
rolling back the years

20 YEARS AGO – 
AUGUST 1995
Westinghouse purchased 
the CBS-TV network 20 
years ago and, on the 12th, 
a “work stoppage” brought 
America’s Major League 
Baseball season to an end, 
including the World Series 
at a player salary cost 
estimated at US$230m. 
At home, girl band TLC 
dominated our music 
charts with a hit single, 
Waterfalls.

Classic rides, then and now? – Two decades back, Philips 
launched the Philishave “Classic Man of the Year” promotion 
on the build-up to Father’s Day, with some truly extraordinary 
prizes for three lucky Philishave purchasers: a 1966 Cadillac Calais 
Coupe; a 1975 Triumph Stag Convertible; and a 1965 Daimler 2.5 
litre V8. Any one of these would be considered highly collectable 

back then, let alone today.
The magazine’s Editorial offered 

big raps for the Electronic Appliance 
Industry Guild conference, suggesting 
that such events were essential to the 
future success of the industry as they 
brought the retail, supplier and 
service sectors together at one forum. 
Like, that could happen again, right?

Vulcan Hoovers up interest – 20 
years ago, Southcorp Appliances’ 
Vulcan division released an 
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The story of the New Zealand appliance channel, as seen through the pages of Wares 
magazine. Merv Robertson reports.

impressive line-up of new washers, dryers and dishwashers 
from recent acquisition Hoover, with dishwashers being a new 
departure for the brand. 

Almost a hundred dealers attended the launch at Clifford 
House, overlooking Auckland’s Waitemata Harbour where Hoover 
Marketing Manager Bevan Baker made the presentations. What 
happened next? Well, Vulcan became Southcorp which became 
Email which became Electrolux and Bevan is now National Sales 
Manager for Eurotech Design.

20 years ago, buying a Phillips shaver could get you a classic car. Also in 
August 1995, Bevan Baker and Vulcan launched Hoover brand washers

In 1995, Panasonic was launching wide-screen TVs and NEC was still 
making hay with VHDS video recorders.
In 1995, Panasonic was launching wide-screen TVs and NEC was still 

Way back when with wide screen TV – It was all go on the wide 
screen TV front in 1995 with Panasonic introducing its new 
Gaoo Wide 28 and 32” models, complete with roll-away cabinets. 
The 32” version included Teletext and retailed at $5,499 (around 
$8,300 in today’s terms) with the 28” model at $2,999 ($4,500). 

As I re-read that old article, it was impossible not to compare in 
my mind the excitement around the wide screen phenomenon to 
our Philips launch of K9 22 and 26” models when colour fi rst 
arrived in 1973, and indeed the fi rst ever black & white sets hitting 
retail way back in 1960. I don’t think new TV technology has the 
same impact today. 

VHS video was still around back in 1995 and you needed to 
clean your VCR’s tape heads once in a while. Which is why Next 
Electronics in Christchurch sought to raise eyebrows with its 
back-of-bus advertisements. They asked the following drivers: 
“Have you been watching DIRTY VIDEOS?” The qualifi er was: 
“Then get your video heads cleaned at Next Electronic Servicing.”

Tiny article, massive impact? – The August 1995 issue of Wares 
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contained a strangely understated article on what was pretty big 
news back then. “Whirlpool hits New Zealand shores” should have 
been big and bold I would have thought, ahead of at least a full 
page story. 

We read that “Whirlpool Corporation, the largest manufacturer 
and marketer of major home appliances in the world, is making a 
play in the New Zealand marketplace.” The New Zealand 
operation was part of the Whirlpool Asia Appliance Group, 
headquartered in Singapore.

Whirlpool Managing Director, Michael O’Neill, said, “The 
decision to launch in New Zealand is part of a global strategy to 
remain the world’s largest dedicated manufacturer of whitewares 
as the 90s give way to the 21st century.” 

Who sold what back then? – On a quite different scale but in the 
same issue 20 years ago, Parex was doing a fi ne job with DéLonghi 
dehumidifi ers and in the fast growing coffee-making sector. In 
both cases, the company assured punters: “We were thinking of 
you when we thought of it”.

Also in the land of local agents, LM Rankine Trading can be 

found promoting the top loading Goldstar Genie Washing 
Machine. Typically feature-rich, Goldstar would eventually 
become LG (originally “Lucky Goldstar”).

Did they dare to challenge? – The Sheraton Mirage on 
Queensland’s Gold Coast was the venue for the 15th conference 
of the Electronic Appliance Guild, an annual event where 
retailers, suppliers and service people met as an industry group. 
“Dare to Challenge” was the conference theme and in his 
opening address, Guild Executive Director the late Dennis Amiss 
who challenged attendees to question “the very core of your 
business philosophy”. 

Bob Harvey (now Sir Robert but even then Mayor of Waitakere 
City) spoke of the “rise of the global tribe” and the advance of 
“tribal brands”, saying the internet was the best example of “tribal 
marketing” seen in recent years. Bob and Dennis presented the 
awards – to Smiths City Markets for Excellence in Retailing and 
Axial Appliances for Service. 

The gala dinner took a military theme and Hill & Stewart MD 
Mo Khan was one who got busted for stepping out of line. 
Longstanding Guild Director and former President Jim Bulloch, 
announced his retirement from the Board (check out Jim’s career 
on page 72 of this issue!). 

Mo Khan is now retired, although he is engaged in assisting an 
IT company to restructure, he’s a board member of New Zealand 
Red Cross, an advisory board member of Total Spray and a special 
advisor to the Friends of the Pacifi c Foundation. 

Whirlpool’s entry into the 
NZ market was a strangely 
muted affair, in Wares at least.

“Dare to challenge” was the theme of the 1995 Appliance Guild 
conference. Guild Exec Dennis Amiss led the way, Jim Bulloch retired 
from the Board and Hill & Stewart MD, Mo Khan (also seen here today), 
was marched to the brig for code infractions.

20 years ago, the power companies were becoming less prominent as 
appliance retailers. Wellington’s Energy Direct Appliances was one of 
the few still trading and Alan Singh was the GM.

When the power cos still wielded power – Back in the day, power 
companies were prominent on our national appliance retail 
landscape. They had one very big advantage over their competitors 
in that customers could buy their appliances on credit, paying the 
instalments off on their energy accounts. 

But, by August 1995, Energy Direct Appliances was one of the 
few still trading. With a Fisher & Paykel whiteware franchise, along 
with Panasonic and Technics brown goods, it was a strong player 
in the Wellington Region. Alan Singh was Energy Direct’s GM and 
he told Wares that the superstore concept at the Lower Hutt HQ 
had been embraced by the locals because they were given a wider 
choice of appliances, both gas and electricity. Over 10,000 people 
had attended the recent Energy Direct Expo. 

Alan now owns The Temp Centre, a Wellington-based recruiter, 
“Dedicated to providing temporary and contract staffi ng resource 
solutions for over 40 years.” 
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15 YEARS AGO – 
AUGUST 2000
Moving forwards a decade, 
Tiger Woods won the US 
PGA Championship to 
become the fi rst golfer 
since Ben Hogan in 1953 
to win three majors in a 
calendar year. The Russian 
submarine Kursk sank 
in the Barents Sea with 
the loss of all aboard. 
Overnight on 29 August 
2000, Christine Lundy and 
her daughter Amber were 
murdered in Palmerston 

North. Two guilty verdicts later, this story is not over and done 
with yet.

And Fisher & Paykel announced a record group profi t after tax 
of $54.4m. The result was said to be a direct refl ection of the 
effectiveness of the new strategy of focusing on F&P’s three 
businesses – whiteware, healthcare & fi nance.

with the live game atmosphere, but you get replays and close-ups 
that no one else at the stadium can get,” he said at the time.

Frazer is now Sales Director and a shareholder at Business 
Lighting Solutions in Auckland, a company that designs, 
manufactures, installs and services commercial (including 
warehouse, offi ce and retail) and industrial LED lighting in the 
mid to top end of the market. Mutual opportunities perhaps? 

Still early for internet disruption – The August 2000 Editorial 
looked at the profi tability (or rather the non-profi tability) of 
internet selling. It said that even Amazon, which poured millions 
into its online efforts, could not make a 
buck. Some 15 years later, its bottom line 
is still marginal by the way…

Locally, the online newcomer was 
Applianceshop.co.nz. Started by ex-Sanyo 
and Noel Leeming boss Greg Lancaster, 
it was offering prices it said were around 
10% cheaper than elsewhere. 

Sales were routed through Mason 
Appliances in New Plymouth and were 
described at the time as “miniscule”. 
Proprietor Brian Mason, now a Property 
Brokers real estate agent in Napier, 
agrees and said recently: “Greg was just 
ahead of his time.” 

Snapshots of activity – With the fi rst Father’s Day of the new 
millennium looming, one 
might have expected several 
supplier ads around the 
event but this time only 
Breville dined out, unlike 
the fl urry leading up to 
Mother’s Day each year. 
The Breville team had eight 
items deemed to be ideal for 
any “inner man”.

15 years back, Ian R Little 
was the New Zealand 

Dual lasers and DVD – Philips again took the August front 
cover, announcing that the All Blacks had a new player – a new 
Limited Edition All Blacks DVD player with 3D Surround Sound, 
Advanced Parental Approval System and Dual Laser Drive! 
Purchasers also received an All Blacks DVD with interactive 
footage from the 1999 season. 

15 years ago, DVD players were still a hot topic and in the 
August issue Monaco Corporation was showing off its new leading 
edge Toshiba SD-1200. Indeed its 540-line horizontal resolution 
was said to be the highest specifi cation in the industry and the 
product had “advanced digital surround sound”. 

Pana’s personal screens – Philips wasn’t the only brand making 
hay with the ABs that year. At the Eden Park rugby test with 
Scotland, a handful of lucky corporate guests got to enjoy some 
new Panasonic technology which combined the attributes of 
television coverage with live atmosphere. They could watch the 
game, check out the big screen and take in live TV coverage on the 
7” LCD monitors, all at the same time – multi-tasking! 

Frazer Kerr was Panasonic’s Consumer Products Manager: “The 
big bonus is that it’s the best of both worlds. You are right there 

Fisher & Paykel’s 
record group 
profi t was said 
to be a direct 
refl ection of the 
new strategy 
of focusing 
on three 
businesses, 
whiteware, 
healthcare & 
fi nance.

Panasonic guests 
at the rugby could 

watch the game 
and take live TV 

coverage on 7” monitors, thanks to Consumer Products Manager 
Frazer Kerr. These days he’s into commercial and industrial lighting.

15 years ago, one of 
the fi rst online retail 
ventures, Applianceshop.
co.nz, started by Greg 
Lancaster, didn’t make 
an impact and was 
simply “ahead of its 
time” says Brian Mason 
(above) today.

millennium looming, one 
might have expected several 
supplier ads around the 
event but this time only 
Breville dined out, unlike 
the fl urry leading up to 

Breville was alone in trying to 
make much of Father’s Day in 
the new millennium.
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distributor for Italy’s Bompani stoves and was showing off the new 
gas mega-model in August’s issue of Wares. This stainless steel 
effort had a giant 135 litre oven, 5 hob burners, automatic ignition 
and a gas grill. RRP was $2,195 or around $3,100 today. The 
Bompani brand does not seem to be represented here now. 

I recently spoke with Ian Little, who said the fi rm’s appliance 
activity was closed down six years ago, citing simply too many 
brands in the market. His company now concentrates on 
photographic equipment, notably Pentax and Ricoh, which are 
marketed through specialist retailers.

video walls. Jim is also very enthusiastic about the success of his 
comprehensive range of Sangean radios which incorporates 
high-end Bluetooth models and Bluetooth speakers.

From little acorns grow… – Despite its low profi le entry into our 
market (see above), by the year 2000 now in its 5th year as a New 
Zealand entity, Whirlpool was making inroads, especially with the 
independents. 

In Palmerston North, for example, Manawatu TV & Sound 
Service took the decision to headline its appliance division by 
stocking the brand exclusively, to the extent that the entire range 
of Whirlpool whiteware was stocked. 15 years ago, Eric Hewson 
was GM at the iconic retailer founded by industry legend Jim 
Bulloch back in 1967. 

Excellent retailers –Appliance Connexion’s year 2000 conference 
was on Queensland’s Gold Coast and attended by 147 delegates. 
The late Wayne Burton was ACL’s General Manager and in his 
opening address he stressed the company was entering a new era 
in its development, advances were being made in new technology 
and that retail was changing. 

Then as now: the 
long relationship 
between Mayo Group 
and Vogel’s remains 
to this day.

15 years ago, Ian 
R Little was the 
NZ distributor for 
Italy’s Bompani 
stoves. These days, 
it concentrates 
on photographic 
equipment.

The launch of Sony’s Vaio was all about online, which 
would be shocking to dealers these days…

What does Vaio stand for? – In 2000 Sony entered the computer 
fray with Vaio (“Video Audio Integrated Operation”). Other Sony 
innovations at this time included the Memory Stick Walkman, 
a “pivotal component in linking Vaio computers with Sony’s 
extensive range of digital products”. 

Interesting that Vaio’s route to market at that time was to be sold 
direct. Now, in 2015, we see Sony closing down some of its online 
stores around the world. But not in NZ, says Sony’s Peter Buckton 
today: “We are continuing to give consumers the opportunity to 
buy from sony.co.nz and have no plans to change this.”

Vogel’s: more than bread… – Another seeming fi xture in the 
New Zealand market was Mayo Group, which in August 2000 was 
advertising its range of high quality Vogel’s AV wall mounting 
systems out of the Netherlands. The company still represents Vogel 
exclusively. 

Today, Jim Mayo tells me the company remains very active at 
retail level, although the biggest revenue stream is now the 

corporate and 
commercial market, 
which includes 
transport terminals, 
digital signage and 

Appliance Connexion’s year 
2000 conference was on the 

Gold Coast. Wayne Burton 
was ACL’s GM and the 

photos here are a who’s who 
of the appliance channel at 

the time.

Then, ACL members accounted for just over 25% of New 
Zealand’s appliance retail market. Keynote speakers were Barry 
Urquhart who discussed changes, challenges & opportunities and 
Dr Alan Treadgold who presented a workshop on overseas trends 
and how they might impact on Australasia. Guinness Appliances 
and LV Martin & Son won member awards while supplier success 
went to F&P, Panasonic and Sunbeam.

Farmers Hamilton won the August 2000 Sunbeam Award for 
Excellence in Retailing and Sue Greig, Sunbeam’s Sales Rep, was 
on hand to present the certifi cate to Store Manager Brian Faulds 
and his team for their high standards and quality of service. Sue 
now works with her husband Rick in the family business, The 
Poolcare Company, primarily looking after online sales.

Farmers Hamilton won the 
August 2000 Sunbeam Award 
for Excellence in Retailing. Sue 
Greig was on hand to present 
the certifi cate to Store Manager 
Brian Faulds and team.
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Millennial movers & shakers – 15 years ago, Michelle Campbell 
(now Michelle Perry) joined Nilfi sk as a Christchurch-based 
Regional Account Manager while Mel Albers had gone to Philips 
and Mike Daly had taken the role of National Sales & Marketing 
Manager at Direct Imports. Steve Penman was the new National 
Retail Sales Manager at Philips whilst Panasonic appointed Duncan 
Didsbury, Earl Mander and Alex Elliott as Account Managers. 

Michelle is now a stay-at-home, but extremely active mum in 
Brisbane and we fi nd Mike as the Manager of family business 
Rockgas Hawkes Bay in Hastings. Steve is National Retail Channel 
Manager at D-Link, Duncan had 10 years as an ASB Rural 
Manager but is now farming in the Wairarapa, Earl had a two-year 
OE before coming home and joining F&P where he is now a 
Channel Manager for Fisher & Paykel and Haier responsible for 
Harvey Norman while Alex is still with Panasonic, in Australia.

10 YEARS AGO – 
AUGUST 2005
Renowned for his sharp wit 
and oratory, former Prime 
Minister, David Lange, 
passed away 10 years ago 
this month aged just 63, 
after several years of poor 
health. 

Another master of spin, 
Aussie Shane Warne became 
the fi rst cricketer to claim 600 
Test wickets and The Dukes of 
Hazard movie hit the screens 
in August that year.

Wide, loud and proud – In the magazine, Electrolux Home 
Products took the front cover to introduce new 640mm-wide 
Westinghouse refrigerators coming on stream the following 
month. The Editorial also had a fair bit to say about the strength 
of China when it came to appliance manufacturing, both in 
fi nished goods and componentry.

On the back cover, Monaco Corp reminded us that GE was 
“Born in the USA” and showed us the GE Monogram Wine 
Reserve with a capacity of 57 wine bottles. This product had 
sliding racks and temperature settings for both whites and reds. 
Also featured was the Monogram Beverage Centre which could 
accommodate 150 standard measure cans.

Anything for an easier life – Norm 
Scott and Homedics, a division of 
Opal NZ had an eye-catching ad 
for massage chairs and cushions, 
featuring the Scandinavian recliner 
model (with ottoman) which seemed 
like the ultimate in pampering. Norm still has Opal, importing 
and distributing “home & wellness products for the whole family”. 

A very different product, but still one designed to make life 
easier, was the Nevo remote control from Amber Technology. You 
simply followed the wizards to set the Nevo display to control the 
TV, stereo, lights and even air conditioning. 

Today, Amber Technology National Sales Manager, Nigel Lee, 
tells me that the company continues to launch innovative 
technology-based products into the New Zealand market, these 
days with remote control leader, One For All, whose latest product 
is the Smart Zapper, which turns your smartphone into a remote 
control using an app.

We tracked down August 
2000’s movers & shakers but 
you’ll have to read the story 
to fi nd out where they are 
now!
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The GE Monogram wine reserve is worthy of your most revered labels.
Able to be installed as a built in or freestanding unit, the wine reserve
brings refreshing convenience and style to any location.
With a total capacity of no less than 57 wine bottles, the capacious
wine reserve offers full extension sliding racks, temperature settings
for red or white wine, (with a range of 4-18˚c) and a convenient
interior light. Stylistically, the wine reserve will fit in with almost any
scheme, with its stainless steel and tinted glass door and seven natural
cherry wood shelves and black casing with black or stainless toe kick.
The new Monogram beverage centre fits perfectly next to the Wine
Reserve and its interchangeable doors allow true side by side opening.
The Beverage Centre shares its size, style and finishes with the new
Monogram Wine Reserve. Both units can be built in or left freestanding
and have reversible door hinges. The Beverage Centre accommodates
12 wine bottles and 126 standard beverage cans or a total of 150 cans
and has two half size full extension wine racks and three removable
spill proof glass shelves.

Inquiries to MONACO CORPORATION LTD
PO Box 4399, Auckland 1
Phone 09 415 7444  Fax 09 415 7400
www.monacocorp.co.nz
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In 2000, Monaco Corp had the Toshiba 
brand; now in 2005, it reminded us that 

GE was “Born in the USA”.
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DIGITAL TELEVISION IS SLOWLY taking hold around the world. While 

New Zealand is behind the US and Australia, retailers need to become 

aware now of the technology and issues surrounding this sector. 

A spokesperson for the US-based Consumer Electronics Retailers 

Coalition (CERC), Gary Shapiro, recently testifi ed before a US congres-

sional committee held by the Senate Commerce Committee examining 

the transition to digital television (DTV).
 “A hard deadline to end analogue television broadcasts will bring 

needed certainty to the DTV transition,” Mr. Shapiro said. “A hard 

deadline will provide a ‘win-win’ scenario for all stakeholders, allow 

manufacturers and retailers to label analogue products, and will foster 

innovation and strengthen our national security.”
The CERC has released a consumer guide entitled ‘What you need to 

know about the DTV transition, a dozen questions and answers.’ Wares 

has published those extracts most relevant to New Zealand retailers. 
What is ‘DTV?’DTV stands for ‘digital television,’ or, in this case, the broadcast-

ing of digital television by local television broadcasters. The signals 

are sent from local transmitters, over the air, to homes, by modern 

digital techniques rather than the older analogue methods that are not 

as effi cient.

What is ‘HDTV?’HDTV (short for high defi nition television) is the highest quality 

form of DTV. Not all DTV broadcasts are in HDTV and not all DTV 

receivers can display HDTV. Broadcasts in HDTV are available only 

on DTV broadcast channels, they are not available over analogue 

broadcast channels. (HDTV is also available from cable, satellite and 

other services.)

What is the DTV transition?In the next few years, it is likely that over-the-air broadcasting of free 

television (from broadcast transmitters to homes) will move exclusively 

to digital channels, and the more familiar analogue channels will be 

switched off. Already, almost all international broadcasters are using 

two sets of channels – the newer digital channels, and the analogue 

channels that have been in use since the 1940s. It is these analogue 

channels, which are being replaced by different, digital channels that 

are already on the air.

Will there be any charge to receive these digital channels?

No, broadcasts that are now free (or advertiser-supported) to consum-

ers who receive them via antennas are expected to remain free. (It is 

possible that additional ‘pay’ services may be launched in the future, 

but these are not expected to replace the free services offered today.)
Why will over-the-air broadcasting stop on the 

analogue channels?For more than half a century, television broadcasts have used the 

technology that was invented in the 1920s and 1930s, and refi ned 

(by adding colour) in the 1950s. In 1997, when broadcasters became 

interested in HDTV, and in order to fi nd additional space for emergen-

cy communications and advanced services, the US Congress decided 

that it was time for television broadcasting to move to more modern 

and effi cient digital techniques, which support HDTV or, alternatively, 

allow broadcasters to offer more channels to viewers.

Congress instructed its Federal Communications Commis-

sion (FCC) to assign to broadcasters new DTV channels and, after 

a DTV transition period, to have the broadcasters return their old 

analogue channels.Once DTV broadcasts are up and running and consumers are able 

to receive them the analogue channels with which most consumers 

presently identify local television stations, are supposed to disappear. 

Their frequencies will be re-assigned for other uses through an auction. 

Holding an auction for these frequencies will free up space for new 

broadband and other communication services, and will help emergen-

cy responders to coordinate their communications.
(Finding new frequencies for emergency communications has 

become a high priority in today’s volatile international landscape.)
When will broadcasting on analogue channels stop?

The US’s original target date was the end of 2006, but with conditions 

– primarily, the readiness, as judged by the FCC, of most consumers 

to receive the newer digital  broadcasts: unlikely to be met by the end 

of 2006. 
However, in the US, pressed by the need to ‘recover’ this valuable 

spectrum for other uses, and with the facilities for digital broadcast-

ing now well established, Congress is considering new legislation 

that would set a clear, defi nite and unconditional date for analogue 

broadcasts to stop – the transition would have to be complete by 

January 1, 2009.
Mr. Shapiro pointed to the Consumer Electronic Association’s

 » continued pg. 28

What you need to know about the ‘DTV transition’

EVOLUTION IN HOME CONTROLAmber Technology (NZ) Ltd has announced a new addition to their range 

of audio visual products. Nevo is the simple, easy, and interactive way to 

wirelessly access and connect every device in the home or offi ce. The user 

simply touches the device icons and follows the wizards to set the Nevo 

display to control the television, stereo, lights, and even air conditioning: 

enjoy digital media anywhere without ever having to touch the PC.

The unit offers total control of entertainment and media devices in 

the home and features a built-in IR database for audio-visual control and 

built-in wi-fi  for digital media control. It’s a wireless multi-room control 

that offers ease of use and intuitive simplicity. Features include a rich 

graphic user interface, set-up and confi guration wizards, as well as auto-

discovery of digital media content. Complete personalisation is possible through the NevoStudio for drag 

and drop customisation and future proof functionality.

A decade ago, Norm Scott was doing well with Homedics and Amber 
Technology had Nevo to control the TV, stereo, lights and even air 
conditioning. Today, both Nevo and All For One (Amber’s fl agship 
remote control brand) belong to the same parent company.

An interesting aside at this point is that both the Nevo and All 
For One brands belong today to Universal Electronics Inc (UEI), a 
company with an almost dominant hold globally on remote and 
infrared control technologies. Funny that. 

Flooring the market – This time 10 years ago, Wares ran a 
dedicated feature on fl oor care. Six brands were featured: Shark 
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Sylvia Park struggler

The giant Sylvia Park retail development 

in Auckland’s Mt Wellington struggles 

to attract retail tenants. Developers, 

Kiwi Income Property Trust managers 

are now saying it will manage the 

project ‘at cost’. The trust manager has 

decided to rebate up to $4 million in 

management fees in order to bring the 

yield on completion up to 7.5 percent 

from the seven percent it had earlier 

set. The project is due to be completed 

mid-2007. It also said managing 

the Auckland shopping complex’s 

development at cost, would “enhance 

the success” of the project.

GE realigns biz structure

In an effort to accelerate company 

growth and profi tability, GE has 

reorganised its 11 current businesses 

into six industry-focused businesses, 

effective July 5. The company’s major 

appliance business, which previously 

had been part of its consumer and 

industrial business, now will be part 

of the new industrial segment, which 

will include consumer and industrial, 

plastics, silicones/quartz, security and 

sensors, automation, and equipment 

services. The newly formed industrial 

business segment will be headed by 

John Rice, named new vice chairman, 

who will act as an advisor to GE’s 

board of directors. Currently, Rice, an 

experienced GE leader, is president/ceo 

of GE’s energy business. His mandate is 

to accelerate the company’s efforts to 

improve growth rates, margins and cash 

in his new segment’s global businesses.

Lloyd Trotter, currently president/ceo 

of consumer and industrial, will remain 

in that position as it becomes part of the 

industrial segment. The other fi ve new 

GE business segments are infrastructure, 

commercial fi nancial services, NBC 

universal, healthcare and consumer 

fi nance. GE said the changes are the 

culmination of a long series of reviews 

with the GE board for well over a year, 

and that these changes will strengthen 

the management team, retain the best 

talent and broaden the experience 

base of the company’s next generation 

of leaders.

Centro acquires local retail 
properties

Australia’s Centro Properties Group 

has acquired four retail properties 

in Australia and New Zealand for a 

total cost of A$131.4 million. In New 

Zealand, it has purchased Meadowlands 

Shopping Centre in Auckland for $11.7 

million and the Barrington Shopping 

Centre in Christchurch for $6.7 million. 

Willem Goetzee from Red Beach was the lucky 
winner of Philips’ Captain’s Run competition, held in 
conjunction with MoreFM in June.

Willem and his partner won the opportunity to 
watch the Captain’s Run, the All Blacks’ last training 
session (run by the captain) before a test.  The 
session is closed to the public and media, but Willem 
was able to spend the day watching the training at 
North Harbour Stadium with Ian Jones and have his 
photo taken with the players.

He also won a Philips TV, DVD R hard drive and 
tickets to the Fiji vs New Zealand game. 

“It was a really special day,” said Willem.  “It was 
a great experience and we had a fantastic time.”

As sponsors of the All Blacks’ home tests, Philips 
will also hold Captain’s Run competitions for the All 
Blacks games against South Africa in August and 
Australia in September.

Celebrating Kiwi talent 

‘Su. Vario’ an innovative tool designed to protect horticultural workers from becoming exposed to dangerous spray 
chemicals, has won the fi fth annual Dyson Product Design Award at a ceremony held in Auckland.

Engineer and Unitec design graduate, Rodney Ng (22), of Auckland designed Su. Vario, a spray unit – worn as 
a backpack – which removes the need for horticulturalists to pre-mix and measure dangerous chemicals prior to 
spraying crops. The unit is a safer alternative to existing products as the chemicals are mixed during the spraying 
process, and not before, vastly reducing the amount of contact the user has with hazardous substances. The 
chemical and spray ratios are more accurate, reducing waste, and preventing soil from being over sprayed and 
chemically contaminated. Open to fi nal year design and engineering students and recent graduates, the Dyson 
Product Design Award recognises emerging designers whose work demonstrates the ability to think differently and 
create products that solve problems and work better than existing products.

The judges, headed by designer Bina Klose, product representative for the Designer’s Institute of New Zealand, 
said that Mr Ng’s product refl ected the Award criteria and the Dyson philosophy, which is simply about making 
products work better.

Mr Ng, who was also named a British Council New Zealand Design Ambassador, will travel to the UK with 
$3,000 spending money expenses and have the opportunity to meet James Dyson, inventor of the Dyson, and other 
key members of the UK design community. Plus he received a Dyson vacuum cleaner, a year’s membership to the 
Designer’s Institute of New Zealand, a digital camera, and an invitation to join the D&AD Talentpool – an online 
database of international design talent.

He will also have the opportunity to compete against other emerging product designers from around the world 
for Dyson’s global design award. This will be won by the best of the best, from other Dyson awards at national level. 
The winner of Dyson’s global award will receive a $15,000 cash prize package, which also includes interaction with 
Dyson’s senior engineers from their Research and Development team based in the UK. 

PHILIPS’ CAPTAIN’S
RUN COMPETITION

Left to right: Mark Robinson, 
Rodney Ng and Brett Avery.
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floor care

DYSON RECENTLY ANNOUNCED its highest market share, 26 per-

cent by value. In June, the UK based manufacturer, always striving 

to improve on what has gone before, updated its current products 

by launching its new, consolidated range of barrel vacuums in New 

Zealand. The new range, Origin, maximises Dyson’s most recent 

and innovative technologies.

The result is a tighter range, allowing retailers to stock every 

Dyson model with ease. 

“We reduced our range from seven barrel models to fi ve. While 

other vacuum brands are introducing more and more models to 

their line up, making it harder for retailers to range product on the 

fl oor and confusing sales staff, Dyson has gone the opposite way.

“Living conditions, lifestyles and the home environment are 

changing rapidly in New Zealand and consumers need appliances 

that offer true benefi ts to meet their individual needs, they certainly 

don’t want more machines that give them fewer options,” says Brett 

Avery of Avery Robinson, director of Avery Robinson, Dyson’s New 

Zealand distributor.

Mr Avery says Dyson has also looked towards the ‘business-end’ of 

vacuuming this year in order to provide retailers with opportunities to 

generate additional sales from an added value range. Dyson has released a 

new range of accessories that are designed to make cleaning even easier for 

customers, whilst doing a better job than most other accessories currently 

on the market.

Available nationally, the range includes a mattress tool, Dyson’s stub-

born dirt brush, car cleaning kit, a car turbine head - to pick up pet hair, 

dust and fi bre from hard-to-reach places - and a soft dusting brush, de-

signed to improve household dusting by cleaning fragile surfaces such as 

television screens.

Next month, after taking hundreds of thousands of hours to develop, 

Dyson will launch the DC15 The Ball, the biggest innovation in vacuum 

cleaners since the dual cyclone over a decade ago. Dyson engineers have 

developed an entirely new type of vacuum cleaner with a ball instead of 

wheels, making it more manoeuvrable so it freely and quickly zigzags 

around furniture and obstacles.

“We’re confi dent retailers will discover the DC15’s launch will have a 

momentous impact on the market,” says Mr Avery. 

BALL’S OUT

10 years ago, the fresh faced team of 
Mark Robinson and Brett Avery present 
another design-led Dyson Design 
Award, while Nilfi sk got all Darth Vader 
on us with its Extreme model.
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WHO WILL BE THE 
2015 INDUCTEE(s)?

The Appliance & Electronics 
Industry New Zealand Hall of Fame was 

established to run alongside Wares magazine’s 
annual Awards. Wares magazine and a formal 

committee comprised of respected people in the 
industry are the engine behind the Hall of Fame, 

cementing it as a reputable celebration of the 
most influential people in the industry.

www.hof.org.nz

All will be revealed on 12 November 
at the 2015 Wares Awards
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rolling back the years

touted its Cordless Rechargeable Super Sweeper; Electrolux 
pushed the Oxy³ system with the British Allergy Foundation Seal 
of Approval; and Dyson spoke of its new Origin range, at the same 
time revealing a 26% market share by value. 

Over at Nilfi sk we (that’s your author and team!) were 
celebrating the release of our Extreme series and repeating that 
this was another case of “vacuum better breathe better”. 

LG had a range of HEPA fi ltered machines with both cloth & 
paper bags while the Roomba robotic vac from Salton could sweep 
most fl oor surfaces at the touch of a button. Despite much 
promise, even today robovacs remain off to one side of the market.

Marking time with Meikles – Founded by John Meikle in 1954 in 
the small Bay of Plenty settlement of Edgecumbe, this Whakatane-
based family business grew in prolifi c style and opened a store on 
The Strand in 1972, moving across the road two years later. 

20 years on, Mark Meikle (son of John) was the owner and he 
bought the adjoining New World supermarket, converting the 
department store into a superstore. Cherie Kerrison was Appliance 
Buyer back then and her division was part of Retravision. 

In August 2005 she spoke to Wares. “Exceeding our customer 
expectations is the number one priority,” she said. “It has to be 
that way, for every customer, every time. We are always looking to 
raise the bar and since reopening we’ve had a huge amount of 
positive feedback.” Cherie added, “We’re better because we care 
about people and try to get it right fi rst time, every time.” 

Smiths City purchased Meikles two years later in 2007. Mark 
and his wife Carmen now spend our winter on Australia’s 
Sunshine Coast, returning to Whakatane in time for the warmer 
weather and last November Mark ticked off another bucket list 
experience when he completed a lap of the famous Nürburgring 
motor racing circuit in Germany. Today, Cherie is General 
Manager at Appliance Shed. 

August’s movers & shakers – 10 years ago, BDT had appointed 
Kate Gibson to the role of Retail Group Manager with emphasis 
on Mitsubishi Electric refrigerators, dehumidifi ers and air 
conditioning while Trish Stenzel took on responsibility for the 
overall Mitsubishi Electric portfolio as Marketing Manager. 

Kate became Divisional Manager for Mitsubishi Electric and has 
until recently been on maternity leave, whilst Trish, after fi ve years 
in Australia returned to BDT as Marketing Manager last year. 

Over at Electrolux Home Products, Michael Peters was the new 
Operations Manager, Wayne Taylor became Marketing Manager 
for the 100% YES brand at ACL and Haier announced Jade 
Cuthbert as Northern Area Manager. 

Michael still holds sway as Ops Manager at Electrolux and Jade 
is now Jade Clarkson, in the family business of Clarkson Electrical. 
I haven’t been able to locate Wayne. 

In the next issue, we see what Bryce Purdy was doing 20 years ago, 
we check out a schools training session with the All Blacks (Simon 
Little was there too) and read about the Auckland City Council’s 
heavy handed attitude towards an iconic retail frontage.   
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The Energy Effi ciency and Conservation Authority (EECA) is introducing a 
product endorsement label from September called Energy Star, to promote 
the most energy effi cient products available in the market. The new label is 
an international mark denoting products with outstanding energy effi ciency. 
For home electronics, achieving Energy Star means they use little power in 
standby mode.

Established in the United States in 1992 by the Environmental Protection 
Agency, Energy Star is now established in Australia, Canada, the United 
Kingdom and the European Union. In 2004, it is estimated that the Energy Star 
programme saved the United States four percent of total electricity usage.

In the US, Energy Star covers over 40 product classes including television, 
refrigeration to insulation and even homes. In New Zealand, Energy Star will 
be phased into the market with new products being added each year. The 
fi rst phase, from July 2005 until June 2006, covers home electronics, domestic 
refrigeration appliances and offi ce equipment.

The Energy Star label is only awarded to products that achieve signifi cant 
energy savings and is expected to cover the top 25 percent of the market. For 
television this means using only one watt of power in standby mode or for a 
refrigerator being at least 15 percent more effi cient than the Minimum Energy 
Performance Standard (MEPS). 

EECA says Energy Star is necessary because 40 percent of household energy 
is used on appliance, lighting and home electronics. Entertainment products, 
such as televisions, radio, video and DVD players, games consoles and Sky 
or Saturn decoders, account for 61 percent of standby energy power used 
by a product when it is switched on at the wall but not in operation. About 
a quarter of television electricity use is for standby. Appliances on standby 
represent about $65 million in annual energy costs and enough electricity for 
77,000 homes – almost the size of Manukau City.

“Consumers could save hundreds of dollars on their household power bills 
over time by choosing Energy Star products,” says Bill Boyd, EECA’s marketing 
communications manager. “Choosing energy effi cient products means you use 
less energy and enjoy lower power bills without compromising on lifestyle.”

EECA has spent the last two years investigating a label to help consumers 
choose the most energy effi ciency products in the market and chose Energy 
Star for three reasons. “We talked with suppliers and distributors in the 
appliance industry and they said they didn’t want us to create another new 
label. They wanted something that was internationally recognised.”

The third reason for choosing Energy Star was success in overseas markets. 
Research conducted in the US in 2004 found that nationally, 64 percent of 
households recognised Energy Star, and of those 67 percent, purchased an 
Energy Star labelled product. Furthermore, of households that knowingly 
purchased an Energy Star product, over half of them said the label infl uenced 
the purchasing. 

An Energy Star appliance uses less energy than a non Energy Star one so 
users lock in the savings over the lifetime of the product

EECA sets MEPS  (which currently applies to lighting and refrigeration) to 
ensure the least effi cient products cannot be sold in New Zealand. The energy 
rating label provides information on the energy use of an appliance and 
awards a number of stars based on that usage to allow people to compare 
one appliance against another. Where the energy rating label is applied to all 
products in that class, Energy Star is only applied to the very best performing 
products in its class.

While the rating label is currently only applied to washing machines, 
refrigerators and air conditioners, over time, Energy Star will be applied to a 
larger range of products than those covered by the energy rating label.

The  programme manager, Stuart Ross, is currently talking to distributors 
and retailers about how to get involved in the programme. If you are a supplier 
of products that you think could be Energy Star compliant or would like to 
know more about the programme contact Stuart on 0-4-470 2246 or email 
stuart.ross@eeca.govt.nz. 

Energy Star aims at effi ciency

David and Goliath was a battle that has cemented itself in folk law. The small player that battles big boy 
competitors to succeed against the odds is something that just about every Kiwi can identify with. And 
so too Eastern HiFi.

This small fi sh is doing more than merely holding its own in a big pond. The NZAX-listed company 
that started out of the back of a van in 1975 produced a net profi t after to December of $712, 000. 
It’s something that managing director, Steve Allbury, is obviously very pleased about with turnover up 
$1 million and gross profi t up by $400, 000. Despite same store fi gures being down a little over the 
previous year, Mr Allbury says things have gone to plan with a dedicated focus on infrastructure to 
facilitate growth set to produce big dividends in the coming year.

The importer and retailer has purchased Wellington shop, Absolute Audio & Visions, as part of this 
growth strategy. The store will continue to trade as Absolute Audio & Vision but will use Eastern HiFi 
management and marketing systems.

SMALL FRY SWIM STRONG

RABBITS MATE FOR LIFE

What do Dyson and a giant rabbit have in common 
you may ask?  Absolutely nothing, unless you’re 
a giant rabbit that has fallen in love with a Dyson 
vacuum cleaner.  Harvey, the Flemish giant rabbit 
at fi ve months old and entering adolescence was 
becoming frisky and with the lights down low 
and the mood set just right was found mating 
with a DC08 Dyson vacuum cleaner by his owner 
Bronwyn. This at fi rst was very funny but it soon 
came apparent that Harvey was not going to allow 
anyone to touch his newfound love.

Bronwyn, knowing her Dyson’s sole purpose is to 
banish dirt, dust and allergens from her home, was 
soon driving Harvey off to the vet for the operation 
that all males fear the most.

Harvey, seen guarding his Dyson at Harvey 
Norman Hamilton’s Fieldays Expo in June, was 
considered by store staff to be an excellent 
salesperson for the retailer.

Eastern HiFi 
burned very 
brightly indeed for 
some years, before 
founder Steve 
Allbury fell sick.

Ups & downs of a hi-fi  retailer – On the what was happening in 
retail 10 years ago. Steve Allbury founded Eastern HiFi in 1975, 
operating out of the back of a van. In August 30 years on, it was 
announced in Wares that turnover had risen by $1m over the 
previous year and GP had increased by $400k. Also, the company 
had taken over Wellington retailer Absolute Audio. 

Just two years later, Steve suffered a heart attack and was forced 
to retire from our industry. He now works with his wife, Clare 
Danks, at the family business Mt Meru, which is an importer 
specialising in giftware.
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Tharcold Gen 2 
The Tharcold appliance story is a journey showing what an 
unswerving commitment to quality ethics can achieve. 

Tharcold (an acronym for ‘The Home Appliance and 
Refrigeration Company Ltd’) was established by Alf Ells 46 
years ago (in 1959) as a service company specialising in 
support to the whiteware retail industry.

In 1965, Alf established a commercial refrigeration 
business called Coolzone, trading as a commercial Fisher 
& Paykel dealer. Coolzone specialised in commercial 
refrigeration and ventilation systems.

Tharcold took on a new direction in 1993 as Alf 
became a founding director of The Appliance Network 
Society and later, held the post of vice-chairman.

The Appliance Network Society (also known as 
‘Appnet’) was a new retail appliance group spawned 
from the importer of Simpson appliances as a result of 
consumer demand for a choice in appliances.

Over the ensuing years, Tharcold continued to expand 
its retail activities throughout the greater Wellington area 
and the Tharcold name became synonymous with quality.

In August 2000, Appnet purchased the struggling 
Kitchen’Things business in Auckland and then worked 
with Alf to purchase Kitchen Appliances Specialists in 
Wellington and convert this store to Kitchen’Things. This 
store is now a fl agship of the national Kitchen’Things 
Group and has placed pressure on the other 
Kitchen’Things stores to lift their standards. 

When Alf joined up as the lower North Island member 
for Kitchen’Things, it completed Appnet’s target of fi ve 
stores nationally, concentrated in the main urban centres, 
ie. two in Auckland (Appnet owned), one in Wellington, 
one in Christchurch and one in Dunedin. 

Tharcold is a family owned business with Alf still 
operating as managing director. In 2003, Alf’s youngest 
daughter, Justine, was appointed general manager to 
provide a succession plan for this growing and vibrant 
business. Justine was also appointed to the Appnet board 
earlier this year in recognition of her skills, and the Ells 
family’s commitment to Appnet.

It speaks volumes for Tharcold’s management style and 
culture that the service centre manager, Bruce James, has 
now been with the company for 37 years and fi ve other 
team members have a similar employment.

Appnet’s general manager, Warren Brewin, developed 
the Generation 2 Betta Electrical. Tharcold Generation 
2 Betta Electrical (Tharcold G2) was launched in May as 
the second G2 store following the opening of Martins 
G2 Betta Electrical (Hamilton). Tharcold G2 has employed 
seven retail staff and four service staff to embrace the 
G2 concept. Sales have been outstanding. Generation 2 
Betta Electrical ensures Tharcold’s growth in the greater 
Wellington area.

G2 is the new format Betta Electrical store developed 

for Appnet’s growth into NZ’s urban markets. These 
G2 stores provide the stage for Appnet members to 
showcase the group’s supplier brands and fulfi l 
market potential by continuing to grow the whiteware 
business, and developing the entertainment and 
communications sectors.

“Necessity is the mother of invention. Competitor retail 
groups arriving in NZ established a new benchmark which 
threatened existing retailers. We accepted the challenge, 
and believed that we needed to develop a format that 
was superior to our competitors. When developing the 
G2 concept, all previous thoughts on how we interacted 
with our suppliers and customers were discarded so that 
we created a new format to satisfy common business 
imperatives,” said Mr Brewin. 

“Suppliers wanted their brand displayed fully and in 
a quality environment with expert advice available from 
trained personnel. Consumers wanted the mystery taken 
out of a very confusing technology and entertainment 
sector. They wanted informed sales staff and to enjoy the 
shopping experience. We also spoke to mothers who now 
spend in excess of 70 percent of all household income. 
They wanted clean, uncluttered displays and asked for a 
safe and secure children’s play area so they could focus 
clearly on satisfying their needs,” he added.

To satisfy the consumers’ demand for innovative design, 
it was decided to have design companies in-store Tharcold 
is aligned with Hayley Brown Interiors.

Another driving factor is the increased infl uence of 
loyalty programmes to dictate buying patterns. To this 
end, Appnet has the exclusive rights to the AA Rewards 
programme for appliances, and this is actively promoted 
in G2 stores. AA members now spend in excess of $38 
million per annum with Appnet stores and this growth is 
currently exceeding 50 percent per annum.

Mr Brewin said, “With the undisputed success of 
how we reconfi gured Kitchen’Things, we learned that 
consumers were more and more buying by brand and 
this was being driven by the manufacturers. Whiteware 
manufacturers were co-ordinating the different product 
categories with a cohesive style so that they sold all the 
major appliances in the kitchen, not just one or two. 
Entertainment suppliers, like Panasonic, were centering 
wdesign around a common format such as the SD card, 
which compels the customer to stay loyal to the brand 
across a diverse range of categories.”

“We, as a retailer, decided to embrace these different 
ideologies so that the consumers’ buying decision was 
future-proofed, and developed G2 displays by brand, 
not product category, as a pivotal strategic difference to 
our competitors,” he said. “We have also concentrated 
on key categories within these displays to maximise our 
return. In whiteware we focus on cooking as the largest 
value and most important category in the kitchen. In 
browngoods, we focus on big screens as the focal point 
of the living room.”

 

InBrief

Foodland deal delayed

Supermarket chains Woolworths Ltd and 

Metcash Trading Ltd are facing delays in 

their two-way acquisition of Foodland 

Associated Ltd. Foodland shareholders 

are now expected to vote on the deal 

in early October, rather than August 

as initially planned. Foodland said the 

scheme documents were required to 

include the latest fi nancial information 

from Woolworths and Metcash, in 

accordance with their reporting periods. 

Foodland said the overall transaction 

and demerger process was “progressing 

well”, adding that it was on track to 

fi le the draft scheme booklet with the 

Australian Securities and Investments 

Commission soon. 

Apple to offer $50 credit 
in iPod suit

Apple Computer has agreed to settle 

several class action suits over the battery 

life of its popular iPod portable music 

players, offering extended service 

warranties and US$50 store credits to 

consumers who lodged complaints. 

Notices of preliminary settlement have 

been sent to more than two million US 

residents who purchased iPods between 

the date of the device’s debut in 2001 

and May 31, 2004. The legal dispute 

began in 2003, when eight consumers 

in California and New York fi led suits 

alleging that Apple had misrepresented 

the durability of its iPod batteries 

when it claimed they would last the 

lifetime of the device and would power 

uninterrupted play for up to 10 hours. 

Many found that the batteries held their 

charge for only four or fi ve hours of 

continuous play.

Optus faces second porn suit

Australasian telecommunications giant 

Optus has become embroiled in a second 

lawsuit over its role in a secretive deal 

to host pornography on its computers 

and share in profi ts made from its sale 

over international telephone lines. The 

case has also dragged law fi rm Clayton 

Utz into a defence of its ‘Chinese wall’ 

- procedures designed by professional 

fi rms to avoid confl icts of interest - after 

the fi rm switched sides last year. Hong 

Kong-based phone-sex company Asia 

Pacifi c Telecommunications (APT) is 

suing over unpaid commissions dating 

back nine years. It follows a successful 

claim - estimated to be worth US$9 

million - related to the same deal made 

between Optus and Gibraltar-based porn 

merchant Gilsan. The sensational Gilsan 

civil suit launched last year exposed 

Optus as the middle-man in the trade of 

internet porn from Vanuatu to the US 

and Europe.

Turning from a Kitchen 
Things into Tharcold 
Betta Electrical in 
May 2005 with the 
introduction of Betta’s 
Generation 2 concept, 
Tharcold’s has since 
reverted to its servicing 
roots and operates to 
this day as part of JFI.

There & back with Tharcold’s – Founded in Porirua in 1959 
as an appliance service company, in 1993 Tharcold’s took 
a new direction; as a member of The Appliance Network 
Society (Appnet), it added a retail arm called Tharcold Quality 
Appliances. 

In August 2000 the shop was transformed into a Kitchen Things 
outlet when Appnet assisted in the purchase of Kitchen Appliance 
Specialists in Wellington, before it was rebranded Tharcold 
Generation 2 Betta Electrical in May 2005 with the introduction of 
Betta’s Generation 2 concept. 

Tharcold G2 traded until the business was sold to Jones Family 
Investments group (JFI) in 2006. Since then the retail side has 
been in the re-energised Kitchen Things stable but, throughout all 
the changes, Tharcold Appliance Services has continued to cater 
for the region’s whiteware servicing needs, also as part of JFI and 
operating out of Ngauranga Gorge. 
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InBrief

New boxes under the mountain

Taranaki’s biggest retail development has 

been confi rmed for Waiwhakaiho Valley 

in New Plymouth. The three-year project 

will have a total end-value of more than 

$40 million. Retail stores likely to open 

in the development are Kmart, Briscoes, 

Rebel Sport, PostiePlus, Baby City, 

Arbuckles and Noel Leeming. Taranaki-

based investment and development 

company KCL has confi rmed it would 

develop the site. Spokesman Bryce 

Barnett said the project would be 

carried out in two stages. The fi rst stage 

– due to start in August – would see 

buildings and car parking covering about 

13,000sqm and the second stage would 

add another 8,930sqm.

Samsung unveils miniature phones

Samsung Electronics, the world’s third-

largest cell phone vendor, has taken the 

wraps off miniature phones that weigh 

92 grams and are 8.76 centimetres long. 

However, features of the small phones 

called SCH-V730 and SPH-V7300 are by 

no means weak as they boast various 

applications. The models are equipped 

with an MP3 player, electronic dictionary 

and megapixel built-in camera. Video 

recording is also possible for two hours 

thanks to their 256-megabyte internal 

memory. In addition, the high-end 

phones improve the text-to-voice 

conversion function by enabling users to 

control the conversion speed. Another 

compelling service is mobile printing, 

which allows users to print photos taken 

via cell phone by directly connecting to 

a printer.

Call to force television switch

One of Australia’s largest television 

makers, LG Electronics, has called on 

the Government to force retailers to 

stop selling analogue sets from 2008. 

Paul Jenkins, LG’s general manager 

of marketing, told a parliamentary 

inquiry that more needs to be done 

to encourage people to buy digital 

televisions. “The Government should 

mandate that no analogue televisions 

should be sold from 2008 so digital 

televisions can gain momentum,” he 

said. The US Government has already 

ordered all televisions with screens sized 

between 63cm and 92cm to be digital 

by March next year. Free-to-air digital 

television was launched in Australia 

in 2001 but fewer than 10 percent of 

homes have the technology, even though 

it provides clearer television pictures in a 

widescreen format. Mr Jenkins said the 

Government originally expected 

the television signal now used by 90 

percent of Australians would be switched 

off in 2008. 

AWARDS DIARY

Get on your bike! Entries for the Young Retailer and Retailer of the Year awards are due on 
Monday September 5.

Those who do enter the awards fi nd it an enjoyable and a great learning experience. 
Enter the awards and you will have the chance of being nationally recognised for your 

excellence in retailing, attend an Auckland University Business School short course and win 
a trip to an international consumer electronics or appliance fair in 2006.

Finalists and winners also receive industry-wide recognition from their peers.
For help with your entry please read the tips on entering the Wares awards in this issue.
Entry forms for the Young Retailer and Retailer of the Year awards can be downloaded 

from www.wares/.co.nz/awards
Have you booked for the industry event of the year?
Don’t miss out on the glamour and excitement of the 2005 Wares awards dinner at the 

Carlton Hotel on Thursday, November 10. Book now to secure your place.
For more information about nominations or entering the awards please contact event 

manager Karen Thompson phone (09) 366 4578 or email karen@marketplace-mags.co.nz 
for a full 2005 Wares awards information pack.

2
0

0
5

MAJOR PROMOTION FOR 100% YES

This year’s major consumer promotion in August/September for 100% YES is the hot 100, giving away 100 trips to 
Fiji, fl ying Air Pacifi c and staying at the Sheraton Fiji – with a prize value of over $100,000.

“We have run similar promotions in previous years which have been very successful, and believe that the 
opportunity for our customers to go in the draw for a prize package such as this does infl uence the decision to 
purchase from a 100% Your Electric Store,” says Wayne Burton, chief executive.

PVR’S NOW NO PIE IN SKY
In a move that will have major ramifi cations on the home recorder market, Sky TV has announced it will offer 
‘personal video recorder’ set-top boxes to subscribers in December. It has a deal with British supplier Pace Micro 
Technology, complicating life for television advertisers as well. 

The digital boxes will serve as a traditional set-top box but can also record broadcasts on to a built-in hard disk 
drive, letting viewers ‘pause’ live television, fast forward through ads, and create instant replays. They will be capable 
of recording two channels at the same time, or displaying one channel and recording another. The devices will likely 
record about 100 hours. Sky is waiting for feedback from focus groups before deciding how to market and charge 
for the boxes. Spokesperson Tony O’Brien was quoted as saying the persona; video recorders will lead to a more 
enjoyable pay-TV experience. “Subscribers have been calling us for some time asking for this.” Probably a faster 
reaction than responses at Sky’s complaints department but that’s another story. The devices will tie in with Sky’s 
electronic programme guide, so programmes can be recorded easily using a remote control. Pace has supplied the 
set-top boxes for Sky’s digital service in New Zealand since 1998 and was behind the fi rst Australian personal video 
recorders, launched earlier this year.

Personal video recorders sold slowly in the US after they were fi rst introduced in 1999, but sales have exploded 
during the past year. The boom has been driven by the TiVo’s service which lets viewers set up weekly recording 
schedules as well as replay, pause and rewind live television. 

Its three speeds of fast forwarding - three, 18 and 60 times ‘play’ speed - make it popular with viewers eager to 
skip commercials. At its fastest speed, a four-minute commercial break would last four seconds.

Rival ReplayTV originally offered an ‘ad-skip’ feature that eliminated commercial breaks at the touch of a button 
but was forced to withdraw it after legal threats. The rise of personal video recorders has rattled the US advertising 
industry. Some studies have shown 88 percent of ads went unwatched by TiVo users. With the number of personal 
video recorders in the US predicted to rise to about 20 million this year, some marketers are wondering whether 
television advertisements will survive.

Despite claims from the advertising industry that the new PVP’s will have little impact on television advertising 
spend, international analysts predict a downward trend in ‘scattergun’ approach advertising in favour of targeted 
promotions on the internet and in magazines.

This year’s major consumer promotion in August/September for 100% YES is the hot 100, giving away 100 trips to 
Fiji, fl ying Air PacifiFiji, fl ying Air PacifiFiji, fl  c and staying at the Sheraton Fiji – with a prize value of over $100,000. ying Air Pacifi c and staying at the Sheraton Fiji – with a prize value of over $100,000. ying Air Pacifi

“We have run similar promotions in previous years which have been very successful, and believe that the 
opportunity for our customers to go in the draw for a prize package such as this does infl uence the decision to opportunity for our customers to go in the draw for a prize package such as this does infl uence the decision to opportunity for our customers to go in the draw for a prize package such as this does infl
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IS THIS THE END OF price point retailing? In recent times, it has been 

enough for many to offer the best product ranges at the right price. No 

longer. Instead, we’re seeing a return to the often-overlooked age-old 

principles of retail.

One company that has never wavered in its commitment to tra-

ditional fundamentals is Meikles Retravision, based in Whakatane. 

The chain has become a stalwart of the New Zealand consumer 

electronics retail landscape. A commitment to customer service has 

kept it going over the past 50 years, and it is also that which will ensure 

its future success. 

The company’s service aim is to provide customers with the best 

quality product, to make life easier, more comfortable and as enjoy-

able as is possible. The store prides itself on maintaining high stand-

It’s all about 

the service

Meikles in Whakatane was going 
well as a new superstore in 2005. 

Cherie Kerrison (seen above at 
the Wares Awards) was Appliance 
Buyer back then and was “always 
looking to raise the bar”. Smiths 

City purchased Meikles two 
years later.

<50> W A R E S  A U G U S T  2 0 1 5 MORE AT  www.wares.co.nz

MORE AT  www.facebook.com/WaresMagazine
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