products. “Over the past year more 

and more price-sensitive consumers turned 

to private labels as an alternative to make the 

budget balance,” says Weyers.

Other retailers are experiencing a similar 

growth curve in the sales of in-house 

products as opposed to that of branded 

products, with Spar and Pick ‘n Pay both 

noting huge surges in the sale of their in-

house brands. “Corporate brand sales have 

outperformed total store sales consistently 

over the years and have experienced a 

further rise in sales from September 2008,” 

says Pick 'n Pay GM, Cindy Jenks

A major contributor to this growth curve 

could be the recent economic downturn. 

The recession has created the opportunity 

for retailers to boost their in-house brand 

off ering, and usually brand-loyal consumers 

are now open to cheaper alternatives. 

According to research conducted by The 

Nielsen Company, South African shoppers 

have become price-sensitive and will forego 

their favorite brand in order to stretch their 

Rands a little further. 

The Private Label Manufacturers 

Association in the United States say that 

during the 2001-2003 recession, the sales on 

private label (in-house) brands climbed from 

20% to 21.8%, whereas during the 1990-1991 

recession, sales climbed from 17.6%to 20%. 

Weyers goes on to say that the growth of 

in-house brand sales have been so strong 

that retailers now have the leverage to 

negotiate lower prices with suppliers of 

branded products. This alternatively is a win-

win situation for cash strapped consumers 

and retailers alike.

Retailers have picked up on the increase 

in sales and many have increased the 

amount of in-house brands they off er, 

as well as put huge eff ort into the way 

their in-house brands are marketed and 

packaged. Jenks states that sales of Pick 'n 

Pay’s in-house brands has been very positive 

with these products accounting for 10% of 

the products Pick 'n Pay sells, making it their 

largest brand.

Whether or not you can trust the quality 

of in-house brands the same way you do 

your favorite branded product may still be 

up for debate. However, there is one thing 

you can count on with in-house brands; they 

can assist you in turning over your Rands in 

these grim economic times.

Also, watch out for the second part of this 

three part series on in-house products as 

we look a little deeper into the question of 

whether in-house brands can be trusted.   

South African retailers have been pouring more resources into their no-name (also known as private label or in-house) brands, than ever 

before. The question is: have in-house brands finally achieved pride of place on grocery-store shelves? If consumer behavior and industry 

research is anything to go by, then yes they have - By Lindsay de Freitas

Singapore Furniture Industries Council 

(SFIC), supported by Design Singapore 

Council and IE Singapore led a strong 

Singapore contingent to showcase their 

latest furniture collections at Germany’s 

imm cologne, world’s leading international 

furniture trade show, from 14th to 20th 

January 2013.

The 2013 contingent comprised of 

imm cologne veterans and Singapore 

Mozaic ambassadors such as Haleywood 

Industries, HTL International, Koda, Star 

Furniture and Univonna. SFIC also warmly 

welcomed the debut showcase by Falcon  

and Royale Buckingham, who showed the 

best of Singapore furniture designs.

Singapore furniture brands, with their 

quality design and furnishings, have 

been gradually growing their presence in 

various parts of the world in recent years. 

SFIC is proud to have these companies 

fly the Singapore brand flag high, one 

that is able to set trends and drive design 

innovation.

Ms Violet Chan, International Marketing 

Account Manager from Star Furniture, 

shared their past experience with imm 

cologne. “Face-to-face meetings with 

potential clients and suppliers was an 

effective and efficient way to understand 

the demands of the European market. 

In 2013, we will release our latest 

developments in colour finishing, a 

specialty of our company.

“By using high technology, we have 

added a new dimension to our design, 

rolling out collections with 3D embossed 

oak, as well as finishing in champagne 

silver leaves blended with high-gloss 

lacquer.”

On the other end of the aesthetics 

spectrum, Royale Buckingham has 

focused primarily on heritage and 

vintage designs. In Cologne this year, 

Royale Buckingham  offered three new 

collections, “modern contemporary”, 

“stylish, trendy & fashionable”  and the 

“trunk/case collection” which employs 

various materials to perfect a vintage look. 

In addition, Koda rolled out two new 

dining collections which are made from 

natural walnut veneer, inspired by modern 

architectural silhouettes. 

Mr Ernie Koh, President of SFIC said, 

“ Participating in imm Cologne  opens 

our minds to new and dazzling design 

elements, and inspires new creations. 

Such exposure helps companies better 

understand the demands and tastes of the 

European market.”   
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MasterCard Study Reveals African Cities Economic Growth Potential

Accra, Lusaka and Luanda, the capital 

cities of Ghana, Zambia and Angola 

respectively, have been identified as 

the Sub-Saharan African cities that 

have the highest potential for growth 

over the next five years, according to 

the  MasterCard African Cities Growth 

Index. As the entire African continent 

with its population of over 1 billion 

people is going through a fundamental 

transformation, this new Index puts a 

spotlight on the economic and human 

factors driving urban growth over the 

next five years.

The Index, produced on behalf 

of MasterCard by Professor George 

Angelopulo of the University of South 

Africa (UNISA), was launched today at 

the second Africa Knowledge Forum 

hosted by MasterCard in Johannesburg, 

convening  leaders from academic, 

business and government sectors. The 

Forum explores how cities across Africa 

are playing an increasingly important 

role in driving national and regional 

growth, how they need to compete 

on the global stage in order to attract 

inward investment, and how these cities 

urgently need to manage their natural 

and human resources more effectively as 

they grow.

The MasterCard African Cities Growth 

Index was developed in the final quarter 

of 2012 and analysed 19 cities across Sub-

Saharan Africa ranking them according to 

their growth potential between 2012 and 

2017. The Index rankings were developed 

from published historical and projected 

data on typical factors that impact 

cities' growth rates, including: economic 

data, governance levels, ease of doing 

business, infrastructure and human 

development factors, and population 

growth levels.

Of the 19 researched cities, Accra, 

the capital city of Ghana, was ranked 

as having the highest growth potential, 

followed by Lusaka and Luanda, that were 

both identified as having medium-high 

growth potential.

“Some of the key reasons for Accra 

emerging as a high growth city include: 

its gross domestic product per capita 

growth over the past three years, its 

projected population and household 

consumption growth, its strong 

regulatory environment, and the relative 

ease of doing business in this city, 

compared to other African cities,” said 

Professor Angelopulo.

While many of these larger and more 

established cities offer the expected 

potential for growth, other less 

prominent ones are quietly establishing 

themselves as those with even higher 

growth potential. This is primarily due 

to high scores on accelerated growth 

factors that include health, education, 

governance, infrastructure development, 

and the ease of doing business in those 

cities.

Johannesburg, although already a 

strong economic powerhouse city in 

Africa, achieved lower scores in certain 

categories as a result of lower growth 

expectations due to its relative maturity 

when compared to other African cities. 

For example, the expected growth of the 

middle class population is higher from 

cities such as Accra and Luanda than it 

is for Johannesburg, which has seen a 

growing middle class since the change of 

government in 1994.

Explaining why MasterCard chose 

to develop this new Index specifically 

for Africa, Michael Miebach, president, 

MasterCard Middle East and Africa 

says, “Africa is a region where the lines 

between the developed and developing 

worlds are dissipating owing to 

various economic, demographic and 

technological factors. Most of these 

factors have been associated with the 

increased urbanization of the continent. 

Therefore, understanding the long-term 

growth potential of Africa’s cities, and 

the resultant increase in African urban 

consumers, has never been as important.” 

“We are committed to understanding 

the needs and challenges that 

consumers, businesses and financial 

institutions face as we partner with 

local stakeholders to enable economic 

growth through the increased adoption 

of electronic payments. African nations 

have taken the lead in moving toward a 

world beyond cash that is also a world of 

greater financial inclusion and economic 

empowerment,” said Miebach.

He noted that, according to the United 

Nations Human Settlements Programme, 

the urban population of Africa is 

expected to triple by 2050 to 1.23 billion 

(from 395 million in 2009), by which time 

60% of all Africans will be living in cities 

or urban areas.

“This growth in urbanization, 

combined with the fact that the center 

of global economic gravity is shifting 

to dynamic emerging markets such as 

those found in Africa, means that the 

continent’s cities will play a much bigger 

role in driving the economic growth 

of their respective countries,” Miebach 

continued.

Harare (Zimbabwe), Kano (Nigeria), 

Abidjan (Côte d'Ivoire), and Khartoum 

(Sudan) were deemed to have the 

lowest growth potential of the 19 cities 

examined in the study.

Although these cities scored well in 

some categories, such as the overall 

health index and the levels of foreign 

direct investment, their potential for 

growth was negatively impacted by low 

scores in areas such as their political and 

regulatory environments, lower historical 

economic growth and the challenges of 

doing business.

“One of Africa’s key economic and 

social challenges is how its cities attract 

significant inward investment by being  

globally competitive, serving as magnets 

for investment and growth, hot-spots 

of innovation and, most importantly, 

developing attractive and thriving 

business environments,” concludes 

Professor Angelopulo.

1. The dimensional scores were 

consolidated and this data was used for the 

final city rankings.   

...lines between developed 

and developing world 

dissipating
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Mobile devices - Easy to steal, easy to recover

Imperative supply chain professionals keep skills current

The cellular industry is booming not only 

in South Africa but also in the rest of 

Africa and mobile phones are standard 

possessions among people who have never 

had a telephone line or a computer. Africa 

is the continent where mobile technology 

has taken hold and leapfrogged traditional 

voice and data technologies. 

One business that is benefi ting from the 

mobile boom is retail outlets selling cell 

phones and contracts. Yet, while mobile 

devices, which now also include tablet 

computers, are moving quickly, theft is a 

constant problem. 

"Stealing mobile devices from a store or 

warehouse is actually quite easy given the 

small size of the devices and the packaging 

they come in," says Deon Bayly, MD of 

Electronic Tracking Services. "And when 

you add the ease and profi t in reselling 

these devices on the black market, it's no 

wonder there is a steady fl ow of stolen 

goods out of stores and warehouses." 

To address these stock losses, Bayly 

says Mtrack's wireless tracking device is 

the answer. Mtrack devices are small and 

run off  their own battery power, making it 

easy to hide inside a pallet or even inside a 

package that looks exactly like the box your 

favourite mobile phone comes in. 

And since Mtrack uses the cellular 

network to track its devices, they can be 

found when hidden in a package and 

stored in the thieves' warehouse. In other 

words, it doesn't have the same limitations 

as satellite tracking. 

This means that when stock is stolen, the 

batch can be tracked wherever the criminals 

go. With an eff ective response team ready to 

react as soon as the alarm is raised, not only 

will the stock be recovered quickly, but there 

is a very good chance that the criminals will 

be apprehended as well. 

"Two recent cases in cellular stores prove 

the effi  cacy of Mtrack in protecting mobile 

stock," explains Bayly. "A well known chain 

of stores implemented Mtrack to protect 

its stock. Two armed robberies at two 

diff erent stores saw the businesses losing a 

substantial amount of stock. 

"Since Mtrack was installed, not only 

was the stock recovered, but arrests were 

also made. Hopefully the arrests will put a 

dent in the syndicate operations targeting 

cellular stores, but given the lucrative trade 

in stolen mobile devices, we can be sure 

they won't stay quiet for long." 

Of course, given the resources crime 

syndicates have, they will quickly learn to 

target stores without Mtrack installed. This 

will leave them with a clear escape plan 

and almost no way in which the products 

can be recovered, let alone the criminals 

arrested. 

"Another benefi t of Mtrack is its 

portability," adds Bayly. "Each tracking 

device can run for at least a year without 

changing the battery, which means 

businesses can transfer their Mtrack devices 

from one package to another, or one pallet 

to another with ease." 

Recovering stock, making arrests and 

causing criminals to think twice before 

they hit a cell phone store is important, but 

even more important must be the safety 

and security of the staff . A robbery is a 

hugely traumatic experience. 

"As long as cellular businesses remain 

easy targets, criminals will continue to 

pay attention to them and it is only a 

matter of time before someone panics and 

things turn violent," concludes Bayly. "By 

making the dealer network impenetrable, 

unpredictable and risky (and therefore 

unprofi table for criminals), we can force 

these criminals to turn their attention to 

easier targets."    

Any company, whether in the private 

or public sector is only as good as the 

weakest link in its supply chain. From large 

retail chains to government departments, 

meeting profi t and service delivery targets 

is hugely infl uenced by the supply chain’s 

performance, and how eff ectively and 

rapidly it can respond to unexpected 

change. As a result, supply chain 

professionals are becoming increasingly 

sought after resources. This poses the 

challenge of keeping the skills of these 

professionals current in an industry subject 

to continuous change. 

“Supply chain departments and their 

staff  are vital to the day-to-day operations 

of any organisation—and yet they also 

need to spend time on staying abreast 

of new technologies, standards and best 

practices from around the world,” says Liezl 

Smith, president of SAPICS. Companies 

however don’t always have the resources to 

pay for and allow time away from the offi  ce 

for supply chain professionals to attend 

numerous events in order to fulfi ll this 

requirement.

“The SAPICS annual conference off ers a 

way for these valuable professionals to hear 

leading international experts in the fi eld, 

benefi t from case studies and network with 

fellow professionals all within a two-and-a-

half-day timeframe.

SAPICS, , is a professional association 

dedicated to helping organisations 

and individuals improve operational 

performance through supply chain 

education, certifi cation and knowledge-

sharing. SAPICS is closely allied with key 

global supply chain organisations such 

as the Institute of Business Forecasting, 

APICS (The Association for Operations 

Management), , the Supply Chain Council 

and the Chartered Institute of Logistics 

and Transport South Africa and the South 

African Shippers Council.

“We tap into the enormous body of 

knowledge and expertise in our sister 

organisations to create an event that truly 

delivers value and on global best practices,” 

Smith says. 

SAPICS Director Terry O’Donoghue, 

explains that this year’s conference is 

page 7   
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Exploring the challenge of creating a sustainable brand 

structured around the theme Design 

for change: Supply chain solutions 

for a dynamic world. “The business 

environment itself is changing rapidly, as 

is the technology that it uses—with big 

implications for supply chains,” he says. 

“How does one build supply chains that 

embrace that change and create new 

sources of competitive advantage for our 

organisations?”

O’Donoghue says that this year’s 

conference will cover broad trends 

aff ecting the profession, like enterprise 

mobility, as well as industry-specifi c issues. 

There will also be a focus on peculiarly 

South African issues such as, for example, 

the impact of the AIDS pandemic on the 

logistics industry. “AIDS has decimated 

the most skilled cadre of drivers on whom 

the industry should be relying. In this 

case, the ability to get drivers trained 

and operational quickly is a competitive 

advantage.”

The SAPICS annual conference, Design 

for change, will take place on 2-4 June 2013 

at Sun City. Visit www.sapics.org to see the 

line up of speakers and events and 

register.    

Any successful retailer will tell you that 

building strong brand awareness is the 

best long - term marketing strategy. 

However, creating a sustainable brand 

in new and emerging markets presents 

a unique challenge for international 

retailers. If you would like to learn more 

about how to create a strong brand in 

emerging markets, then you need to be at 

Retail World Africa 2013! 

Retail World Africa 2013 brings together 

innovative game changers that have 

managed to build successful brands and 

secure their position at the forefront of 

the industry. Join us as Stand Vecera, Vice 

President for South and East Africa at 

Proctor and Gamble shares his knowledge 

and experience of branding in emerging 

markets. Go to www.terrapinn.com/

retailafrica for more information.

If you’re wondering how to overcome 

the challenge of making your brand 

appeal to the local consumer, then Procter 

and Gamble’s presentation on “Exploring 

the challenge of creating a sustainable 

brand in emerging markets ” at Retail 

World Africa 2013 will give you insight into 

how you too can get people talking about 

your brand.

The other retail experts include:

Unilever Africa 

Nestle Southern Africa 

Procter and Gamble South Africa 

Stuttafords South Africa

Zando South Africa 

Uchumi Kenya

Capacity Holdings, South Africa 

LuxLife, South Africa

Bid or Buy, South Africa

Mercedes Benz, South Africa

Swop and Shop, South Africa

PS: Book online now [https://

secure.terrapinn.com/V5/rCalc.

aspx?E=5465&p=1] or register for the free 

seminars and exhibition online www.

terrapinn.com/retailafrica. 

 For more information contact Bianca 

Allen at bianca.allen@terrapinn.com or call 

+27 (0) 11 516 4038.     

Call for Papers for Timber Talks at WoodEX for Africa 2013

Members of the timber industry are invited 

to submit topics and suggest speakers for 

the Timber Talks being held during WoodEX 

for Africa 2013. A fi rst at WoodEX for Africa 

this year, the Timber Talks are a number 

of short presentations which will take 

place within WoodEX for Africa, which will 

provide a dynamic and interactive learning 

experience for visitors and exhibitors at the 

expo.

WoodEX for Africa 2013, Africa’s leading 

timber trade exhibition, will be held at 

Gallagher Convention Centre from 21 to 23 

March 2013.

Stephan Jooste, Director of WoodEX 

for Africa, says they are looking for high 

quality speakers who will discuss the 

aesthetic, commercial and technical 

possibilities of timber. “Timber Talks will 

offer visitors the chance to stay up-to-

date with the latest developments in the 

industry, so if you have an innovative 

product or make use of new cutting edge 

methods we would like to hear from you. 

The Timber Talk programme will consist of 

20 minute slots for presentations and, from 

the list of suggestions received; we will 

select a range of topics and speakers who 

will be invited to share the Timber Talks 

platform.”

Those interested in participating in 

this opportunity should submit a brief 

description of the topic and suggested 

speaker by e-mail to info@woodexforafrica.

com before 28 February 2013.

The WoodEX for Africa exhibition will 

feature exhibitors showcasing innovative 

timber and woodworking products and 

services such as woodworking machinery, 

decking, fl ooring, structured timber, timber 

treating, saw milling and logging, pulp and 

paper manufacturing and wood material 

and veneer production. 

For more information about WoodEX for 

Africa 2013, including exhibition packages 

and sponsorship opportunities, visit the 

WoodEX website at 

www.woodexforafrica.com. 
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The 2012 African Mobile Factbook 

(Blycroft Publishing) revealed a few 

interesting revelations. We know that 

commerce in Africa is steadily becoming 

dependant on mobile. Some analysts are 

even predicting that Africa will become 

the world’s first post-PC region of the 

world, with countries such as Botswana, 

Gabon and South Africa having a mobile 

penetration of more than 100%. And 

with mobile being such a pervasive, 

sophisticated, and personal device, 

comes new and exciting opportunities. 

Kenya is already known for having 

one of the most successful mobile 

money transfer stories in the world, as 

mobile transactions have become firmly 

entrenched in their cultures. By 2010, 

50% of Kenya’s population were making 

use of mobile payments. Even traditional 

herdsmen are paying for cows with their 

phones and chatting away on social 

media. South Africans like other African 

people are also extremely dependant on 

their mobile phone, as landlines were 

skipped by a large portion of the market, 

unlike the first world countries we know 

of where landlines are not only pervasive 

but also extremely cost effective in 

comparison. The difference between 

South Africa and Kenya however, is that 

mixed into the rural elements of South 

Africa is an advanced retail and formal 

sector, that have systems in place similar 

to that of our first world counterparts. It 

is in this blend of two contrasting market 

sectors that lies the obstacle, as well as 

the opportunities. 

Take M-Pesa for instance. This mobile-

phone based money transfer enjoyed 

huge success in Kenya and Tanzania, 

and has proven that it is the most 

popular mobile payment system in 

the developing world. When they first 

launched in South Africa in 2010, they 

expected huge results yet, the service 

struggled to get off the ground. Despite 

projections that the service would sign 

10 million users up within its first year, 

they only managed to register under 

200,000. 

This does not reflect any faults on 

M-Pesa’s part – it remains an excellent 

service – but rather, the subtle 

Retail driving mobile transactions

differences between the Kenyan and 

South African markets. Kenya mostly 

makes use of mom-and-pop shops, with 

no point of sale infrastructure, whereas 

South Africa has a sophisticated retail 

industry with systems to compliment 

this (not to mention more stringent local 

regulations). 

Retail will be the big driver (and 

enabler) of mobile transactions in South 

Africa, with many large organisations 

already rolling out various transactions 

and services across the board. The key 

for every market is starting the customer 

on a journey by keeping the services 

simple, ensuring the services are focused 

on answering a need, and adding value 

to the end customer. It is within this 

simplicity and mastering the basics, that 

the market thrives. 

Here is why in SA mobile transacting 

it’s fast-becoming popular:

•  The consumer saving drive: With 

information and technology being at 

consumers finger tips, it has driven 

two key changes to consumers. Firstly, 

individuals may be more price aware 

and product aware, and can get 

information on anything at anytime, 

and secondly everything happens faster, 

driving individuals requirement for 

instant gratification. This has therefore 

lead customers to look for value for 

money which includes information 

and price. Coupons are nowhere near 

as popular in South Africa as they are 

anywhere else in the world...or so we’ve 

thought. The truth is that coupons 

have traditionally been expensive for 

brands to roll out. It involves graphic 

design, printing, dye-cutting, delivery, 

collection, redemption...all of which 

reduces the size of the actual discount 

provided. Not only that but there is 

no control on the redemption amount 

or trackability of the campaigns. 

Consumers aren’t too pleased with 

the arrangement either – no one likes 

carrying around little scraps of papers in 

their wallets, and having to redeem one 

coupon at a time. These coupons have 

been limited in its ability to be relevant 

or targeted, and people have become 

frustrated with clutter in their post box 

or email in-box.

Now, with retail applications such as 

the Checkers Eezi Coupon app, users 

can access information and dozens of 

mobile coupons while redeeming these 

discounts effortlessly at the point of 

sale. This solution not only provides 

information, but also drives saving 

straight to the consumers’ pockets, 

while allowing brands to drive spend 

of their products in a targeted manner, 

ensuring they only pay the discount 

when someone has interacted with 

the campaign. This specific application 

ranked number one in the i-Phone app 

store in the first week of launching, 

indicating that consumers were more 

than eager to try it out. As an added 

bonus, the discounts offered can 

be significantly larger, because the 

campaigns are so cost effective to roll 

out.

•  Access to a wider customer base: 

South Africa has more than 13 million 

“economically active” citizens that do 

not have a bank account, but a mobile 

phone penetration well-over 100%. This 

means that mobile transacting will open 

up a whole new interactive customer 

base to retailers and mobile payment 

companies alike. 

•  Closing the marketing loop: A recent 

study showed that more than 70% 

of CEOs feel that marketers have 

lost credibility, because they fail to 

demonstrate the ROI of their advertising 

campaigns. Mobile transacting 

means that they can fully close the 

marketing loop with their campaigns 

and promotions. For example, an ad 

campaign run during the World Cup 

can offer a R5 discount or reward on 

the purchase of a specific canned 

drink to viewers. This campaign can be 

across all channels including, TV, radio, 

and print, or targeted to interactive 

facebook fans, or users searching on 

google for local relevant information. 
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Lewis reports 

higher December 

quarter revenues

Tesco uses BT cloud contact technology to bring it closer to customers 

Trading conditions for the quarter ended 

31 December 2012 proved challenging 

following the labour instability in the 

mining and transport sectors which 

impacted on both sales and collections.  

The group's revenue for the quarter 

ended 31 December 2012 increased by 

5.6% with merchandise sales increasing 

by 2.7%. Revenue for the nine months 

ended 31 December 2012 grew by 6.2% 

and merchandise sales for the nine month 

period increased by 4.8%. Debtor costs 

for the nine months to December 2012  

increased by 5.4% (R23 million) on the 

corresponding period.   

Tesco, one of the world's largest retailers, 

is using BT’s Cloud Contact solution to 

give its UK customers an enhanced, more 

flexible and more responsive contact 

centre service. 

The services, which BT started to 

provide under a three-year agreement 

signed in June last year, sees BT Cloud 

Contact serve Tesco’s main contact 

centre operations in Dundee and Cardiff, 

which employ more than 1,800 customer 

service staff and handle more than 

90 million minutes of calls each year, 

including Club card and online shopping 

enquiries. 

BT Cloud Contact enables calls to 

be directed efficiently and to the most 

appropriate agent with the skills to 

assist the caller.  It can be quickly scaled 

up and down to meet the peaks and 

troughs of retail trading, meaning that 

Tesco will only ever pay for the resources 

it needs at any given time.

Mike McNamara, CIO of Tesco, 

said: “Customer service is central to 

everything we do. We want to make 

shopping at Tesco simpler and more 

convenient for our customers, so BT’s 

great new cloud solution will help us to 

do that. 

“By connecting our contact centre 

colleagues with our customers, we can 

give them the support and advice they 

need, in the way they want, when they 

want it. We believe that’s key to great 

customer service.”  

Emer Timmons, President of BT Global 

Services UK, said: “We’re delighted 

that our solution is playing a part in 

helping Tesco deliver a world-class retail 

experience to its customers. 

“Our solution gives Tesco flexibility 

particularly during peak periods when 

demand on their contact centres can 

double compared with other times of 

year. 

Tesco needed a solution that 

could handle these seasonal spikes 

and BT Cloud Contact gives it all the 

functionality and scale it needs.”

The new solution will also enable 

Tesco to virtualise its contact centre 

services, providing more than 200 home 

workers with an effective contact centre 

environment at their desk in their own 

flat or house.    

The addition of mobile coupons allows 

digital coupons to be instantly delivered 

to the user, on interaction, and the 

marketers will be able to log in to a 

web portal to see how many people 

interacted with the advertisements, and 

how many actually went and bought 

the specific product in-store that was 

being promoted. New campaigns 

can be created within minutes, and 

monitored in real time, which will 

reduce the spend on marketing that 

is ineffective. The use cases for brands 

are numerous including, driving spend, 

driving customer feedback and insights, 

launching new product ranges, new line 

listings, testing the price sensitivity of 

their categories / products, getting rid 

of stock that’s not moving, rewarding 

loyal customers, and driving promotion 

lines. 

•  A platform approach: Best of all, retailers 

now have access to all the mobile 

applications and services that are more 

readily becoming available all through 

one mobile transaction platform. There 

are hundreds of applications and 

transaction options being developed 

every single day. But many of these 

great ideas are never realised due to 

retailers being hesitant to implement 

them by backing one opportunity. They 

require training, time, investment and 

complex integration with their existing 

point of sale systems – and even then, 

they are restricted because they can’t 

add other transactional services from 

different companies to that system 

once implemented. Using a platform 

approach ensures, that the problem is 

solved, and any mobile transaction type, 

by any company, can be used in any 

store, using any device. 

2012 was the start of this mobile move 

with Shoprite and Checkers enabling 

their customers to get instant shopping 

discounts on their cell phones with 

EeziCoupons, an app that has effectively 

replaced outdated paper coupons. 

Consumers simply need to view coupons 

on their cellphones, purchase those 

products in store and enter their one 

unique wiCode at the till’s pin pad in the 

store. Pick n Pay and MTN introduced 

Mobile Money, allowing their clientele 

to send and receive money through any 

active cellphone number in South Africa, 

pay for goods and services, and deposit 

and withdraw cash at participating 

outlets.  2012 also sawsone of SA’s 

leading hospitality brands, including 

one of the largest of these being KFC, 

integrate their tills to enable digital 

discount and reward campaigns. 

These are just the first signs that a 

mobile retail revolution is well and truly 

under way – and we all stand to 

benefit.  

page 8 
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Electrolux recognized in three prestigious sustainability rankings

Electrolux has this year been included in 

the Global 100 ranking of the world’s most 

sustainable companies, returning to the list 

for the fi rst time since 2005. The company 

was also for the second year running named 

Sector Leader in the RobecoSAM 2013 global 

sustainability rating, and ranked as one of the 

world’s leading consumer goods companies 

in terms of addressing climate change.

The Global 100 list of the most 

sustainable companies in the world was 

presented on January 23 at the World 

Economic Forum annual meeting in 

Davos, Switzerland. The ranking has been 

published by the Canadian research fi rm 

Corporate Knights since 2005. It is based on 

12 key indicators, including energy use and 

gender diversity in the management team. 

Read more on: www.global100.org.

The RobecoSAM Sustainability Yearbook 

is an annual assessment of how companies 

cope with sustainability trends and 

challenges that are likely to have an impact 

on shareholder value creation. Electrolux 

received a Gold Class label as the leader 

of the durable household products sector. 

Key diff erentiating factors in this sector, 

according to RobecoSAM, are innovation, 

quality and branding. Leading companies 

have also actively managed safety and 

environmental issues throughout the 

product life cycle. Read more on: www.

robecosam.com.

In December of 2012, a ranking from 

the non-profi t organization Climate 

Counts named Electrolux as one of 

the world’s leading consumer goods 

companies in terms of addressing climate 

change. Electrolux shared the third best 

score among 145 consumer brands. The 

companies were assessed on a 100-point 

scale based on 22 criteria. These criteria 

measured eff orts to assess the companies’ 

climate footprint, reduce greenhouse gas 

emissions, support progress on climate 

legislation, and communicate their eff orts 

clearly and comprehensively to 

consumers.   

Unilever South Africa today announced 

its latest investment in the construction 

of a new home care plant worth R800+ 

million. In addition to this new factory, 

over R200 million will be invested in 

upgrading and expanding existing 

plants. 

The new factory will produce popular 

brands like Omo, Skip, Handy Andy, 

Domestos, Comfort and Sunlight 

amongst others. The factory will be 

built in Anderbolt, Boksburg, adjacent 

to Unilever ’s main distribution centre 

in South Africa. Construction on the 

new site will commence shortly and 

will incorporate Unilever ’s latest 

manufacturing technologies. The first 

production is expected off the lines 

in 2014. This investment forms part of 

Unilever ’s Sustainable living plan, which 

aims to double the size of its business 

whilst reducing its overall environmental 

footprint. 

Mr Marijn van Tiggelen, Unilever SA 

Chairman commented on the project: 

“This factory forms part of a multi-

year, multi billion investment plan by 

Unilever SA to cater for our growth. It 

will enable us to better serve South 

African consumers with innovation and 

green technology, as well as improve 

service levels to our retail customers. 

The R800 million project is one of 

Unilever ’s largest investments globally 

and underscores our commitment to the 

long term future of South Africa and the 

continent as a whole.” 

Pier Luigi Sigismondi, Chief Supply 

Chain Officer Unilever, said: “We have 

a long history in South Africa and we 

have a strong commitment to its future, 

its growth and economic development. 

This new factory is another example of 

Unilever ’s vision in action - to double 

the size of our business whilst reducing 

the environmental impact. Not only 

will it enable us to grow our presence 

in the region, but it also highlights our 

determination to sustainability as it will 

use the latest technology and insights 

to create a low energy, environmentally 

efficient factory with zero waste to 

landfill.”

About Unilever South Africa

Unilever South Africa (Pty Ltd) is one of 

the largest FMCG companies in South 

Africa. The Company is over 100 years 

old, with brands like Sunlight, OMO, Lux, 

Knorr, Vaseline, Shield, Sunsilk, Flora etc 

that are household names throughout 

the country. Unilever South Africa has 

over 3000 employees based across two 

offices and five manufacturing locations 

in South Africa. It is rated as one of 

South Africa’s best employers. For more 

information visit – www.unilever.co.za

Unilever Sustainable Living Plan 

In November 2010 the Unilever 

Sustainable Living Plan was launched. 

Unilever publicly committed to a 

ten year journey towards sustainable 

growth, with around 60 specific targets 

embedding this new thinking into our 

business. What makes the Unilever 

Sustainable Living Plan different is 

that it applies right across the value 

chain. Unilever is taking responsibility 

not just for its own direct operations 

but for their suppliers, distributors and 

– crucially – for how consumers use 

brands like Dove, Knorr, Lipton, Lifebuoy 

and Pureit.

The plans sets out that by 2020 

Unilever will:

•  help more than one billion people 

improve their health and well-being; 

•  halve the environmental footprint of 

the making and use of our products; 

•  source 100% of our agricultural raw 

materials sustainably.  

Unilever’s billion rand investment in SA
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Retention of current customers crucial for local retailers

South African retailers with an established 

customer base must ensure that they 

remain  relevant to their customers. By 

analysing their  internal data, local retailers 

are able to tailor specifi c off erings to 

customers and compete eff ectively with 

competition.

Colin Hundermark, director at Step 

Strategic Venturing, a  professional services 

company, notes that on the back of 

the recent recession, and the on-going 

EuroZone crisis, international retailers 

are looking to new markets for increased 

growth and profi ts.

Hundermark says, “This poses a threat to 

local retailers. Developing innovative ways 

of serving their current customer base and 

client relationship management are crucial 

tools in maintaining market share at a time 

like this.  Many South African retailers have 

a mine of important information hidden in 

their customer data, the analysis of which 

could enable them to optimise business 

strategies in order to meet their customers’ 

needs.”

“The fact is that even though most 

businesses are already aware that they have 

reams of information on their customers in 

their database, they often need assistance 

in extracting what is valuable from what 

is not. It is these known unknowns that 

represent one of the most valuable 

customer retention tools available to South 

African retailers.”

However, according to Hundermark, few 

retailers have put adequate measures in 

place to analyse this data eff ectively and 

instead rely too heavily on external market 

intelligence.

Hundermark notes that while some 

companies recognise the value of 

harnessing this data, a common mistake 

is to treat the analysis as another IT 

project rather than as a strategic business 

imperative, thus causing the captured data 

to miss the underlying business objective.

“There is a growing trend among 

international retailers to examine their own 

customer data to focus on, and adapt their 

business strategy. Locally, however, our 

sense is that few retailers are suffi  ciently 

leveraging internal data, with the result 

that they are potentially basing material 

business decisions on information that may 

be out of date, or worse, irrelevant to their 

needs,” says Hundermark.

Therefore, it is crucial that retailers work 

out what information is useful and what 

can be fi ltered out, to ensure that they do 

not waste scarce resources analysing data 

that has little benefi t for their business. 

“There are three key factors that 

businesses need to consider to ensure they 

receive the optimum benefi t from such 

information. First, they need to identify 

what data should be recorded; second, 

they need to extract this information in a 

manner that can best be utilised; third and 

most important, they need to analyse and 

interpret that data in order to improve their 

business strategy.”

Hundermark says there are a number 

of ways the information can be used. 

“Retailers are in an ideal position to utilise 

the data collected on their customers 

in order to analyse spending patterns, 

enabling them to make more accurate 

predictions on buying behaviour thus  

improving stock levels and eliminating 

wastage.” 

“They can also analyse behaviour 

patterns in order to cross-sell products and 

services to customers, or even optimise 

their strategies by assessing the propensity 

for certain customers or demographics 

to purchase specifi c products at points in 

time. It can also be used to create targeted 

product marketing campaigns, such as 

targeted electronic communications that 

have been tailored to each customer with 

information or services based on their 

specifi c preferences.”

He says these techniques have been 

employed to great eff ect internationally, 

with retailers in particular, using customer 

data to introduce bespoke or ‘mass-

customised’ loyalty programmes that off er 

discounts to customers based on their own 

buying patterns.

One must be aware that even for 

those that correctly analyse the data, 

there is a risk that the company uses 

the information on a far too frequent 

basis; inundating the customer with 

information that even when targeted, can 

result in alienating them. “It is important 

for retailers to formulate a clear strategy 

that takes into account the right level of 

contact with customers to ensure that the 

collected data is used effectively – this is 

the ‘art’ that goes with the ‘science’ of data 

analytics.”

“Understanding how company data can 

be utilised to help drive business objectives 

through the development of optimal 

strategies that attract and retain customers, 

drive revenue and reduce costs, is crucial 

for any business that wants to stay a step 

ahead of their competitors,” concludes 

Hundermark.   

retailers must extract value 

from customer data base

Amaps announce change to company secretary

Shareholders of the company are advised 

that, Mr Des Oliver, Executive

Director, has elected early retirement, 

effective 31 December 2013. This

will allow a smooth handover of all his 

functions and responsibilities.

Furthermore, shareholders are notified 

that Marion Kearns has resigned as

company secretary of Amaps with 

effect from 1 March 2013 to take up the

position of General Manager, 

Housewares, within the Marketing 

Department.

Gareth Warburton CA (SA), who joined 

the company in January 2013 as Group

Accountant, has been appointed as 

company secretary of Amaps, with effect

from 1 March 2013.   

Newsline

11Home Goods Retailer – February 2013 - March 2013



Investments in heating and cooking appliances out of fl avour

The last quarter of 2012 saw high single digit growth in the 

major domestic appliance sector. Fourth quarter revenue 

figures were recorded at just over ZAR 2.8 billion, about 250 

million over the same period last year.  

However, in terms of the overall Technical Consumer Goods 

(TCG) market, major domestic appliances were the poorest 

performers of Q4 2012 when compared to Q4 2011.  This is 

despite heavy discounting and other promotional strategies 

adopted by retailers during the peak season. Other sectors, 

including consumer electronics, small domestic appliances, 

and information technology enjoyed double-digit growth.  

Within the MDA category, domestic heating and cooking 

appliances faired quite poorly. Cookers and ovens 

recorded the lowest revenue growth. Microwave 

ovens – the smallest and perhaps most suitable for 

the gifting season – also registered low growth, for 

reasons to be discussed later. Although Q4 proved 

better for MDA than previous quarters, in many 

ways it was a reflection of the lack-luster year for 

the sector – steady, but relatively quiet.   

Cooking / Hobs & Hoods

Excluding seasonal Q4 peaks, the sales of 

cookers and ovens, has been relatively steady over 

an 18 month period.  In volume terms, the market 

is relatively evenly spread over a price range up to 

ZAR 4000, although products within the ZAR 2000-

2499 are the most popular.  The freestanding oven 

continues to dominate, consistently occupying 

around 70% share of sales.  

Although hobs and hoods are smaller-ticket 

items compared to cookers / ovens, consumers 

appear more likely to invest in a (more expensive) 

oven than an equivalently priced hob or hood.  

This is evident in the way that both hob and hood 

sales volumes are dominated by lower-priced 

product ranges.  It is perhaps for this reason that 

furniture retailers have opted to remain focused 

on the sales of ovens, rather than other heating 

and cooking appliances.

Despite the threat of escalating electricity 

prices, the South African market has not 

demonstrated much interest in gas cooking 

units.  Certainly, there is a greater range of 

electrical products, as we as  inherent difficulties 

in accessing gas supplies.  However, it will be 

interesting to see if the electric / gas mix changes 

substantially in 2013-2015 when 16% annual price 

increases are forecast.     

Microwaves

Year on year, the sale of microwave ovens 

deteriorated by 6% in volume terms, although 

there was some growth in sales value.  This 

unusual scenario was brought about by a 

rise in sales throughout 2011, when the import excise was 

dropped, lowering unit prices.  In a product category where 

technological change is comparatively slow, rapid upgrading is 

unnecessary. As a result, 2012 microwave sales suffered.

When comparing 2012 and 2011 Year on Year, the only 

Microwave Oven segment to register growth in both unit and 

volume terms was the Microwave + Grill combination unit.  In 

2012, 176 000 units were sold – 27% more than the previous 

year.  The most popular units were priced between ZAR 1000-

1500 and sold well across all channels – furniture specialists in 

particular.

Purchasing trends within microwave ovens have been 
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relatively static over the past 12 months. Mass merchants 

dominate the market – both in terms of sales volumes and 

values. On average, just under half of the South African 

market’s volumes are generated by products sales valued 

at ZAR800 or below, and they account for just over half the 

market by value.  The next most popular price class is between 

ZAR1000-1500, as reflected in the microwave grill unit sales. 

Microwave-only units remain the most popular, accounting 

for approximately 70% of total sales. At 3% share by volume, 

combination microwave + convection ovens are sold 

predominantly through electrical specialist outlets and 

dominate the ZAR2500-3500 price class.  The majority of units 

sold at in this price class have a power output of 900 Watt 

or greater. The capacity (volume) of the combination oven is 

clearly an important consideration in the purchase of these 

conventional oven substitutes – the largest capacity class 

(>30litres) dominates the market by over 95%.

Much of the sales of Major Domestic Appliances have been 

fueled by finance.  Given the low rate of technological change 

in the category, it is likely that the sales of heating and cooking 

appliances will remain subdued throughout 2013. Upgrades 

will be considered unnecessary and consumers will be fast 

reaching the upper limits of their lines of credit – forcing them 

to be very selective about new purchases.   

Newsline



Ellies interim results October 2012

Woodex lures furniture manufacturers

Revenue increased to R1.1 billion (R721.2 

million). EBITDA surged to R198.2 million 

(R105.5 million). Net attributable profi t more 

than doubled to R129.7 million (R64 million). 

In addition, headline earnings on a per share 

basis also more than doubled to 42.46cps 

(20.98cps). 

Outlook

The group's diversifi cation into new product 

development and ventures, together with 

its alignments with leading technology 

partners, assists in building on its existing 

skills, infrastructure and customer base. The 

consumer goods and services  division The 

DTT migration rollout through Southern 

Africa is imminent, subject to the Department 

of Communication fi nalising its legal issues. 

Ellies, together with the group's strong 

strategic partners and alliances, is well-

positioned to participate in and benefi t 

from this rollout. DTT aerials and dishes are 

currently being exported to other African 

countries with new production machinery 

being installed to increase local production 

and employment. With the continued 

weakening of the Rand, greater export 

penetration into Africa is expected to 

continue. With the growth of local production, 

trade within the SADAC region is also 

expected to improve. The group's initiatives 

in energy conservation and its introduction 

of new and innovative renewable energy 

products has resulted in awards having been 

won over the past period in recognition of 

these achievements. This has assured a steady 

growth in market share. The "Green shop 

within a shop" concept and expansion in 

the lighting sector, with additional products 

being added, will continue to contribute 

meaningfully to the consumer segment. 

Ellies continues its working relationship with 

Eskom, together with many of Eskom's other 

service providers in the lighting and energy-

saving environment.

Infrastructure division

The Infrastructure division's growth is 

expected to continue.  Within its power 

products sector, Megatron has been 

appointed as the preferred equipment 

supplier for several solar and wind projects 

within the South African Independent Power 

Producer's ("IPP") programme. This is expected 

to have a signifi cant eff ect on revenues for this 

division in the future. In addition, the product 

line of Miniature sub-Stations achieved SABS 

certifi cation during the period. 

Within its telecommunications sector, 

the "proof-of-concept" testing for the Diesel 

Generator Optimisation ("DGO")  product 

is ongoing at several sites across Africa and 

the Middle East. All tests completed to date 

have performed in line with expectations 

and several contracts have been won. This is 

expected to be a substantial area of growth 

in the future.  Within its Infrastructure projects 

sector, Megatron has won a number of 

tenders in its traditional markets from both 

existing and new customers, while expanding 

into additional geographical areas. Megatron 

is currently expanding its off ering in this space 

to include water-related infrastructure. Three 

contracts have been awarded in this fi eld, 

one in South Africa and two outside of the 

country.  The existing order book, including 

tenders won, as relates to both new diversifi ed 

and traditional sectors, remains solid. Export 

into Africa remains a large portion of the 

Infrastructure division's revenue. 

Strategic investments 

Ellies management continues to adopt a 

conservative approach towards SkyeVine, 

while cautiously optimistic of demand growth 

in this sector, as additional service providers 

enter this space. 

The group is always engaged with exciting 

prospects for organic growth, new ventures 

and product opportunities. In addition, the 

appreciation in Ellies share price, better 

positions it to consider strategic 

acquisitions.  

Final preparations are underway for 

WoodEX for Africa, which will be held at 

Gallagher Convention Centre in Midrand, 

South Africa, from 21 – 23 March 2013. 

With local and international exhibitors 

and visitors in attendance this event will 

definitely be a highlight on the timber 

trade agenda for the year. 

Stephan Jooste, Director of 

WoodEX, says the event’s visitor 

promotional campaign is rolling out 

with advertisements and articles in a 

variety of industry publications. These 

advertisements will soon be followed 

by a radio campaign, street posters and 

newspaper advertisements. “We are very 

grateful for the support from our project 

sponsors, the industry associations, 

our media partners and our exhibitors. 

WoodEX is the ideal platform for wood 

and woodworking professionals to be on 

the frontier of the timber industry and 

to network, and we look forward to an 

excellent event this year.”

Highlights at WoodEX for Africa 

2013 include Timber Talks, a number 

of short seminars which will provide 

a dynamic and interactive learning 

experience to visitors at the event; 

Timber Games – a thrilling competition 

during which South Africa’s most skilled 

chainsaw operators and wood carvers 

will showcase their skill in speed cutting 

and carving competitions, as well as 

demonstrations by celebrated DIY 

guru and television personality Riaan 

Garforth-Venter, better known as ‘Die 

Nutsman’. 

With WoodEX fast approaching, most 

of the exhibition space has already been 

booked and exhibitors interested in still 

securing a stand should do so urgently.

The WoodEX for Africa exhibition will 

feature exhibitors showcasing innovative 

timber and woodworking products 

and services such as woodworking 

machinery, decking, flooring, structured 

timber, timber treating, saw milling and 

logging, pulp and paper manufacturing 

and wood material and veneer 

production.   
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Hirsch’s – looking forward to another successful year!

Despite the recession, the Hirsch 

group has seen a period of steady 

growth over the years.  Commented  

Hirsch’s   Managing  Director, Richard 

Hirsch   “2012, in particular, was a year of  

amazing growth –  higher than previous 

years. Hirsch’s as a group is flying and 

we attribute this to our dedication to 

ensure that we have happy and satisfied 

customers who return often. This is 

only achieved by hard work and truly 

outstanding service. So a very big thanks 

to our staff for your dedication over the 

years, and to our customers -  thank  you, 

as  consumers,  for choosing Hirsch’s and 

for coming back and shopping with us 

whenever you required something. Thank 

you for your patronage and for giving us 

a wonderful 2012 - we are very excited  

about 2013! 

Hirsch continued; “ I would just like 

to go over a few highlights from 2012. 

Our first branch in Cape Town, Milnerton 

opened. This is great because it extends 

our national footprint. We now have 

the Hirsch’s group in all 3 major areas – 

Gauteng, KZN and Cape Town. This has 

increased our opportunity window in the 

online marketing sector as well. “

Apart from our Milnerton store in 

Cape Town opening, we also opened 2 

concept stores there – Bedroom Boutique 

and The lighthouse. 

Our Hirsch’s stores do cater for 

the bedroom and linen, however we 

have decided to branch out and give 

customers very specific service related 

to the products they will be purchasing. 

The Lighthouse store provides customers 

with lamps and lighting and it works 

hand in hand with the house and 

appliance theme. 

We also opened our Boksburg store in 

Gauteng and it has been a huge success. 

The team is very energetic and has 

worked extremely hard to get the branch 

up to  Hirsch standards. “Also In 2012 we 

redeveloped our Hirsch’s website which 

is e-commerce and  includes various 

features.  For instance, customers can 

create accounts and check up on orders 

they have placed.  

The online experience has seen growth 

of 100 percent year on year which is very 

exciting. “2012 was also a big year for 

Margaret and Allan.  They celebrated their 

40th wedding anniversary and shared it 

with our customers with a 40 percent  on 

sales. I can tell you it caused  quite a 

stir!

“In August, Margaret received the  

BWSA Business Woman of the Year 

award (Entrepreneur).  This was a huge 

achievement for her – and for the 

Hirsch group in general. We applaud 

her persistence and determination 

in becoming this independent and 

successful woman.

Your Choice Awards , a survey run 

by the Daily News, voted the Hirsch’s 

group number one in 3 categories – 

Appliance Store, Home Electronics and 

Air-Conditioning supplier.  CEO of the 

group Allan Hirsch commented: “It is very 

humbling to have received this accolade 

from the public and I am absolutely 

amazed and blown away. 

However, I know this couldn’t have 

happened without our incredible staff 

and the passion that we all have for 

our customers. I believe our mission 

statement of having happy customers 

who return often because a superior 

service is provided - is a deal breaker.  

“Being a family store, we try to make 

people feel welcome  and we really 

appreciate them spending their hard 

earned money with us. We are most 

grateful for the support..”  

“The implementation of E-Training 

(training of staff online) to ensure all 

staff are updated on all aspects of our 

business was also introduced in 2012.  

We also introduced Hirsch’s to TV  on 

the Expresso Morning Show and then 

in December we did our 12 Days of 

Christmas Advert on Comedy Central. Our 

stores did extremely well and our growth 

rate increased by 13 per cent over the 

month of December”.   

Shoprite interim results December 2012

Sale of merchandise grew 13.81% to 

R46.7 billion (R41.1 billion) whilst gross 

profit increased by 17.06% to R9.6 billion 

(R8.2 billion). Operating profit was 13.21% 

higher at R2.5 billion (R2.2 billion). Profit 

attributable to owners of the parent rose 

19.58% to R1.7 billion (R1.4 billion).

Furthermore, headline earnings per 

share were greater at 315.9 cents per 

share (280.8 cents per share). 

Dividend

The board has declared an interim 

dividend of 123 cents (2012: 109 cents) 

per share. 

Group prospects and outlook

The economic conditions which defined 

the trading environment in South Africa 

in the first six months are expected 

to persist for at least the rest of the 

financial year as there are no indications 

that the cost pressures on consumers 

will ease in the short term. However, 

the board is confident that with 

the group's aggressive expansion 

programme, supported by the 

increasing benefits flowing from its 

sophisticated supply line, it will be able 

to maintain its present growth and 

profitability. Outside South 

Africa the group's operations are 

expected to maintain its upward curve 

as new stores come on stream and 

consumers flock in increasing numbers 

to its stores.  

Hirsch’s voted tops in Daily 

News survey

Retail News
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Tafelberg supplier awards evening brilliant success

Service Awards – Corné Heil

a)  Defy Appliances (PTY) LTD – After sales 

service excellence (major appliances)

b)  Alpine Lounge – After sales service 

excellence – Furniture

c)  Sealy – After sales service excellence - 

Bedding

d)  BSH Home appliances (PTY) LTD – Siemens 

– Constantly performing at a high level 

after sales service (major appliances)

Small appliances - Natalie Gilliomee

a)  Lee Hookham (Legend house wares) – 

Support and enthusiasm

b)  Kenwood Home Appliances – Consistent 

growth and support

c)  Minette Steinman (Fantech sales) – Extra 

eff ort and dedication

d)  Creative House wares – Supplier of the 

year

e)  Nu–World – Always maintaining a high 

standard and continued loyal support

f ) Debbie Khan (Berzack) – Continued loyal 

support 

g)  Ronnie Reynolds Electrolux  SA (PTY) LTD – 

Representative of the year

h)  Diana Worling of Miele – Continued loyal 

support

Bedding and Furniture – Riaan 

Lambrecht

a)  Lee Ginberg – Extra eff ort and dedication 

b)  Angelique Du Silva of Genessi – Extra 

ordinary service an dedication

c) Truform – extra eff ort and dedication

d)  Simons – Service excellence and superior 

after sales service

e)  Alpine Lounge – Furniture supplier of the 

year

f )  Grafton Everest – Highest growth in 

furniture sales

g)  Sealy – Highest turnover contriburter to 

Tafelberg bedding turnover

h)  Outdoor lifestyle – Unequalled enthusiasm 

and loyal support

i)  Weber – Outdoor supplier of the 

year

j)  Monique Hartman of Werner Hartman – 

Extra eff ort

k)  Mark Van Der Walt – The master of 

information

l)  Kobus Snyman of Railtique – Always 

maintaining a high level

m)  Les Molyneux of support a paedic 

– 10 years of dedicated service and 

commitment to Tafelberg

n)  Jenny Wagner of Alpine Lounge – 

Furniture representative of the year

o)  Michael Borcherds of Restonic – 

Outstanding and invaluable service

p) Serta – sustained growth

q)  Mark Bittison of Cloud 9 – Bedding 

representative of the year

r)  Susan Brits of Heldeberg international 

importers (PTY) LTD - Extra eff ort and 

dedication

s)  Farida Sterris of Grafton Everest – Extra 

eff ort and dedication

t)  Cloud 9 – Extra eff ort and outstanding 

growth and superior after sales service

u)  Rest Assured – Highest growth in bedding 

sales

Large Appliances – Gerry Theron & Geoff  

Coetzer

a)  Defy Appliances (PTY) LTD – Supplier with 

the highest sales growth

b)  Electrolux SA – Consistent growth and 

support

c)  Defy Appliances (PTY) LTD major 

appliances – Supplier of the year

d)  Ashton Gardener of LG Electronics SA (PTY) 

LTD major appliances – valued support 

DEFY Supplier of the Year (Major Appliances) – 
From left: Jason Crowther, Bernadette Latimer, 
Koot Barnard, Gerry Theron (Tafelberg 
Appliance buyer) & Mel Katz

Friends of Tafelberg from left: Maurizio Grossi, 
Dave Colyn, Hartwig Heil (Tafelberg CEO), 
John Loydell & Desmond Roos

SAMSUNG SA – Leaders in Innovation & Sales 
promotion – Leon Kellett ( Tafelberg AV buyer) 
with Chris Neethling on the right.

Tafelberg Furnishers  - the biggest Independent dealer in the Western Cape –held their 5th 

Supplier Gala evening on Tuesday the 4th of December 2012 at the beautiful Zevenwacht 

Wine estate – Alfresco venue, during which suppliers were rewarded for good service delivery 

in various categories. It has in fact become such an important date on the Furniture & 

Appliance retail calendar that some suppliers enquire at the beginning of every year as to 

when the next event will take place in December. Many suppliers have their head office based 

in Johannesburg and senior management specially fly down to attend the gala evening. 

This year we had Steve Hofmeyr providing the entertainment and even our English speaking 

guests thoroughly enjoyed it. Mr Heil made an address and thanked all the suppliers for their 

continued support and commitment and Tommy Dell was the MC.
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Trends from Las Vegas – Hirsch reports

CEO of Hirsch’s, Allan Hirsch, recently 

attended the world biggest electronics show 

in Las Vegas.  This is his feedback:

When I think back on the 2012 show, 

they promised us OLED, 4 K TV and 84” TV’s.  

These were slow in coming forward and we 

only saw a couple of 84’’ coming through 

at the end of last year.  This year’s show was 

all about perfecting and correcting the 

products we saw in the previous year.   By 

mid-year, we are defi nitely are going to be 

seeing OLED TV’s in South Africa  - from 

Samsung and probably LG.  Sony will be 

coming in a year later.  

The emphasis this year was on sharing 

and connecting, from cellphones or tablets 

to security in the home.  This was the big 

driving force and the way that technology is 

going.  

Amongst the exciting new products on 

show was the Samsung 110cm TV.  It really 

is massive – perfect for a conference centre. 

For perfect clarity of sound, it cleverly comes 

with speakers that have been put into the 

stand.    Samsung also had a prototype of a 

slightly curved TV on the OLED range, which 

created a lot of interest.   

Something else of great interest was the 

multi view TV where 2 people can sit in the 

same room on the same couch and watch 

the same TV – and yet see two completely 

diff erent programmes in 3D or 2D.  How 

does this work?  Well, you put on very 

comfortable TV glasses on and the sound 

comes through the back of the glasses so 

that you can hear it and you can obviously 

see the picture through the glasses.  This 

will solve a lot of family arguments, I would 

imagine. 

 The TV in High Defi nition is now going 

to 4K and 8K which is the next step up to 

improving the brightness and clarity of the 

picture.  When we had the opportunity at 

the show to compare HD to 4K and to the 

8K, the picture quality has a noticeable 

improvement.  

On a completely diff erent track, Lexus was 

at the show with the self-drive car which 

worked on radio waves. The cars actually 

talk to each other by signal.  If you come to 

a blind corner and there is a car coming, it 

indicates to you that there is an oncoming 

car, so it will slow the fi rst car down.  

An exciting launch coming up from Sony 

later this year is the sporting camera that 

is water proof. This camera has wi-fi  and 

produces a high quality picture and can be 

easily used in camera or video mode and 

can be used for scuba diving or strapped to 

a surf board, bicycle, hang glider, kayak, etc.  

The new camera can be submerged up to 

50 metres.  I really believe that this product is 

made for adventure hungry South Africans.    

Having a cell phone that can turn your 

washing machine on, and choose a recipe 

and programme it into your microwave 

while you’re out, is the way to go in the 

future.  The phone can be attached to a 

dishwasher or fridge and call the call centre 

and advise them what is wrong with the 

appliance, so that when a technician comes 

out he knows what the problem is and can 

resolve it.  

The biggest interest and growth area at 

the show was audio, with  headphones  and 

personal audio devices playing a major role.  

The sound quality that comes from the new 

products on the market is superb. For years 

we have seen the growth of docking stations 

and these personal music players will 

defi nitely be attacking the docking station 

market very aggressively this year.   

Allan Hirsch - CEO of Hirsch’s

and eff ort

e)  Whirlpool SA (PTY) LTD major appliances – 

continued support and commitment

f )  Samsung

Audio Visual – L Kellet

a)  Homemation (PTY) LTD – Audio supplier 

of the year

b)  Nu world industries (PTY) LTD – Consistent 

growth and support

c)  Afritronic (PTY) LTD – Support and 

enthusiasm

d)  LG Electronic SA (PTY) LTD – Highest sales 

growth in audio visual department

e)  Kamile Abbas – Ellies (PTY) LTD – Audio 

visual rep of the year

f )  Samsung Electronics SA (PTY) LTD – 

Leaders in innovation and sales 

promotions

g)  Sony SA (PTY) LTD – Unequalled 

enthusiasm and loyal support

Audio Visual – Leon Kellet

a)  Homemation (PTY) LTD – Audio supplier 

of the year

b)  Nu world industries (PTY) LTD – Consistent 

growth and support

c)  Afritronic (PTY) LTD – Support and 

enthusiasm

d)  LG Electronic SA (PTY) LTD – Highest sales 

growth in audio visual department

e)  Kamile Abbas – Ellies (PTY) LTD – Audio 

visual rep of the year

f )  Samsung Electronics SA (PTY) LTD – 

Leaders in innovation and sales promotions

g)  Sony SA (PTY) LTD – Unequalled 

enthusiasm and loyal support

Group Awards – Mrs Bingle

a)  Iser (PTY) LTD – Overal added 

value   
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After the huge success of last year’s event 

it is once again time for our annual sports 

day. A day for all to enjoy either a game of 

golf, darts or bowls, and some fun in the 

evening with prize giving, raffle, auction 

and dinner.

All the proceeds from the event are 

donated to charity. The S.A. Guide-Dog 

Association, Vista Nova School, The 

Children’s Red Cross Hospital, S.A.N.C.O.B. 

(Penguins), Hospice, Durbanville 

Orphanage, Society for the Blind, Andrew 

Murray House are amongst the needy 

charities that have benefited from 

previously held events.

ALL DONATIONS ARE WELCOME.

As always, space is limited so book and 

pay early to avoid disappointment.

DATE: Thursday, 18 April 2013

VENUES:

GOLF, DARTS & DINNER  

Parow Golf Club, 5th Avenue, Parow, 

BOWLS

Bellville Bowling Club, 100 Voortrekker 

Road, Bellville

TRUSTEES:

Hartwig Heil: hgheil@tafelberg.co.za

Contact: 021 944 3205

Stefan Heil: sheil@tafelberg.co.za

Contact: 021 944 3210

Dickie Post: post@telkomsa.net

Contact: 082 210 2470

Mark van der Walt: 083 250 8512

(Golf Convenor)

Manie van Schalkwyk: manie55@telkomsa.

net

Contact: 082 465 7089

(Golf Convenor)

Seymour Stoch: jocstoch@netactive.co.za    

Contact: 082 572 5280

(Bowls Convenor)

Miggie Bloor: miggiebloor39@gmail.co    

Contact: 083 675 1891

(Darts Convenor)

Gareth Baker: gbaker@tafelberg.co.za  

Contact: 021 944 3221 

Tertius Basson: basson71@gmail.com          

Contact: 083 457 0012

Johan Burger: jfbur@iafrica.com

Contact: 083 286 8192

Marius Strydom: mstrydom@radwes.co.za     

Contact: 083 280 5730

Roux van Zyl: roux@tafelberg.co.za

Contact: 021 944 3204

NO TELEPHONE BOOKINGS !!

FOR ALL QUERIES, CALL THE CFA SPORTS DAY 

SECRETARY ON 021 944 3221 or 021 944 3309 

or e-mail hr@tafelberg.co.za or

FAX:  086 6167 316

VERY IMPORTANT NOTICE

ALL PAYMENTS TO BE MADE IN ADVANCE NO 

PAYMENTS ON THE DAY

PROOF OF PAYMENT REQUIRED WHEN 

REGISTERING ON THE DAY

RULES, TIMES AND CONDITIONS OF 

ENTRY:

Golf:

•  Only the first 144 entries can be 

accepted, so please book early.

•  Four Ball Alliance Stableford (Two scores 

to count).

•  Maximum official handicap is 24 for 

affiliated members.  For non-affiliated 

members the maximum official handicap 

is 18. 

•  Caddies fees ( R 140.00 ) are at 

participant’s own expense.

•  Check in between 10:00 am and 11:00 

am.  First T-Off 11:00 am.

•  Please confirm with the other parties 

making up your 4-ball as to who 

will submit the Entry Form to avoid 

confusion and double booking.

•  If you cannot make up a 4-ball, but you 

still want to play, don’t worry.  Just send 

in your Entry Form with 1 or 2 or 3 names 

on it, and we will try our best to assist.

•  Golf carts available at R240.00 for the day 

– Please book well in advance at the Pro 

Shop (Only 25 available)  (Pro Shop tel 

no: 021 930 2160)

Bowls:

•  Only the first 58 entries can be accepted, 

so please book early.

•  Bowlers must please wear the correct 

dress.

•  Start at 1:30 pm.

•  Tea & coffee at 3:30 pm in the clubhouse.

Darts:

•  Only the first 40 entries can be accepted, 

so book early.

•  Check in by 11:30 am.

Prize Giving & Dinner:

•  All members and suppliers are welcome 

to attend the prize giving and dinner ( 

at R 160 per person ) even if they have 

not participated in any of the sporting 

events.

•  The prize giving and dinner will 

commence after the last golfer has  

returned to the clubhouse which should 

be around 7:00 pm.

•  Company tables also available.  Please 

book early.  Contact CFA Sports Day 

Secretary.

•  A cash bar will be available.

Costs:

Golf: 

Green fees & dinner per person R 500.00

Bowls: 

Tab fees, tea & dinner per person R 170.00

Bowls only (including afternoon snacks)

R 30.00

Darts:

Entry fees & dinner per personR 200.00

Darts only (including afternoon snacks)

R50.00

Dinner Only:

Per person R 160.00

  

General:

•  All participants and their partners should 

adhere to the dress code and other rules 

of the respective clubs. 

•  Closing date for entries will be Friday 

12 April 2013.  Full payment must 

be received or banked and proof of 

payment must be forwarded to the CFA 

Sports Day Secretary to fax number 086 

6167 316 or 086 6409 506 or email to hr@

tafelberg.co.zaor to gbaker@tafelberg.

co.za before Friday 12 April 2013.  

•  Cheques to be made out to:  Cape 

Furniture & Appliances Sports Day Trust

 

Banking details:

Bank: FNB

Acc name: Cape Furniture & Appliance 

Sports Day Trust

Branch code: 201-410

Cape Furniture & Appliance sports day

People & Events
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Account number: 6233 180 3842

Reference: CFA + company name

•  Entries can be faxed.  However, no entry 

will be accepted unless payment for the 

correct amount is received by closing 

date ( 12 April 2013 ).

•  Cancellations and changes will only be 

accepted per facsimile and only prior 

to closing date or you will be invoiced.  

Please call to ensure fax has been 

received.

SUMMARY PROGRAMME OF EVENTS:

10:00 am - 11:00 am Golfers check in 

(please try to check in early to avoid last 

minute rush)

11:00 am Golf first T-off

12:00 pm Darts start

1:30 pm Bowls start

3:30 pm Bowlers tea & coffee 

7:00 pm Prize giving, auction and raffle 

with dinner

12:00 am Bar closes

Yours sincerely

Gareth Baker
CFA Sports Day Secretary   

BOOKINGS FORM: (PLEASE USE BLOCK LETTERS IN BLACK PEN)

  

Golf (including dinner): ________________________________ X R 500.00 each = __________________________

Bowls (including dinner):  ________________________________ X R 170.00 each = __________________________

Bowls only (no dinner):  ________________________________ X R   30.00 each = __________________________

Darts (including dinner):  ________________________________ X R 200.00 each = __________________________

Darts only (no dinner):  ________________________________ X R   50.00 each = __________________________

Dinner Only:  ________________________________ X R 160.00 each = __________________________

        Cheque attached for: _______________________

Cheque made out to:  Cape Furniture & Appliance Sports Day Trust

Direct transfer to:   FNB 

   Acc name: Cape Furniture & Appliance Sports Day Trust

   Branch code: 201-410

   Account number: 6233 180 3842

   Reference: CFA + company name

Contact person (person responsible for this booking/order):

NAME:   ___________________________________ COMPANY:  __________________________________________

POSTAL ADDRESS:  ___________________________________ CELLPHONE NUMBER: ___________________________________

TEL NUMBER:  ___________________________________ E-MAIL ADDRESS:  ___________________________________

(Please complete - all future correspondence will be sent via e-mail)

TEAM MEMBERS

PLEASE REMEMBER TO FIRST FAX THIS FORM ALONG WITH YOUR SPORTS EVENT BOOKINGS TO 086 6167 316 or 086 6409 506 AS 

WITHOUT THIS FORM WE ARE UNABLE TO PROCESS YOUR ENTRY. PLEASE RETURN THIS ENTRY FORM TO:

FOR E-MAIL RETURN:                      FOR HAND RETURN:                                  FOR FAX RETURN:
hr@tafelberg.co.za / gbaker@tafelberg.co.za                        The CFA Sports Day Secretary                 086 6167 316

      Tafelberg Furniture Stores (Pty) Ltd                      086 6409 506

      128 Durban Road, Bellville

GOLF    BOWLS   DARTS

1. _________________ 1. _________________ 1. _________________

   2. _________________ 2. _________________

2. _________________ 3. _________________ 3. _________________

   4. _________________ 4. _________________

3. _________________ 5. _________________ 5. _________________

   6. _________________ 6. _________________

4. _________________ 7. _________________ 7. _________________

   8. _________________ 8. _________________

People & Events
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Living Brands selection of

consumer favourites

Single Plate Induction Cooker

•  2100W

•  Directly heats a cooking vessel as opposed 

to using heat transfer from electrical coils or 

burning gas - no flames or red hot electric 

heating elements (uses a copper coil and 

magnetic field to heat)

•  Sensor touch control

•  18 Power levels (100W 60 degrees) - 2100w (280)

•  Black crystal plate surface with LED display

•  5 Cooking menus: Soup, simmer, stew, steam and 

fry

•  With pause function and 10 hour timer

•  24 hour preset function

•  Can only be used with induction ferromagnetic 

cookware

•  Is an extra cooking plate of food warmer when 

entertaining

•  Replaces your cheap hotplate with a top quality 

option

•  Great for holiday makers, campers and dorm 

rooms

•  Fast, healthy, energy efficient cooking

•  Compatible with inverters

•  For domestic use only

PRICE: R799.00

20L Electronic Microwave with Mirror 

Finish

•  20L Capacity

•  Digital LED display with clock

•  Power output 700W

•  5 power levels

•  Programmable multi-stage cooking

•  8 Auto menus: reheat, pizza, meat, 

vegetable, fish, pasta, potato and soup

•  95 minute cooking timer with end signal

•  Defrost by time and weight

•  With quick start and delay start functions

•  Smart info function

•  Elegant mirro finish front

•  255mm glass  tumtable diamter

•  Easy to use pull handle door

•  Enamel interior for easy cleaning

•  With child lock safety feature

•  For domestic use only

PRICE: R799.00

Small Appliances
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Russell Hobbs All Power Vacuum Cleaner

•  Cyclonic bagless cylinder

•  2400W Max

•  330W-24.5Kpa Suction Power

•  3l Dustbin capacity

•  5. Power cord

•  Cord rewind function

•  5 Stage filtration with HEPA

•  Low noise

•  Washable filters

•  Variable speed control

•  Stainless steel telescopic tubes

•  Dual floor head

•  Includes turbo brush and many more

•  For household use only

PRICE: R1499.00

Russel Hobbs Stainless Steel Coffee Maker

•  Red to be matched to existing range

•  1.8 litre, 12-cup filter coffee maker

•  Safety auto-shut off feature

•  Drip-stop value for serving whilst still brewing

•  Digital LCD display with programmable timer

•  Removable filter basket

•  Glass carafe with flip top lid

•  Water level indicator

•  1000W

PRICE: R699.00

6L Digital Slow Cooker

•  Single pot

•  Modern 6L  oval pot design

•  Brushed stainless steel housing

•  Removable ceramic dish for stylish serving

•  Dishwasher safe: ceramic pot and glass lid

•  Clear glass lid for easy viewing

•  Stainless steel handles

•  Non slip rubber feet

•  Automatic keep warm function (10 hours timer) 

for prepare and go

•  Digital LED display with timer

•  3 heat settings - Low, high and warm

•  260W

•  For domestic use only

PRICE: R599.00

Small Appliances
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Venecia  DRS Venecia  DRS 

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

Modern Sleigh Bedroom Suite

Grandville Bedroom Suite


