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THE MARKET FOR fl oorcare products has been universally 
described as growing and competitive by suppliers spoken to for 
this piece. According to GfK datahowever, (see page 32), vacuum 
cleaners may have seen continuous growth over the last four years 
but this growth has slowed somewhat in the last year. 

Still, Avery Robinson’s Mark Robinson says that the Dyson 
brand has performed very strongly over the last year: “Whilst 
Dyson has managed to grow full-size in a declining market, it’s our 
cordless technology which New Zealanders are picking up in their 
droves. Last year, close to half the total value of cordless vacuums 
purchased in New Zealand was a Dyson,” he adds.

The last year has also been successful for Electrolux. General 
Manager of Floorcare and Small Appliances, Alan Dalton, says the 
company fi nished last year very strongly and says that, if anything, 
has grown its market share.

“The market has been good for us; we are in a really good place. 
We’ve just closed down the fi rst four months of this year in a very 
strong position and we are actually ahead of our budgeted 
forecast.”

What’s behind a strong performance in the sector as a whole? 
TTI’s Nick Martin says: “There has been a lot of activity at retail 
level. Floorcare has been going well but it’s steady right across the 
board and I think that’s been generated by retailer activity. They 
have had a lot of themed sales, like Black Friday, so there has been 
a lot of activity trying to grab the customer’s dollar and of course 
that has helped everyone.”

Handing it to the market?
Last year’s coverage of the market for fl oorcare products saw the 
majority of suppliers pointing towards handstick vacuum cleaners 
as one subcategory that would grow, internationally as well as 
locally. 

Electrolux’s Alan Dalton, never one to mince his words, again 
sees handstick as the subcategory to drive the market. He also says, 
however, that new low-cost products could bring price points in 
the segment down.

“The handstick market is still growing quite rapidly globally 
because there are a lot more players coming into it,” he says. 
“Unfortunately, there are a lot of these new players who want to 
drive the category down in price but that consumer is always there, 

Competition continues to increase in the 
floorcare category, with some suppliers 
broadening their horizons and others 
entering into new distribution channels. 
What does this mean for the category 
going forward? Phil Weafer reports. 

What’s making floorcare dance and sing?
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I put it to the people in the know whether the word around the 
market about a lack of promotion at point of sale has changed in 
the last 12 months or is it still a no go?

TTI’s Nick Martin feels that it is a space related issue, saying that 
real estate is diffi cult to come by in stores: “I think in Australia 
they are better set up and have great POS but in New Zealand it is 
limited. I think it is more the set-up that inhibits this and it’s 

frustrating because I think there is a terrifi c scope for it.
“What you really need is a point of difference but it seems that 

all the stores stock the same products and ranges – that’s why you 
have these sales that just squeeze margins. But that doesn’t help 
anyone.”

Sharon May, Floorcare Product Manager for Miele Australia/
New Zealand offers some additional insights as to why in-store 
displays have not taken off as well as they have across the ditch. 

GFK’S LATEST FIGURES in the floorcare category make for 

interesting reading – is the floorcare sector slowing down after some 

years of growth?

According to GfK, although both sales units and sales value for 

vacuum cleaners have seen continuous growth for four years (in fact 

since MAT March 2012), the latest figures (MAT March 2015) show 

that the market has slowed down with just a 1% increase in sales 

units and 2% growth in value compared with MAT March 2014.

In terms of segments, canister is still the biggest but is gradually 

shrinking. The canister segment now has a 69% share of total 

NZ sales units and a 72% share of value. Key changes within the 

segment show price points below $200 seeing 4% growth MAT 

March 2015 versus MAT March 2014. 

GfK confirms that handstick is the main driver of overall category 

growth, with an impressive 13% contribution to sales value for the total 

New Zealand vacuum cleaner market. Also positive is that handstick – in 

contrast to canister – is seeing most growth in the $400+ segment, with 

a 13% increase MAT March 2015 over MAT March 2013. 

As covered off in the main article, robot floorcare in New Zealand 

isn’t attracting as much interest as in some overseas markets. The GfK 

stats say that robots aren’t growing here anywhere near as quickly as 

in Australia where they command a 9% value share of the market. In 

New Zealand currently, robots can only boast a 1% value share.

www.gfk.com 

GFK SAYS FLOORCARE GROWTH IS SLOWING – BUT HANDSTICK IS STILL A STAR

so there’s not a lot we can do about that.”
Adding as ever that the fi ercely fought, price-pointed end of the 

segment is not where Electrolux wants to be, Dalton says that 
nonetheless the brand’s prospects in handsticks remain “very 
bright”.

Dyson has also seen good, in fact “phenomenal”, growth in 
handstick models and Mark Robinson confi rms the company will 
be launching a new range of cordless vacuums 
going forward. 

Citing GfK fi gures, Robinson outlines the level 
of growth that the company has had in 
handsticks: “Dyson saw some phenomenal 
growth in handsticks last year with our DC59 
model being the category champion – it’s the 
number one selling handstick brand by value in 
New Zealand. Our MAT sales this year, compared to March 2014 
are up over 141% in units and over 150% MAT value growth.”

Is there a place for POS?
Retailers may continue to drive the category along but there’s a 
wave of opinion that effective in-store display and point of sale for 
fl oorcare are on the wane. This was the view last year and many 
felt it would continue to be the case. 

“GfK stats suggest that the New Zealand floorcare 
category is slowing. Are low-priced new entrants to 
the market outweighing the ongoing growth at the 
premium end of the market?”
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around the place that some of these new entrants will simply use 
price to make a bigger splash.

One school of thought is that some retailers simply have too 
many brands and, in their attempt to be all things to all 
consumers, are confusing matters by overwhelming their 
customers. Spoilt for choice is the phrase that spring to mind.

Over at Miele, Sharon May shares her thoughts on the increased 
competition in the market: “From both the retailer’s perspective 
and that of consumers, there is so much choice in the market that 
it complicates the purchase decision. This calls for rationalisation 
of the range to simplify the purchase decision. 

“On the other hand, true innovation can present consumers 
with a complementary offering, such as a handstick vacuum 
cleaner for those quick clean-up occasions.”

Looking at the numbers, Alan Dalton at Electrolux says the 

HANDSTICK HEAVEN? DYSON’S V6 GETS IT 
“ABSOLUTELY” CLEAN

Large debris or microscopic dust? Dyson’s latest V6 Absolute 

cordless vacuum is designed to capture particles of all sizes with 

HEPA filtration that captures allergens and expels clean air, to the 

point that it removes 99.97% of particles as small as 0.3 microns. 

V6 Absolute is also the first Dyson cordless machine to include 

two cleaner heads: a soft roller cleaner head, as well as the 

Motorhead with its own direct drive motor that creates 75% more 

brush bar power. A large, soft roller and increased versatility from a 

re-designed neck enables smooth movement across floor types. 

The latest Dyson digital motor gives V6 Absolute what is claimed 

to be the most powerful suction of any cordless. In terms of run 

time while cleaning, V6 Absolute is good for 20 minutes, 16 with 

the motorised cleaner head and 6 minutes on “boost” mode. 

www.dyson.co.nz 

“In-store theatre within the fl oorcare category has been 
consistently inconsistent in the sense that there is no single 
standard in the industry. As a result, many suppliers offer POS 
solutions to position their brands in the best possible light but 
these solutions can sometimes clash with the look and feel of 
another brand within the store.”

She continues: “The retailer needs to drive 
how the category is presented in stores to create 
excitement and provide a welcoming space to 
educate consumers about fl oorcare options. 
There needs to be collaboration between retailers 
and key brands to create a win-win concept that 
will work for everyone. 

“For example, the cosmetic section in a department store offers 
a consistent layout yet each brand is able to present an individual 
brand personality through product merchandising as well as the 
interesting use colour and material of fi xtures.”

Competition breeds excellence
Floorcare continues to be a dynamic place to play, with existing 
players upping their game at the same time as new entrants are 
being attracted to the category. But there is a lingering unease 

MIELE PREPARES FOR THE “RISE OF THE 
ROBOTS” WITH RX1 SCOUT

Miele New Zealand has launched its Scout RX1 Robotic 

Vacuum Cleaner. With Miele’s exclusive Smart Navigation 

System, Scout RX1 navigates on its own, maps out the home 

and charts out the most intelligent cleaning journey to make sure 

it never misses a spot! It then vacuums in parallel paths so that 

even the most difficult-to-access areas and edges are cleaned. 

Scout RX1 also offers four cleaning modes. In Auto Mode, the 

touch of a button sends the unit off to clean the required areas 

and charge itself when necessary. Should there only be a minor 

spill, Scout RX1 can quickly remove dirt in only that specified 

area in Spot Mode. Should the home require a more thorough 

clean, Corner Mode cleans in Auto Mode and then returns to 

thoroughly clean corners. Turbo Mode removes dust, dirt and pet 

hair in half the time, ideal when only a quick clean-up is required. 

Activation and mode selection is simple using Scout RX1’s touch 

interface or remote control. Users can even set a timer for 

automatic cleaning at any time of day. 

Miele Scout RX1 is just 8.9cm high, ensuring it can reach 

difficult-to-access areas such as under furniture or staircases. RX1 

can even cross door thresholds and move onto carpets up to 2cm 

high. Scout RX1’s rechargeable battery lasts for up to two hours 

so it can clean up to 150m2 without a break.

www.miele.co.nz 

“Who wins when there is a plethora of products out 
there? The supplier or retailer who finds a way to 
explain the points of difference, that’s who”
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FINISH. NO CHEMICALS. 
The new handy Kärcher SC 1 Steam Cleaner.

*When thoroughly cleaning with the Kärcher Steam Cleaner 99.99% of all common household bacteria will be 
killed on common household hard surfaces.

Cleaning has never been this easy. The powerful new Kärcher 
SC 1 Steam Cleaner kills 99.99 % of bacteria* - without chemicals! 
And it’s a model of convenience. With its compact design, it’s 
comfortable to use and easy to store. www.karcher.co.nz



spring clean

LET’S PUSH THINGS FORWARD!

By the time this issue goes to print, Mother’s Day will have come 

and gone. But for a different look at this annual event, Neato 

Robotics, maker of Botvac robotic vacuums, surveyed American 

mothers to find out first hand whether an upright vacuum or a 

robot vacuum is ever a thoughtful Mother’s Day gift. 

Unsurprisingly, only 15% of mothers surveyed said they would 

be pleased with an upright vacuum as a gift. But opinions varied 

greatly when the vacuum in question was a robot – indeed 77%+ 

said they would be happy with a smart and powerful robot 

vacuum as a gift. 

According to Neato, however, it should not be assumed that 

vacuuming is a woman’s responsibility… “It’s 2015”, says Nancy 

Nunziati, Neato’s Vice President of Marketing. “Vacuuming, like 

all household chores, can be a shared responsibility. A gift of a 

robot vacuum for Father’s Day is just as appropriate!” And fair 

enough too.

www.neato.com

ever-increasing number of fl oorcare brands – 60 at his last count 
– means that there is inevitably fi erce competition for a slice of the 
market with such a modest nation of 4.4 million people. 

Taking the longer view, however, he says that the leaders in the 
category will continue to drive the category going forward: “The 
key brands are the ones that drive and push the category but there 
are people who buy cheap and will eventually come back but 
unfortunately we can’t wait for them to come back.”

Echoing many of these sentiments is Mark Robinson: 
“Devaluation and discounting from several key brands has really 
started to pull the market ASPs down which is worrying for the 
profi tability of the category.”

Dyson however, claiming the market’s number one position by 
value is at the same time driving sales towards its top-end Cinetic 
range. Says Robinson: “Consumers are really starting to 
understand the ‘value’ benefi ts of having a machine with no 
ongoing costs, no bags to buy and no fi lters to maintain.”

Is sustainability a factor?
Energy effi ciency, if not outright sustainability, is a driving 
force behind many other categories. I put it to the suppliers of 
fl oorcare products whether it has much impact on the attitudes of 
consumers when it comes to the purchase of a vacuum cleaner. 

Not according to an Australian survey from last year. The 
Research Now Online Panel Category Positioning Survey Vacs 
Australia 2014, revealed that just 6% of Ocker consumers quoted 
energy effi ciency as an infl uence behind their purchase decision 
says Miele Australia/New Zealand’s Sharon May.

Nevertheless, she adds: “Sustainability continues to be a key 
global topic as demonstrated by the introduction of energy 
effi ciency labelling in the EU. The logical assumption is that this 
will become a requirement in the Pacifi c sometime in the future.

“As the wattage of vacuum cleaners is higher here in New Zealand 
than in the EU, consumers will need to understand that high wattage 
does not equate to high suction. A low wattage vacuum cleaner can 
accomplish very high cleaning performance and suction.”

The robots are (not quite) ready! 
Are the robots coming? In the April issue we included outtakes 
from an ABI Research study that estimated the global home care/
lawn care robotics market within the next fi ve years would surpass 
US$2.9 billion across some 7 million robotic products. 

It’s still early doors for robovacs in the New Zealand market but 
all the main players have an eye on what’s happening elsewhere. 
Miele has outed its RX1 Scout robot vacuum (see page 34) but 
Alan Dalton at Electrolux for one wants to be sure that both the 
timing and the product are right before an Electrolux robotic 
cleaning product hits the shelves here. He also says the market here 
is not as strong as it is in other regions, even across the ditch.

“We were going to look at robot this year but we have put it back 
to 2016 [and] we are aware our competitors are doing the same. I 
think there was a race to the market but a bit of honesty has come 
through, which is nice. The robot market here is tiny – from what 
we can gather it is about 500-1,000 pieces. In Australia it is about 
40,000 pieces.

“I think once we fi nally launch our robot, and our key 

TAKING AN UPRIGHT APPROACH

The Vax Air Cordless cyclonic cordless 

vacuum cleaner comes equipped with 

two LithiumLife batteries which provide 

an average of 50 minutes’ cleaning 

of carpets or hard floors. TriSuction 

Technology captures deep down, 

embedded dirt without the loss of 

suction. Weighing less than 5kg and 

equipped with Air Motion technology for 

manoeuvrability, this is a full size upright 

with a removable cleaning wand. 

A high capacity and easy to empty dirt 

cup also enables more cleaning without 

interruption, while a 2-in-1 dusting and 

crevice tool is also included for cleaning 

vents and furniture surfaces. To maintain 

power during cleaning, there is also 

a reusable easy rinse filter.

www.vax.com.au 
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Bagged or 
bagless.
Solves the allergy 
problems. Fur sure.

ZUS4065PET

Hard fl oor nozzle

Silent Air Technology

Excellent Dust Pick up and 
Filtration

AeroPro 3 in 1 Accessory 
Tool

AeroPro Upholstery Turbo 
Nozzle

Extremely Quiet and 
Powerful

ZUF4203PET

Powerful suction, excellent 
cleaning results

Top class fi ltration

Extended cleaning reach

AeroPro Extreme nozzle

AeroPro Floor Turbo nozzle

Thoughtful design

2 parking positions

Highly visible LED display to 
show suction power level

8611 Electrolux.indd   1 12/06/15   2:44 pm
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Elite

The World's only domestic
vacuum cleaner with the world's 

highest grade of HEPA filter

a HEPA filter is graded on percentage of particles that it can trap 0.3 micron in size. HEPA 14 filtration 
captures 99.995% of these particles (0.3 micron = 3 ten thousandth of a millimetre). For every 100,000 

of these dust particles vacuumed, a maximum of 5 particles are released back into the air
Visit www.nilfisk.com for more information

FOR ALLERGY  AND ASTHMA SUFFERERS

competitors launch their robots, we will drive a new category for 
the consumer and obviously the retailer. Every time I bring 
something in I go by the theory that if it’s a quality product we 
have done the right thing.” 

Alan Dalton is adamant about “not selling something just for 
the sake of it”. “It’s got to be right – that’s the Electrolux way.”

Although it’s been released in Japan, and has generated 
tremendous interest in other markets already, Dyson has yet to 
release its Dyson 360 Eye robovac to the New Zealand market. 
Avery Robinson’s Mark Robinson is another to assert that the 
Dyson brand will wait until the product is fully ready for the New 
Zealand market. 

“After 16 years of intensive research and development, Dyson’s 
cyclonic robot vacuum cleaner is now in the homes of the 
tech-savvy Japanese, as they take it through fi nal beta testing,” 
he says.

Looking forward, there are exciting advances entering into the 
market, and with suppliers competing for fl oor space with existing 
and new competitors there looks to be an interesting period ahead 
for fl oorcare products. 

We have already seen at least one premium brand going into 
hardware stores both here across and Tasman – will this trend 
continue? Or will suppliers begin to look into more direct selling 
and online channel? Clear the fl oor...  

A PREMIUM EXPERIENCE

SEBO Felix Rosso is the latest in the Premium 

series with its a unique turning swivel neck and 

integrated hose/handle. The novel exhaust 

filter is a modern 3-step filtration system 

– called S-Class-Filtration – which results 

in 99.9% effectiveness down to 0.3 

microns, making it the perfect choice 

for customers with allergies and asthma 

(indeed it comes with the British Allergy 

Foundation Seal of Approval). 

This Premium version comes with 

a newly developed parquet nozzle 

especially for hard flooring, a telescopic 

handle and a sliding suction power 

control switch. SEBO vacuum cleaners are 

designed and manufactured in Germany 

and every SEBO vacuum cleaner comes with 

a 5-year domestic warranty having been fully 

tested before it leaves the factory.

www.sebo.co.nz 

competitors launch their robots, we will drive a new category for 
the consumer and obviously the retailer. Every time I bring 
something in I go by the theory that if it’s a quality product we 
have done the right thing.” 

Alan Dalton is adamant about “not selling something just for 
the sake of it”. “It’s got to be right – that’s the Electrolux way.”

Although it’s been released in Japan, and has generated 
tremendous interest in other markets already, Dyson has yet to 
release its Dyson 360 Eye robovac to the New Zealand market. 
Avery Robinson’s Mark Robinson is another to assert that the 
Dyson brand will wait until the product is fully ready for the New 
Zealand market. 

“After 16 years of intensive research and development, Dyson’s 
cyclonic robot vacuum cleaner is now in the homes of the 
tech-savvy Japanese, as they take it through fi nal beta testing,” 
he says.

Looking forward, there are exciting advances entering into the 
market, and with suppliers competing for fl oor space with existing 
and new competitors there looks to be an interesting period ahead 
for fl oorcare products. 

We have already seen at least one premium brand going into 
hardware stores both here across and Tasman – will this trend 
continue? Or will suppliers begin to look into more direct selling 
and online channel? Clear the fl oor...  

A PREMIUM EXPERIENCE

 is the latest in the Premium 

series with its a unique turning swivel neck and 

integrated hose/handle. The novel exhaust 

filter is a modern 3-step filtration system 

– called S-Class-Filtration – which results 

in 99.9% effectiveness down to 0.3 

microns, making it the perfect choice 

for customers with allergies and asthma 

(indeed it comes with the British Allergy 

Foundation Seal of Approval). 

This Premium version comes with 

a newly developed parquet nozzle 

especially for hard flooring, a telescopic 

handle and a sliding suction power 

control switch. SEBO vacuum cleaners are 

designed and manufactured in Germany 

and every SEBO vacuum cleaner comes with 

a 5-year domestic warranty having been fully 

tested before it leaves the factory.

<38> W A R E S  J U N E  2 0 1 5 MORE AT  www.wares.co.nz

MORE AT  www.facebook.com/WaresMagazine



ionLLLLLLLLiiiii

LI

THIUM BATTERY   FA
ST CH

ARGING   LONG R
UN

TI
M

E LLLLLLLLLLLLLLLLLiiiiiiiiii

LI

THIUM BATATA TERY
FA

SM
E

25 
MIN

585 G
100 ML

Smart

The new battery powered window washer Nilfisk 
Smart ensures streak-free cleaning of windows 
and it does the job in no time - streakfree. 

Ergonomic design

Lightweight - only 585G

100ml dirty water container

Up to 25 min battery run time

Belt clip for easy storage

No loss of suction power during operation with Lithium battery

visiti www.nilfisk.com for more information
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