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This jewel amongst laminate flooring has an exclusive V-groove, milled in a random

way giving it a natural look, resembling real wood with its typical particularities.

Tradition Sapphire laminate flooring is a real jewel with a fantastic look-and-feel effect.

R.E. BALTERIO - Wakkensteenweg 37B - B-8710 Sint Baafs Vijve
T. +32 56 62 80 81 – F. +32 56 62 80 82 - info@balterio.com

FOR MORE INFORMATION, VISIT OUR WEBSITE WWW.BALTERIO.COM

EXCLUSIVE!

Perfection doesn’t always follow a straight line
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Andrew Kidd
Editor

BE COLOURFUL
In a couple of weeks or so the Fun on the Floor carpet
marketing campaign is due to get underway. Talking
exclusively to Interiors Monthly, Martin Harris,
Carpetright commercial director expects to pick up about
a third of the extra carpet sales he anticipates the
campaign will generate. If his forecasts are right, that
leaves more than £130m of sales that other retailers
should be able to grab (see p6). But only if you are
stocking what shoppers want.

Colour is becoming more and more important, as
consumers look for something other than beige or
brown. No-one is suggesting that the market will be
transformed overnight as the country switches en masse
to reds, blues and oranges, but with Fun on the Floor
likely to be promoting brighter shades, not having any
on display will be a huge own goal. If you don’t have
any already, expect plenty to be on offer at the National
Floor Show next month (see p82).

As the summer progresses (now that it seems to have
finally arrived), suggestions earlier in the year of
impending economic meltdown seem, thankfully, to be
as reliable as England’s middle batting order. United
Carpets (see p7) and Furniture Exhibition Centre (see p12)
have demonstrated that consumers can still be persuaded
to buy, if you have a focused message (see p92). At times
like these getting your name into the minds of
consumers is vital. What does your branding say about
you? Do you have a consistent message or are shoppers
confused about what your business is offering?

The move by Interiors Birmingham to product specific
halls by 2010 is to be welcomed (see p10). This should
make retailers’ lives much easier and save them from
walking past aisles of products they have no interest in.

A huge thank you to all of you who voted in the
Interiors Monthly Awards 2008 (see p33). The
companies you chose can be rightly proud that you
hold them in such high regard. Congratulations to all.

Fall for 1,000s of great value carpets,
laminates, vinyls, tiles, rugs and real wood
floors at yourfloors.co.uk – like this Roger
Vanden Berghe Panache carpet in brown.
With free delivery and samples, it’s easy to
find something you’ll love.
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“award winning bed designers & manufacturers”

the ultimate BED designers

®

Tel: 01924 517820    Fax: 01924 517910    Email: sales@jaybe.co.uk    www.jaybe.co.uk

Jay-Be ‘HERALD’ Bed...
- high quality with added value as standard!

Exceptional Finish
All Jay-Be Metal Beds are designed
down to the finest detail, quality
paint combined with laser cut

and brazed joints give a 
more superior finish.

First Class Materials
All Jay-Be Metal Beds are made

using heavier gauge British 
standard steel for a more durable

bed, that is built to last!

Greater Comfort
All Jay-Be Metal Bedsteads have 
a sprung slatted base which

works in harmony with the 
mattress for long lasting evenly 

distributed support.

Choice of Colour
All Jay-Be Metal Beds are available
in a choice of colours, so you can
choose the finish which perfectly
compliments your room design.

British Made
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Luxuryy Carpett Underlay

FOR EVERY STEP YOU TAKE…

Carpenter 
Luxury Underlay

A 10mm Polyurethane 
product that out performs 

most rubber underlays

Dinting Lodge Industrial Estate, Glossop, Derbyshire SK13 6LE
Tel: 01457 861141  •  Fax: 01457 853198

glossop.sales@carpenter.com  •  www.carpenter.ltd.uk

• Increased luxury & comfort around the home

• Excellent heat and sound insulation

• Flame Retardant

• Guaranteed for the lifetime of the carpet

NEW

RECYCLED & RECYCLABLE

Light to Lift & Carry, Easy to Cut & Fit
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Upholstery chain ScS has been
saved from collapse after it
was bought by Sun Capital
Partners, owner of furniture
chains Sharps and Moben.

The chain put its parent
company into administration
and sold its trading arm after
it was unable to obtain credit
insurance and its bankers said
they would not renew its
overdraft. Without the deal

ScS would have been unable
to pay its suppliers and the
rent on its 91 branches – only
one is owned by the chain.

Sun Capital, which also
owns US furniture
manufacturers Rowe Furniture
and Lexington, is believed to
have paid a nominal sum for
ScS but made a major
investment in working capital.
The chain’s management,

headed by Mike Browne and
David Knight have been
retained.

The deal leaves shareholders
with nothing. 

‘Certainly it is good news
for the staff, suppliers and
customers. It is a shame that
this is where we have ended
up but we are dealing in
difficult times and we feel that
Sun Capital can help us go

forward,’ says Knight.
Browne says Sun Capital

was the only option as it was
sufficiently interested and had
the funds for a deal that
would keep the chain open.

After a spate of profit
warnings, shares in ScS fell by
more than 90% this year
before being suspended at
6.5p. In April 2006 they
peaked at £5.70.

News

Carpetright is preparing a
marketing campaign that
focuses more on inspiring
consumers rather than its
traditional discounting
message.

Speaking exclusively to
Interiors Monthly, Martin
Harris, Carpetright commercial
director says: ‘My challenge 
is, to use The Good Life
analogy, that I have one side
of the fence well and truly
covered but Margot is my
customer. How do I convince
her that she is mad not to
come to me? 

‘Yes, it might not be the
perceived thing with the POS
saying 50% off and I’m a
discounter, but actually the

end to end service is as good
as anywhere else and better
than most.

‘That’s my challenge, to still
have the 50% off message 

but almost reassure middle
class Britain that actually it’s
OK to come into my store
because I have so much more.
I challenge them just to use us

once – I think they’ll be
surprised and use us twice,
three times,’ he says.

Harris also reveals that he
expects the chain to take a
third of increased sales
generated by the Fun on the
Floor campaign, which 
begins next month. He says
the campaign could lift 
carpet sales by £200m to
£2bn, leaving £133m of sales
up for grabs.

Carpetright saw UK and
Republic or Ireland like for like
sales fall by 2.7% in the year
to 3 May. Group sales rose
9.6% to £521.5m and pre-tax
and pre-exceptional items
profit rose 7.6% to £62.1m.
See p18 

Carpetright is expanding its target to the Margot’s of Britain

Carpetright set to target middle 
class Britain in marketing revamp

Home furnishing retailer
Dunelm has paid £5m for the
Dorma bedlinen brand.

As part of the deal previous
owner Dawson International
will supply the 89-store chain
with Dorma and own-label

bedlinen for four years. 
Dawson will continue 

the Dorma department 
store concessions until
January 2011. The Dorma
branded operations lost
£3.6m last year.

Dunelm buys Dorma

ScS saved as it joins the Sharps stable

MBO for Beds Direct
The management of Beds
Direct has bought the retailer
after placing it into
administration, reducing the
chain from 42 branches to 20. 

The administrator,
PriceWaterhouseCoopers, says
the chain, which also traded
as Helibeds UK, had paid the

price of expanding too quickly.
It says the offer from Ivor

Marr, md, was the best
available but creditors are
unlikely to receive any monies.

Marr says he is now
relatively confident after
reducing the size of the
company.
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Floors-2-Go
trades on 
as a buyer 
is sought

Flooring and beds retailer
United Carpets has
demonstrated that growth
and profitability are possible,
lifting flooring like for sales 
by 7.9% in the 16 weeks to
17 July.

Paul Eyre, chief executive,
said the 68-store North and
central England chain would
be able to take advantage of
independent retailers’ lower
margins and was well placed
to give Carpetright ‘a run for
its money’ in its heartland
areas.

Independents are ‘going to

find it tough,’ he says with
lower margins as ‘most are
buying from a distributor and
decreasing sales will affect
them more than ourselves or
Carpetright.’

Ian Bowness, finance
director says the company has
benefited from its mix of
owned and franchise stores as
‘during a tougher economic
climate there’s a lot more
incentive [on franchisees].
There’s a lot more pressure on
him because that’s his only
source of income.’

But the chain has taken five

franchises back into ownership
and re-franchised six stores in
the year ended 31 March.
Since then it has taken
another five into ownership,
re-franchised six and opened
three company stores. 

Compared with many other
retailers, United has seen
relatively limited effects of
consumers’ economic worries
– with flooring like for like
sales growth dropping from
10.2% in the year to 7.9% in
the 16 weeks. Sales rose by
8.8% to £59.1m in the year,
with pre-tax and exceptional

items profits 20.8% higher at
£1.73m.

While like for like bed sales
rose 7.4% in the period, this
was against weak
comparatives and sales fell by
1.8% in the year. Performance
varies across the chain, and
United says sales should rise
with improved training.

The focus on value for
money has helped insulate it
from weaker consumer
spending, but United warned
that it was not immune to
higher raw material prices and
the strength of the euro.

Eyre predicts independent woes as
United Carpets continues to prosper

Floors-2-Go has an ‘established online presence’

Two senior directors at Hilco,
the turnaround specialist,
have joined the board of 
MFI, according to press
reports.

Andrew Pepper, Hilco UK
chief operating officer and
Paul McGowan, chief
executive, joined the board of
MEP Mayflower (Holdings),
MFI’s ultimate parent
company, in May, according
to accounts filed at
Companies House.

At the same time, Gary
Favell, MFI chief executive,
resigned from the board of
MEP Mayflower (Holdings),
although he remains on the
board of the retail chain and
its immediate parent
company. 

The chain declined to
comment.

Earlier this summer the
chain was unable to secure
credit insurance on its £24m
advertising spend.

Laminate and wooden floor
retailer Floors-2-Go continued
to trade as administrators
sought a buyer for the 
chain, as Interiors Monthly
went to press.

Accountants Kroll were
appointed on 21 July. It has
closed 41 of the 132 branches
and made 97 of 450 staff
redundant.

In December 2006 the
chain was bought by its
management, backed by
venture capital firm Alchemy
Partners in a £52.4m deal. It is
believed Alchemy invested
about £20m in the takeover,
with debt funding by National
Australia Bank.

Trading at the chain has
suffered as the housing
market has slowed. Sales were
reported to have fallen below

£1m a week before Kroll’s
appointment.

In June, Jon Moulton,
Alchemy founder said he was
happy with its debt position.

The chain is understood not
to have run out of cash, but
breached banking covenants
with National Australia Bank.
Kroll was unable to comment,
but said it was trying to sell
the chain as a going concern.

‘Floors-2-Go has a strong
brand, a well-dispersed
nationwide network of stores,
an established online presence
and a contracts division, so
despite the harsh trading
conditions, we remain hopeful
of selling the business as a
going concern,’ says Fraser
Gray, Kroll partner.

It says existing orders and
deposits would be honoured.

Turnaround
men for MFI
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Experience the DaVinci difference . . .
DaVinci Furniture are suppliers of quality leather upholstery to
many of the leading furniture retailers throughout the UK and Ireland. 

Our range encompasses
Promotional through to
Premium collections  and
includes the popular 
“sofa-in-a-box” concept.

Why not take advantage of our many features and benefits:

� FACTORY DIRECT PRICING

� EXCITING COMMERCIAL PRODUCT RANGE

� SINGLE ORDERS

� MIXED/FULL CONTAINERS – $US F.O.B.

� POPULAR UK STOCK PROGRAMME WITH EXPRESS DELIVERY

� UK SHOWROOM AND SALESFORCE

� FULL AFTERSALES BACK-UP

The NEW DaVinci Collection is available to view now!
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Did you experience the
DaVinci difference?

If you missed us
at the

Manchester
Furniture
Show,

read-on . . .
We would like to thank all of our valued
customers, new and old, for making this
year’s Manchester Furniture Show 
a huge success. 

For those of you who would like to
experience the DaVinci difference 
and discover why successful furniture
retailers are joining forces with DaVinci,

we will be delighted to welcome you to
our centrally located 7000 sq. ft.
Showroom, where you can view our
latest collection at your leisure.

Call 01782 833777 or contact your
local Area Sales Manager to arrange
an appointment.

Davenport Street
Burslem
Stoke on Trent  ST6 4LN
Tel: 01782 833777
Fax: 01782 833790
www.davinci-furniture.comWe look forward to seeing you . . .
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News

Interiors Birmingham, the UK’s
largest interiors trade show, is
to undergo a major shake-up,
with exhibition halls becoming
product specific.

After a reshuffle of halls for
January’s event, 2010 will see
halls allocated a dedicated
product type. These will be:
Design Interiors, High-end
Classic, High-end Modern,
Bed and Bedroom, Dining
Room Furniture, Cabinet,
Living Room, Occasional,
Furnishing accessories, Soft

furnishings, Upholstery,
Lighting and Outdoor
furniture.

This move is likely to see
most exhibitors relocated.

In 2009, all of the high-end
companies from across the
furniture and design interiors
market are being moved into
Pavilion, Hall 1 and Hall 2,
creating high-end classic and
modern halls. Lighting will be
located in Hall 9, soft
furnishings and furnishing
accessories in Hall 3 and the

remaining halls (4-8) will
house a mix of volume
furniture.

Organiser CMPi says the
moves follow 18 months of
research among visitors and
exhibitors, involving 2,000
people. 

‘Having listened to industry
voices and proactively
established a solution to many
of the uncertainties, we
believe that these changes will
help buyers plan their days
more efficiently and ensure

navigation around the show is
more logical, offering
reinvigorated halls that will
give a new dynamic to the
audience,’ says Andrew
Vaughan, Interiors
Birmingham event director.

Meanwhile, Silentnight
Group has announced it will
not attend the 2009 show,
citing a need to control costs.
The group was one of the
largest exhibitors in Hall 5.

The 2009 event is from 18-
21 January.

Almost half (49%)
of shoppers who

have seen The
Carpet

Foundation’s
consumer

advertising
campaigns,

remember seeing
them, according to

research. It also
found that 46%

liked the
advertisements and

46% agreed they
‘told them things

they didn’t already
know’. The

Foundation intends
to exploit the

finding that buying
a carpet from an
UK manufacturer
was important or
very important to

66% of
respondents in

future campaigns.

Interiors Birmingham set to switch 
to product specific halls by 2010

Cabinet and upholstery
importer Halo has made major
management changes, in
what it describes as ‘taking
action to stay competitive’.

Among those made
redundant were Richard
Gomersal, UK md; Kate
Hardcastle, director of
marketing; and Mark Flint,
head of sales, along with
eight marketing, customer
services and finance staff.
Craig Wilson, operations
director is to leave in
December.

Charlie Oulton, owner, has
assumed responsibility for
sales and marketing. Sam
Jackson, product manager,
has added operations to her
role and Fiona Buckley, finance
director, is now also
responsible for administration.

The company says it ‘will be
drawing increasingly on its
international resource and
success [understood to be
sister company Halo Asia, run
by Tim Oulton].

‘Significant increases in raw
material cost prices, coupled
with the challenging trading
environment, have triggered a
range of measures to cut the
cost base and preserve the
longevity of Halo. Halo’s
global outlook will allow the
company to be efficient and
focused to help its retailers
compete,’ says Halo.

Last May, Halo promoted
Flint from national accounts
manager, Hardcastle from
head of marketing and
Jackson from operations
manager to product manager,
while adding to its marketing
and sales teams.

Richard Gomersal

Management casualties as
Halo embarks on cost cuts

Training on the floor
Vinyl company Amtico has
invested in a training centre
at its Solihull, West Midlands
offices.

A Product and Sales
training course has been
established for retailers,

covering product knowledge,
sales techniques and an
introduction to installation.
For fitters there is a Flooring
Installation course. The centre
has 10 fitting bays and two
demonstration areas.
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www.carpet1st.co.uk

carpet
s e l e c t  c o l l e c t i o n

st

Metro Group. Metro House,  21 Chorley New Road, Bolton. BL1 4QR. Tel: (01204) 393539

take steps towards a better future

Immediate opportunities exist for 

potential members nationwide.

Metro is more than just a buying group.

On your behalf good relationships are forged with leading suppliers 

which provide terms and promotions unavailable to the individual. 

As a group, purchases reach in excess of £58 Million, making Metro 

a far better prospect than an individual retailer. But there’s more to 

modern retailing than just buying at the lowest prices.

Once we’ve achieved good purchasing terms, the Metro Group offers 

group negotiated rebates, promotions and exclusive

Dedicated own label displaysProfessional retail promotions

email: info@carpet1st.co.uk

incentive schemes as well as marketing and financial assistance to 

complete the package.

Our exclusive own label rebate scheme is rewarding our retailers 

more than they ever imagined. By simply selling popular products 

from the best manufacturers their profits are boosted and the cost 

of membership eclipsed.

Imagine having the chance to keep your independence and run your 

business the way you want whilst having the sheer strength of a 

nationwide organisation in your corner which is constantly looking 

for new ways to provide you with a stronger business.

earn more selling popular products

“ I EARNED OVER £4000 

IN THE LAST SIX 

MONTHS SELLING THE 

BEST PRODUCTS IN THE 

MARKETPLACE”
Mike Barber - Barbers Flooring 

Stratford-on-Avon

Our exclusive rebate scheme 

substantially rewards members retailing 

many of the best-selling ranges in the 

UK - ranges you are probably selling 

already
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Furniture profile

FURNITURE EXHIBITION
CENTRE
BRAND BELIEVER
Concentrating on brands and the top-end while targeting a specific customer 
group, has brought success to the Gloucester and Worcester stores

Worcester and Gloucester Furniture
Exhibition Centre is the Interiors Monthly
Best Furniture Retailer (1-3 stores) for
2008. By focusing its attention on the
50-plus age group and supplying them
with top end products, it has created a
major reputation across the region.

The core to this is the belief of David
Wood, md, in brands. Look at any
product at the Worcester store and its

POS clearly lets you know who the
manufacturer is. No own-label or trying
to avoid any question of country of
manufacture here.

‘A lot of customers will take comfort
and security from the brands. We built
the business up on the brands and are
known for them,’ he says.

‘Most customers are over 50. It’s the
best place to be as they have 70% of the

wealth. We’ve tried to stay at the top
end and buy British when we can but
we are not afraid to go outside the
country, for example Christian Harold.

‘There is no point in going to China
and getting cheaper and cheaper
products and driving down the price.’
But this is not to say Wood has issues
about where products come from. 

‘There is nothing wrong with UK

Brands deliver for David Wood (left) as the doorway of the Worcester store demonstrates 
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UK: 00353 42 9 351 351 Ireland: 042 9 351 351

Extraordinary companies are built on bold ideas

www.tcsimports.com
or contact your local representative:

London and South East - Peter Morris: 07831 558616
North West, North East, Lincolnshire & Yorkshire - Gavin Boden: 07720 074906

South West & South Wales - Roger Gowen on 07782 106396
East & West Midlands - Peter Bellis: 07860 418168

London North Thames to Northamptonshire - Trevor Cassell: 07710 727895
Scotland - Donald Coltart on 07831 188844

A Roaring Success 
in Manchester

Suites, Mattresses and Cabinets!

Get it all with TCS
Thank you to all our visitors to the recent launch of our new ranges 

at the Manchester Show and making it such a huge success
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Furniture profile

firms manufacturing abroad, for example
Frank Hudson, as it’s a global economy,
but you have to have the quality and
service, otherwise we’re not interested.
I’ve always had the belief that its better
to sell one £2,000 set than four £500
sets,’ he says.

An example of Wood’s faith in brands
came when Silentnight Group ended
production of Nathan. He bought a
large quantity of finished pieces, safe in
the knowledge that they would sell,
which they did. Customers came from as
far as Cornwall and Manchester to buy,
and Nathan remains one of the retailer’s
bestsellers.

Contributing to the success is that
Wood keeps a lot of the products in
stock, which is a major sales tool for the
firm. About half the Nathan products on
display are available from stock and the
policy is repeated across many brands.

Some £450,000 of stock is either on
the shopfloor or in the warehouse that
occupies the upper two floors of the
Gloucester store. 

‘We sell a lot from stock, which at the
quality end is quite unusual. Usually it’s
two to three day delivery. It’s a
significant part of the business and

people are attracted by it. Especially the
smaller pieces – many customers will buy
on a Saturday and collect them. They
expect to have them when they buy
them, for example occasional.’ 

A large stock of lift and rise recliners
and high and low chairs is also carried,
so if a customer comes in and says a
parent is coming out of hospital and
needs the chair, they can come an see it
and have it a couple of days later.

The Grade2 listed building that houses
the Worcester branch was used as a
furniture store by W&F Webb from 1891
to 1970. It was reopened two years later
as Worcester Furniture Exhibition Centre
and Wood joined in 1975. After a few
years he took over the running of the
business, became a shareholder, and in

1999 completed a management buy-out
with his wife Sarah.

A senior nursing manager, she started
out with computer training at the store
and has been there ever since. The
family connection is completed by their
son Ed, who after gaining a degree in
marketing and design and working for
HSBC, joined two years ago and is
responsible for merchandising at the
Worcester store.  

Importantly the MBO also included
the freeholds of both stores. ‘Even in the
1980s I realised that if you didn’t own
the land, it’s very difficult in furniture
retailing,’ he says.

Before entering retail, Wood had a
career as a journalist and newspaper
manager, working his way up from a 16
year-old office boy at the local paper to
News International management. 

‘I always liked retail and I could do it
in a relaxed way,’ he says, explaining the
change of direction.

Gloucester has also seen a change of
direction, thanks to the redevelopment
of its docks and the £200m Gloucester
Quays scheme. In the 1970s the
Gloucester store was in a rundown
part of the town, next to the red

Most customers are in the 50-plus age group

‘We built the
business up 

on the brands 
and are known 

for them’

Brands are clearly identified

furnitureP12_16_IMaug.qxp  30/7/08  20:44  Page 14



GENERATE 
MASSIVE SALES 

EVEN IN THE CURRENT DOWNTURN!

DON’T HIRE A MARKETING FIRM UNTIL  
YOU HAVE SPOKEN TO GREENWOOD…

Greenwood Retail’s professionally planned sales events continue to produce record breaking results for 

retailers all over the British Isles.  The benefits of holding a ‘Greenwood Sale’ are many.  First, your sales 

event will be a hugely profitable financial success in itself.  Plus you’ll generate instant cash flow and clear 

out any excess or redundant stock.  And, the longer term benefits include increased market share and 

enhanced reputation due to the positive publicity created by the event.  Also, staff morale is enhanced by the

increased activity – the team love to see the business doing so well. 

GREENWOOD RETAIL LTD
Britain’s Leading Experts in Retail Sales Promotion 

1 Wilmslow House, Grove Way, Wilmslow, Cheshire, SK9 5AG 
sales@greenwoodretail.com www.greenwoodretail.com

“this July sale is going just as well as 
last year’s.  On 16th July, we took nearly
three weeks sales in the first day alone!”

Ivan Foster, Managing Director of Country Home Furniture, Truro, speaking just 
days after the launch of their second Greenwood Sales Promotion in July 2008.

If you would like to find out more about Greenwood Sales events, why not take a look at our online brochure 
at www.greenwoodretail.com or call Bernard Eaton or Perry Montgomery now on 01625 521010 or send 

an email enquiry and I’ll be glad to discuss the possibilities and options we can offer you, without obligation.
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light district. Now it looks over the
Historic Docks and is the nearest store to
the development. All traffic for the
scheme goes past the Gloucester
branch, which is likely to benefit from
the 1.5m extra visitors the
redevelopment is expected to bring.

‘Gloucester always had a leakage of
shoppers to Cheltenham and Cribbs
Causeway, but this should stop now.
Worcester has always attracted lots of
day shoppers from a wide area of the
Midlands. They find the store and say
“We don’t have anything like this at
home.” Some are astonished that we
will deliver to them.’

The retailer has a 50 mile radius free
delivery and disposal policy. It donates
the furniture to charity, but if this is not
possible it is recycled.

A large part of the company’s
marketing is based on its database of
10,000 customers covering the past

decade, which sorts them by date,
spend and brand. They receive two
mailers a year, along with occasional
branded mailers. 

‘We know that 50% of business is
repeat from established customers. We
take a certain amount of comfort from
the fact that they tend to come back.’
And Wood plans to give them more
reasons to return. A third retail floor will
be introduced at Gloucester once the

redevelopment  is up and running,
leaving 5,500sqft for warehousing. And
Worcester is to be given more storage
space by converting currently sealed
basement rooms to warehousing. Most
of the basement is occupied with sold
products and the move will allow Wood
to carry more stock.

So far this year £20,000 has been
invested in an IT system from Radii and
updating its website.

Wood took his retail ethos from a
Marks & Spencer carrier bag from the
1970s that declared ‘quality, value and
service’ and it is an approach that
continues to work today.

‘We’re not going to hassle them
[customers], we want to find out 
what they want and try to help 
them. Footfall may be lower but the
majority of the people coming in are
interested in buying. Sales are up 3% 
on last year.’
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Furniture Exhibition Centre holds a great deal of stock so customers do not wait too long for their goods

‘50% of business is
repeat… we take a
certain amount of
comfort from the

fact that they tend
to come back’
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CARPETRIGHT
CHALLENGING MARGOT
In his first media interview, Martin Harris discusses changing its marketing push
to include middle class Britain, Fun on the Floor and the need for colour

When the national Press want a
comment on the state of the interiors
market, Lord Harris is usually top of the
list of people to ask. After 50 years of
selling carpets, the Carpetright founder
and executive chairman can be relied on
to tell it like it is. His son Martin,
commercial director responsible for
buying, marketing and logistics and the
heir apparent as the next chief executive,
on the other hand has never given an
interview with the press. Until now.

In a wide ranging discussion, he talks
about succeeding his father, their
relationship and his approach to
retailing, issues which will be covered in
the second part of the interview.

Carpetright’s marketing message is,
largely, simple: if you want to cut the
cost of buying a carpet or vinyl,
Carpetright is the only place to go. But,
Harris is looking to update this in an
effort to attract a better-off shopper.

Its newspaper advertising has been,

he says ‘very focused’ on the discount
message but its pitch in the glossy
magazines has been more aimed at
pushing the message of product, not
price. About a month ago he began
developing a campaign that moves this
message on to a wider market.

‘I’m having conversations within the
organisation about this, I feel quite
passionately about this. We’ve got the
discount customer well and truly
convinced that we are the place to go
and most consumers who shop with us
are remarkably surprised at the service
that we provide. We get lots of letters
saying “Well done”. 

‘The last one I read said “We came in
on a Monday and looked at a carpet, I
brought my husband back that evening.
On Tuesday we came and paid for it. On
Wednesday your estimator came and
measured and your fitter came on
Thursday and fitted it. Is this normal or
exceptional?”.’

The order in question was cut and
delivered from its National Distribution
Centre and illustrates, Harris says, what
will become more of the norm.

‘My challenge is, to use The
Good Life analogy, that I have one

‘That’s my
challenge, to still
have the 50% off

message but almost
reassure middle
class Britain that

actually it’s OK to
come into my store’ 

Martin Harris (left)
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Rug Collection 2008
Turn a house into a home with
a Plantation Rug

View the 2008 touchy-feely
Plantation collection at the
National Floor Show, 
Stand A23.

T: 0161 430 8700
www.plantationrug.co.uk
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side of the fence well and truly covered
but Margot is my customer. How do I
convince her that she is mad not to
come to me? Yes, it might not be the
perceived thing with the POS saying
50% off and I’m a discounter, but
actually the end to end service is as
good as anywhere else and better than
most. A few independent retailers can
compete with us but I think we give that
service right the way down to the
fitting. 

‘That’s my challenge, to still have the
50% off message but almost reassure
middle class Britain that actually it’s OK
to come into my store because I have so
much more. And I do have so much
more. I challenge them just to use us

once – I think they’ll be surprised and
use us twice, three times.

‘What I now have to do with Fun on
the Floor (FotF) happening [from
September] is to get an advertising
campaign that says: “Try us – you will
be surprised. I guarantee you’ll be
surprised.” How am I going to get
people to come to me?. I’ve just got to
inspire my customer a little bit more, but
I’ll always be a discounter. I can’t change
my spots. What I have to convince
people is that it’s not a reason not to
come in, that’s probably another reason
to come in.’

And attracting these consumers will
require offering a change from the
beiges and browns that dominate most

stores – including Carpetright. 
‘There is a bit of a problem with the

industry – we’re only making beige.
We’re making a self-fulfilling prophesy 
of only selling beige. FotF will oil 
the wheels of change. We have to 
push [colour] as we are stuck in beige
and brown.’

Harris recounts talking to a supplier
and asking for some colours, three or
four in a palette of 15, to be included in
a new range. The sales director indicated
that this wasn’t going to happen.

‘I said: “The problem with you is you
are not looking. You are only looking at
today, not tomorrow. I’ll tell you right
now, they will not be your bestsellers,
but they might be in a year’s time and
you could be first in, so put them in.”

‘The clever suppliers are starting to do
it already, you only need a couple, 80%
will still be beige and brown but you do
need to pick up some of that that 20%,’
he says.

And with FotF, he expects the carpet
market to grow from about £1.8bn to
£2bn. He expects Carpetright to take a
third of that, leaving other retailers to
benefit from £133m of extra sales. He
says he doesn’t mind others getting the
benefit of Carpetright, Headlam and 10
supplier’s £6m spend over two years.

‘All I was trying to do was stimulate
[when he thought of FotF]. There was
too much money being spent on
other areas of enjoyment. No-one

‘80% will still be
beige and brown

but you do need to
pick up some of
that that 20%’Harris wants more colour in ranges
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was sticking up for our industry, with
everything about iPods and flat-screen
TVs. No-one was talking about home,
and I thought we have to start talking
home. 

‘It’s ironic that the credit crunch has
now hit. Once people have had their
holidays, which they probably booked at
Christmas, people will be staying at
home. A lot of homes have been
designed to have that minimalist look.
That’s lovely if you are only a visitor, but
it’s not very homely. We’ll start changing
our homes back into homes, rather than
hotels fairly soon when we have to stay
there and that will help this industry.’

So did suppliers have a choice to
support FotF or not? Harris insists he
treats suppliers fairly and without them
the campaign would have been no more
than a wasted meeting. However, as the

country’s largest retailer there was a
message behind the discussion.

‘Everyone had a choice. I was chairing
the first meeting and said: “We are
willing to invest £1m, are you?” We
came up the [funding] mechanism and
went round the table individually. We
didn’t mind if they said no, it was a
meeting and all it would have cost us
was a morning. I think it was the first
time I’d seen suppliers talking about
their businesses in an open forum. 

‘When Headlam agreed it would back
our £1m with its £1m, that was the light
switch turned on when the suppliers
went: “They are willing to do it, how
can we not, if there is such a
campaign”.’

At that meeting, in spring 2007, a
couple of voices were unsure.

‘If nine out of 10 suppliers said “We’re

in” and one said “I’m not,” I couldn’t
look at him in the same light as the
others as he had a different cost base
and so a competitive advantage,’ says
Harris. ‘So why should I allow him a
competitive advantage by promoting
him in my stores. That would be naive
of myself. Others may say “Well I’m
willing to put up with that,” [but] I
thought that was wrong. 

‘If half of [the suppliers] are in and half
out, it’s a non-starter anyway. There was
only a couple who at that stage were
unsure and I said: “If you don’t come I
won’t be promoting you as strongly as I
used to or I won’t be buying your
carpet,” because I think that’s unfair. 

‘I won’t take on new suppliers now if
they don’t come in as they should put
their money in to support the industry. If
it doesn’t work in two years, we’ll give
up. I’m hoping we’ll be doing this in 20
year’s time as it’ll be successful.’

Next month: In part two of the exclusive
interview, Harris talks about the
succession question: ‘It’s not the holy
grail,’; the relationship with his father: ‘I
allow him to play in my pond,’; his
thoughts on independents who dislike
the chain: ‘When have independents
invested in the industry for me?”; and the
importance of charity.
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‘I’ll always be a
discounter. I can’t

change my 
spots. What I have

to convince 
people is that it’s
not a reason not 

to come in’Carpetright has 213% of the UK flooring market
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New products

3 4

5
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1  The Phoenix sofa is the latest addition
from Limelight. It features a simple
single-slide mechanism to convert the
sofa into a 4ft bed with a deep
comfortable mattress and sumptuous
fabric covering. Tel: 01455 850 150.

2  The black Maracarpet from Design By
Us has a coloured edging in purple, lime,
blue or black. Tel: 00 38 118 086.

3  In response to growing demand
across all market sectors for flooring that
provides underfoot safety and acoustic
performance, Polyflor introduced
Polysafe Wood FX Acoustic. An
integrated foam backed layer reduces
sound by 19dB and offers both

enhanced underfoot comfort and anti-
fatigue benefits. Tel: 0161 767 1111.

4  Kettle Containers has added 11
bedroom pieces, sized for modern
homes, to its living and dining Rutland
collection. Thanks to its new 31,500sqft
warehouse in Corby, Northamptonshire,
the range is available for delivery in 72
hours by van (orders over £3,000) or
pallet (over £1,000). Tel: 0845 678 1155.

5  The Andaman lift-and-tilt chair is part
of Sweet Dreams’ new upholstery
collection. It is versatile, comfortable,
with a textured chenille in patterned
stone or plain chocolate (shown)
colours. Tel: 01282 830 033.
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MAX DIVANI UK / IRELAND Matthew Kutas Furniture Agency Torp House, Rothersthorpe, Northampton NN7 3JB

Office T. +44 (0) 1604 832955 F. +44 (0) 1604 832965 sales@kutas-uk.com

MAX DIVANI S.p.A Via Ceraso, 1 70022 Altamura (BA) Italy T. +39 080 3165511 F. +39 080 3105005 info@maxdivani.it www.maxdivani.it
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6 & 7  Described as ‘sumptuous’ and
‘gorgeous’ by visitors to the
Manchester Furniture Show, Totem
Furniture added three tables to its
oak Provence living and dining room
collection and two to Rustique. With
thick tops, rounded corners, soft
moulded edges and high quality
framed engineered panels for stability
and a lacquer finish, they were much
admired, as was the price. The
collection now comprises 39 pieces,
including bedroom. Its Rustique range
in European oak is packed with
features and quality. The colour and
finish chosen has given each piece
the look of far more expensive French
oak furniture. Tel: 01785 600 300.

8  International Furniture Direct has
introduced a POS arm frame
construction for its Eco-friendly
Reincarnated Things upholstery
collection. The frame is made from
solid beech or birch kiln-dried timber,

with screwed, glued and dowelled
joints. Tel: 0845 223 4900.

9  Amtico International’s Spacia
Contour features an authentic ceramic
look and is available in six
colourways; Oatmeal, Earthen, Bone,
Cotton, Sand and Suede. It offers an
unique alternative to traditional
ceramic tiles with the added durability
of vinyl. Tiles are 400mm x 400mm
and have a 10-year depreciating wear
guarantee. Tel: 0121 745 0800.

10  Ethnicraft’s Oak Stonecut
collection includes sideboards, TV
cupboards, wall shelves and coffee
tables. Its focus is all about
craftsmanship through textured
surfaces. The idea of creating a
contemporary ornament in the
furniture’s front panels by 
horizontal cuttings gives any 
interior an original touch. 
Tel: 00 32 3443 0126.

8

9

10

7

6
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11  Yasmina Kossmann, Tai Ping Carpets design director says she
was strongly influenced by her memories of being raised in
Morocco when designing the Caravan rug collection, including
Limouna. Tel: 020 7808 9650.

12  Element 7’s engineered wooden collection includes the
Brushed larch wide plank flooring. The wood engineering
technique used in the construction of an Element 7 wide plank
sets a world-class standard. Planks are available up to 340mm
widths and 5m lengths. Tel: 020 7736 2366.

13  Stockists are increasing for Novostrat’s Sonic Gold Excel
underlay thanks to its ability to deliver a noise reduction of 22db
while a roll only weighs a fraction of traditional underlay, making it
easier to store, handle, deliver and lay. Tel: 00 353 6133 9287.

14  MasterPiece’s software has a spread of capabilities. A
measuring and planning capability can be progressively enhanced
towards comprehensive business support, from first customer
contact, through the visit to measure, revisions and fitting. This
allows stores to gain more throughput with fewer staff, less
mistakes and a more professional presentation. Tel: 01737 355831.

15  Office Furniture Imports works closely with its in-house design
team and factories to enable it to bring the best in new design to
the home office. Using a contemporary mix of glass and chrome its
workstations offer affordability, style and functionality that suits any
home or office environment. Tel: 0845 652 1401.

New products

11

12

1314

15
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Customised containers brewed to your requirements. 
Select from over 200 quality items of 100% solid wood 
furniture from 15 collections in any quantity and in 
any array. With no deposit needed, your container will 
arrive in just four to six weeks with each item of furniture 
carefully cosseted in 100% recyclable packaging. 

Cottage Cream
painted furniture for living and dining

www.kettle-containers.co.uk

T:  0845 678 1155
F:  0845 678 1156
E:  sales@kettle-containers.co.uk
W:  www.kettle-containers.co.uk

Containers
Kettle

WHOLESALE INTRODUCTORY OFFER*:
A DINING DISPLAY FOR JUST £649
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FOR THE MONTH OF AUGUST* 
ANY MIX AND MATCH CONTAINER 
WILL SURPRISE YOU WITH A FREE
COTTAGE CREAM DINING DISPLAY!
Terms and conditions apply

*Offer ends Friday 29th August

ORDER YOURS TODAY!
Terms and conditions apply

Kettle_Containers_Cottage_Cream_Offer_A4.indd    1 29/7/08    08:31:10
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CLEARANCE BARGAINS : CLEARANCE BARGAINS
LIMITED STOCKS - FIRST COME FIRST SERVED - ALL PRICES NET - FREE DELIVERY - MINIMUM ORDER £500.

£75.00 £75.00

£30.00 £25.00

£17.50

LEARANCE BARGAINS CLEARA

£15.00 £20.00 £20.00 £15.00

£30.00 £12.50

£12.50

£110.00

£69.50

£40.00

£69.50 £7.50
£99.50

£25.00
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£25.00

£55.00

£125.0000 £150.00

£90.00

SPECIAL
SUMMER

PRICES

SPECIALSUMMERPRICES

£30.00

£57.50

£100.00 £150.00

£60.00

£85.00

UK & Ireland Sales: Unit 5 Berrywood Business Village Hedge End, Hampshire, SO30 2UN 
t: +44(0)1489 778890   f: +44(0)1489 796408    e: sales@steens.dk    www.steens.dk
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For samples of our new and existing ranges, a copy of our new
brochure or to become a Crucial Trading retailer call 01562 743 747
or visit us at crucial-trading.com

homesweethome

Creative Floorcoverings & Rugs by

New: Wool Chicago Chocolate CH705

32_IM_0808  29/7/08  12:50  Page 32



Interiors
monthly
f i r s t  f o r  f u r n i t u r e  a n d  f l o o r i n g

AWARDS 2008
Rewarding excellence

R E C O G N I S I N G  T H E  C R E A M  O F  F U R N I T U R E  A N D  F L O O R I N G

awardCov_p33.qxp  30/7/08  17:20  Page 33



34 Interiors Monthly  August 2008

Awards

BEST RETAILER/INNOVATION
CREAM OF THE CROP
These awards recognise the best in interiors retailing 
and innovation, for multiples and independents

FURNITURE
RETAILER 
(4 PLUS STORES)
MARKS & SPENCER
At a time when many retailers are seeing
a drop in sales, Marks & Spencer has
been able to boast a 5.1% increase in
homewares sales in the quarter to the
start of July.

After the Lifestore episode when the
chain lost sight of its core customer base
and suffered from poor quality control, it
has restored its position as the multiple
furnisher to middle-England. Pricing has

become keener and products improved. 
After a period when it looked like

furniture was something the chain 
had lost interest in, it is once again
centre stage.

FURNITURE RETAILER (1-3 STORES)
FURNITURE EXHIBITION CENTRE

Since buying the Worcester and
Gloucester retailer in 1999, David Wood,
md has moved firmly upmarket and
concentrates exclusively on branded
furniture. 

Service is most important so it keeps
almost £500,000 of products in stock to
ensure fast delivery.

A staunch supporter of UK
manufacturers, Wood is not adverse to

imports if the quality is right. Why should
retailers constantly seek to drive down
prices, he asks, preferring to make one
£2,000 sale rather than four £500 sales. 

Having what some may see as a
traditional approach has not stopped the
retailer investing heavily in IT systems and
its websites this year. With sales
continuing to grow, about half of its
business is repeat custom.

FLOORING RETAILER (1-3 STORES)
GODIVA CARPETS
The long established Coventry and
Warwick retailer offers a huge range of
well-laid out flooring across all product
sectors. Its list of suppliers is a virtual
Who’s Who of the industry, both UK and
overseas, while its large stock holding of
rolls of carpet and laminate and wood
flooring ensures quick delivery.

The company uses its own software to
record every estimate, allowing it to track
enquiries for eight years. It has
conquered online price comparisons from
consumers by offering Internet prices, but
only if they accept what the firm
describes as ‘Internet service levels’. Most
opt for the in-store package.
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FLOORING RETAILER (4 PLUS STORES)
CARPETRIGHT
The UK’s largest flooring retailer’s ability
to attract shoppers and deliver profits is
without argument.

As it celebrates its 20th anniversary,
Carpetright trades in six countries: UK,
Republic of Ireland, Holland, Belgium,
Poland and Germany. From sales of
£521.5m it generates a pre-tax profit 
of £62.1m and gross margins continue 
to increase. 

The opening of its National Distribution
Centre has cut delivery times to its 559
UK and Republic of Ireland stores by two
days, generates large savings on cutting
and has allowed it to make industry
leading improvements to its
environmental impact.

It initiated the Fun on the Floor
campaign, due to start next month, and
while its marketing currently continues to
emphasise discounts, it has been able to
increase the value of its average order by

5% in the past year. Lord Harris, the
group’s founder – for whom 2008 is his
50th year selling carpets – has his
detractors but continues to have an
undisputed winning formula.

INNOVATION OF THE YEAR
YOURFLOORS
With the majority of independent
flooring retailers yet to move online,
Yourfloors.co.uk firmly pushes the
sector into the 21st century.

Participating retailers have their own
page on the website, which handles
all aspects of ordering. Products are
delivered to the store for the retailer to
arrange delivery to the consumer.

Yourfloors allows independent
retailers to have an online sales facility

without any effort, and virtually no
cost. Prices of the 2,000 Headlam
Group products can be set by the
retailer, along with delivery options.

With more consumers looking online
for flooring, Yourfloors gives retailers
the opportunity to tap into this market
without becoming involved in price
comparisons. It also gives Headlam an
online headstart that rivals may not be
able to catch-up with.

ONLINE RETAILER
FURNITURE123
Since its foundation in 1999 – a time
when consumers were wary of
making online purchases and using
dial-up to connect to the Internet –
Furniture123 has established itself as
the largest pure online furniture
retailer.

By removing the need to physically
display its furniture, the retailer is 
able to offer more than 16,000

products – many with next day
delivery.

While online retailers have come
and gone by trying to offer rock-
bottom prices, Furniture123 has
prospered by combining reliability,
choice, service and prices that are
lower than bricks and mortar stores,
but not so low that it cannot offer the
first three elements.
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BEST UK FURNITURE SUPPLIER
WINNER: ALSTONS
As sales approach £40m, family 
values are still important

Courtney sofa

Chantilly bedroom

Alstons Furniture is a family owned and
run business that places great emphasis
on maintaining family values in its
undertakings. The company has an
enviable reputation for creating stylish
furniture, providing high levels of service
and manufacturing quality products in
the UK. 

Its origins can be traced back to the
1700s when the family had a furniture
shop in Chelsea that also operated its
own repair workshop.

The Alstons Group, as it is known
today, came into being more than 60

years ago and has two operating
divisions, with a combined turnover
approaching £40m. 

Alstons Cabinets is its bedroom
furniture business based in Ipswich,
Suffolk and Alstons Upholstery is located
in Colchester, Essex. 

The head office is in Ipswich and the
two companies employ some 400 people
between them. 

The group has recently invested
£100,000 in upgrading the Ipswich
showroom and in recent years it has
widened its product range.
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classiccollection

For more details about Dusk or the other ranges in our "classic collection" 
go to www.alstons.co.uk, call 01473 277202 or email classic@alstons.co.uk

Dusk
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BEST UK CARPET SUPPLIER
WINNER: CORMAR CARPETS
Family ownership, continuous investment and 
innovation are at the heart of its success

Primo Saxony in porcelain colourway Salisbury

One of the success stories of the British
carpet industry, Cormar remains
independently owned and today ranks 
as the UK’s leading manufacturer of
tufted carpet. 

In the past 10 years, turnover has more
than doubled and all carpet supplied by
Cormar is produced in Britain. 

Cormar employs more than 220 people
at its two manufacturing plants at Holme
Mill and Brookhouse Mill near Bury as
well as a 20-strong sales team covering
the UK and Republic of Ireland. The sites
together cover more than 30,000sqm. 

Tufting is carried out at Holme Mill,
while backing and distribution is
undertaken at Brookhouse. 

Cormar offers 15 ranges, 12 of which

are wool or wool blends. All ranges are
available in 4m and 5m widths.

Key to the company’s success has been
ongoing owner-involvement: Neville
Cormack, who established the company
in June 1956, remains chairman and his
son David is marketing director. ‘That
along with a policy of continuous
investment in new plant and machinery
and our own distribution fleet has kept
us at the forefront of new developments,’
says David Judge, md.

With fierce competition from overseas,
Cormar has earned a reputation for
offering top service, quality products and
reliability of delivery.

Cormar’s own nationwide delivery fleet
has become an important part of its

offering to independent retailers,
differentiating it from many of its
competitors. Its in-house fleet of 50 DAF
trucks, renewed on a rolling five-year
programme, deliver direct to customers
throughout the UK and Europe. 

By operating its own distribution
network, Cormar maintains high levels of
service and dependability for its
customers.

The vehicles cover about two million
miles every year, making scheduled
deliveries several times a week to all
major commercial centres, and at least
one a week to other parts of the UK.    

Cormar was voted Supplier of the Year
by the Metro Group and Flooring One
buying groups earlier this year.
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BEST OVERSEAS FURNITURE SUPPLIER
WINNER: ETHNICRAFT
Like Microsoft and Apple, the cabinet firm began life 
in a garage and has been growing ever since

Ethnicraft uses reclaimed timber and wood from approved plantations for its products

Founded by two young Belgian
entrepreneurs in 1996, Belgian company
Ethnicraft is a synonym for contemporary
solid wood furniture. After selling ethnic
furniture from a garage for two years,
they decided starting with their own
designs would be the way forward.

Ten years ago the company had one
collection but now produces about
20,000 pieces a month, selling some 25
collections in more than 30 countries. All
pieces use solid oak, teak or walnut.

It has four production sites in Vietnam,
Serbia and Indonesia (two).

Ethnicraft produces ‘emorational
wooden furniture’, a furniture collection
with two aspects: emotional by the
materials used, rational by the design. Its
innovative contemporary collection

reflects essential values such as simplicity,
authenticity and respect.

As the environment is an integral factor
in the quality of everyone’s lives,
Ethnicraft is highly concerned about
environmental issues and carefully
sources wood. An important share is
reclaimed teak extracted from neglected
buildings or old warehouses; a legitimate
and responsible source whereby only
culturally and historically unimportant
buildings are selected.

For the remainder, it uses plantation
wood managed by official authorities,
mostly Perum Perhutani, a specialised
agency that is part of the Indonesian
government. It applies strict policies on
the size and quantity of trees felled, as
well as annual replanting. Ethnicraft is

Perum Perhutani’s largest customer for
the indoor furniture industry.

Currently, Ethnicraft has no FSC
certified products, but is doing its utmost
to obtain the necessary certificates in
cooperation with Perum Perhutani. In the
meantime it shows all official documents
proving a consistent purchase of legal
plantation wood and reclaimed wood.

For UK retailers deliveries are usually
around two-and-a-half weeks. Deliveries
are handled by specialist furniture
transport firm Jan Krediet.

The company recently changed its UK
invoicing arrangements to take into
account the strength of the Euro against
the pound, effectively reducing prices for
UK stockists while also allowing them to
pay in sterling.
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Come and check out all our collections in our 
showroom in Boom, near Antwerp in Belgium

For more information:
ETHNICRAFT NV - Alf Martin 

Scheldeweg 5 - 2850 Boom - Belgium
T +32 3 443 01 26 - F +32 3 443 01 27 

alf.martin@ethnicraft.com

Interested in becoming a furniture retailer for Ethnicraft to expand their points 
of sale in the United Kingdom & Ireland? Call or e-mail Alf Martin!

www.Ethnicraft.com

Oak - Teak - Walnut
Contemporary design

Living room - Dining room - Bedroom
Solid wood furniture
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BEST FLOORING BUYING GROUP
WINNER: SMG
For almost 40 years SMG has ensured that its relationships with 
suppliers has gained the maximum benefit for members  

‘Winning this award has substantiated
SMG The National Carpet and Flooring
Group’s belief that the policies it has
adopted for the future are in the best
interests of members and suppliers,’ says
Chris Moffat, SMG chief executive. ‘SMG’s
support of industry initiatives and
commitment to heavily promoting
branded products gives our members an
unprecedented edge over their local
competitors, which is something we will
continue to develop.’

The benefits of being a member of
non-dictatorial independent organisation
such as SMG are numerous, says Moffat. 

‘The obvious benefit is the additional
discounts, preferential prices, rebates and
promotional activity enjoyed by members.
These benefits are negotiated on the
basis that they are “permanent” and not
only offered by suppliers when the
economic climate is difficult.’

The SMG ‘Approved Supplier’ portfolio

is predominantly British and includes
most major brands. Some 80% of its
carpet suppliers are Carpet Foundation
manufacturing partners with whom SMG
has strong working relationships.

The group operates a central
purchasing scheme that guarantees
payment to suppliers within seven
working days. This scheme is operated on
a ‘no mark-up’ basis and enables retailers
to buy products, including beds and
furniture, from suppliers with whom they
do not hold a direct account. Products
are shipped direct from the
manufacturers, eliminating the additional
costs of separate warehousing and
double handling.

Most of the SMG product portfolio is
promoted under the manufacturers’ main
brand name, but retailers are offered a
selection of own label products under the
County Crest brand. 

‘SMG prides itself on offering a

complete retail support package and
currently this includes consumer finance
packages, preferential credit card rates,
free information and advice from The
BSSA and The Flooring Guild, IT packages
and warranty and insurance referral
schemes. A group sponsored Business
Support Helpline Service offering free
professional advice on all legal, financial,
managerial, personnel and consumer
matters has also proved highly beneficial.
Some retailers, who have experienced
problems with difficult employees and
consumers, claim that this service alone is
worth more than their annual SMG
membership fee,’ says Moffat. 

‘As the group approaches its 40th
anniversary, the intention is to continue
to support British manufacturers to the
hilt, but a watchful eye is constantly
focused on the well established and
recognised offshore threats… and
opportunities.’
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the ultimate in independent

Buying Power

You have the option of Central Purchasing facilities giving access to a wider range of products at extremely competitive prices

There are so many benefits associated with Membership of SMG The National 
Carpet & Flooring Group. Here are just a few to whet your appetite...

You enjoy the best prices, permanent discounts and rebate schemes that are available from the leading Manufacturers and 
Suppliers within the Carpet, Flooring, Furniture and Bed Industries

Consumer Finance, Insurance and Training Arrangements

You have access to the unique SMG Business Support Helpline Service offering Free Legal, Accountancy & Personnel Advice

You receive regular newsletters, promotional material and an ongoing programme of promotional events

An exclusive online Retail Business System that provides electronic ordering, marketing information and business management

Gain ‘New Business’ Opportunities including Insurance Replacement Introductions

You gain the peace of mind that the Group’s Negotiating Team have many years of Industry and Retail experience

You will be amongst 350 fellow retailers who share the desire to survive in an increasingly difficult and competitive market

Exclusive ‘Own Brand’ Collections of Carpets, Vinyls and Beds

If you would like to know more about the most progressive retail support group in the UK Carpet and Flooring Industry
please contact SMG’s Director of Group Development, Tony Lavers on 0118 932 3832. Alternatively email info@smg-group.co.uk

www.smg-group.co.uk

Supporting the 
British Carpet & 
Flooring Industry
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BEST FABRIC UPHOLSTERY
WINNER: VALE-BRIDGECRAFT
The long-established manufacturer has enjoyed 
60 years of uninterrupted production 

Vale-Bridgecraft’s Mytholmroyd factory

The winning Amalfi sofa

Vale-Bridgecraft started out in the West
Riding of Yorkshire in 1947, drawing from
the long established skills in joinery and
textiles the region is known for, as well as
its heritage of fine furniture making. In
1982 the company moved to it present
site in Mytholmroyd, near Hebden Bridge.
The village is famed for its literary
associations and superb surroundings of
wooded dales and open moors.

The successful incorporation of
Bridgecraft Furniture in 2001 has resulted
in the company becoming the largest
manufacturer in the area and proud of
the fact that harmonious relations with
management and workforce has resulted
in 60 years of uninterrupted production.
Links with local schools and charities also
play an important role in its involvement
with the community.

Vale-Bridgecraft believes it has created
a niche in the marketplace and sticks
doggedly to its beliefs. Its original designs

usually incorporate good head and
lumbar support and are likely going to
attract a customer age group of 45 plus.
The high proportion of material content
used in the furniture results in a robust
product that can give many years of life,
justifying the company’s claim of quality
and longevity. 

Stockists are the lifeblood of the
company and Vale-Bridgecraft is proud to
be associated with quality independent
retailers throughout the country. It also
recognised some years ago the value of
additional support for stockists and
operates seven regional showrooms
solely for the public to view the full
extent of the ranges.

Some 10% of sales is spent on
promoting the companies’ products,
ensuring a stable order book and a
secure future. Vale-Bridgecraft ranges 
are available within 8 to 10 weeks 
of ordering.
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Best FFabric UUpholstery

HRH The Duke of Edinburgh KG KT

PATRON

HRH The Duke of York KG KCVO

CHAIRMAN OF THE TRUSTEES

The Outward Bound Trust

BridgecraftBridgecraft
aleale

Vale-BBridgecraft
National Advertising
Showroom Support

Superior Design
Quality & Craftsmanship
Realistic Delivery Periods

Reliable After Sales
High Standards

Environmental Management
Supports Local Industry

ale
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BEST RUG
WINNER: LOFT
For more than 100 years Brink & Campman
has been creating inspirational rugs

Since it began producing rugs in Nepal in
1995, Brink & Campman has placed a
strong emphasis on its social and
environmental responsibilities,
particularly on educational and medical
care initiatives.

As well as providing employment and
contributions to the Care & Fair
organisation, funding a nursery class is
among the company’s latest ventures.
School fees and uniforms are provided
alongside an adult education programme
for weavers, in conjunction with the
International Labour Organisation.

The rugs in Brink & Campman’s
collection are free of harmful materials,
with all qualities tested annually
according to the Oeko-Tex 100 norm, the
international standard for the textile
sector. This standard restricts or prohibits

the use of harmful pigments or materials
that are carcinogenic or may cause
allergic reactions, for example azo
pigments, formaldehyde, pesticides and
heavy metals.

It has invested heavily in its 2009
marketing, due to be revealed at
Harrogate. After feedback from stockists,
the company has switched to roomset
photography. The images were shot in
magnificent houses with stunning
interiors and views around Cape Town.

Further evidence of the firm
responding to its customers is the
development of yarns to reduce the
shedding of excess wool in the woven
rugs to a minimum by felting of yarns. By
a process of washing and rubbing of
yarns, the wool strands stick together so
that loose pile fibres are anchored.

‘The rugs in Brink
& Campman’s

collection are free 
of harmful 

materials, with 
all qualities 

tested annually’ 

Loft

rugs_p46_IMaug.qxp  30/7/08  21:22  Page 46



Brink & 
Campman 

‘09

our 2009 collection will be launched at Harrogate

see you at Harrogate - stand no C7
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BEST BED
WINNER: MIRRORFORM REFLEX
Sealy’s latest model uses a five-zone support 
system for improved spinal alignment

Sealy’s Mirrorform Reflex

‘From mobile phones to laptops,
flatscreen TVs to MP3 players, we
demand the latest developments. Yet
when it comes to the most important
piece of furniture in the home, your bed,
we seem happy to accept technology and
design that our great grandparents
would have been happy with,’ says Neil
Robinson, Sealy marketing director.

‘Not any more. The Sealy Mirrorform
Reflex Pocket range aims to reduce the
balance. They have all the luxurious
comfort you would expect from the
world’s biggest bed manufacturer, but
unashamedly designed using 21st
century technology.

‘Many companies can make a
reasonably comfortable bed that also
provides a degree of support. Indeed
Sealy has been synonymous with
orthopaedically superior beds for
generations. But, comfort and support on

their own are only part of the story.
‘The third key factor is pressure relief.

Unless the body’s weight is both evenly
supported and balanced across the
sleeping surface, pressure points will
occur. And the only way for the body to
relieve them is by tossing and turning.
The result is a night of restless, disturbed
sleep that leaves you waking unrefreshed
and unrestored

‘We realised that just as our bodies are
not uniform, neither should our sleeping
surfaces be. The unique five-zone
support system allows for perfect spinal
alignment as well as giving variable levels
of support to the areas that need it most.
A more forgiving zone for your shoulders
and a more supportive zone for your
hips, for example.

‘This is combined with a very new type
of pocket spring. Our scientists call this
their Progressive Response Spring System.

From a technical perspective it is wider in
the middle and narrower at the ends. In
practical terms however, it means the
springs sense the sleeper’s weight better,
progressively giving more support the
greater the pressure that is exerted and
so spreading your weight more evenly
and comfortably.

‘Most models also have a continuous
air mesh surround for enhanced
ventilation and cooling and our top of
the range model (the RPC 7000) goes
even further, with a layer of Sealy’s
unique pressure relieving memory foam
and Outlast fabric, developed for NASA.

‘Tiny wax thermocules in the fabric
absorb excess heat from the body and
release it back if your temperature drops.
The result is a constant microclimate
where one sweats less and is less chilled,
again aiding a restorative night’s sleep
with less tossing and turning.’
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Comfort, support and pressure relief for the deepest, most undisturbed sleep ever.

The new range of Sealy Mirrorform Reflex Pocket beds combine the traditional comfort of pocket springs

with 21st century technology. A revolutionary new progressive spring construction and five zone support

system allows perfect spinal alignment for a restorative night’s sleep. There’s also memory foam and

Outlast fabric designed by NASA in top models.

For further details call 0870 600 9100 or fax: 0870 742 9884.

The new Mirrorform
Reflex Pocket.
Pocket sprung beds for the 21st century.

Comfort, Support & Pressure Relief

Sealy United Kingdom, Station Road, Aspatria, Wigton, Cumbria, CA7 2AS www.sealy.co.uk
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BEST FINANCE PROVIDER
WINNER: BLACK HORSE
After more than 50 years in the market, the company has grown
to be one of the largest POS credit providers in the UK

With more than 50 years experience in
the instalment credit market, Black Horse
Retail Finance has built its reputation 
on high standards and ethical practice
and has seen a double digit increase 
in its business year on year for the past
decade.

It is one of the largest retail point of
sale providers in the UK, offering a range
of credit options with terms of up to 60
months designed to meet every budget.
These range from IFC, interest bearing
credit, interest option credit and buy
now, pay later.

‘In these uncertain economic times,
Black Horse is helping to drive sales in the
highly competitive furniture market with
a range of flexible credit options and
products to suit the needs of customers.

‘The business has enjoyed successful
growth, aided by the financial benefits 
it offers specialist retailers and its
innovative product development,’ says
Eliot Grant, Black Horse Retail Finance
retail finance director.

The company says it has recognised

that for retailers selling more products
managing the margin is the key to the
success of their businesses. It works
closely with many of the biggest names
on the high street including DFS,
Harveys, Bensons for Beds, MFI,
Sleepmasters, Bathstore, Allied Carpets
and Leekes.

‘The company has always treasured its
reputation, with service to customers
given the highest priority, so is 
delighted to have won the Best Finance
Provider award.

‘It’s always great to win an award, and
it means a great deal when it’s been
voted for by retailers. I would like to say a
big thank you all of the Interiors Monthly
readers who voted. To have received
almost half of all votes cast in the finance
sector is tremendous.

‘This award is also recognition of the
hard work and dedication of all our
excellent staff across the UK. Spurred on
by this award, we will continue to strive
to provide the best service to our
customers at all times.’

‘The company has
always treasured its

reputation, with
service to

customers given the
highest priority’
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Little things can make a huge difference
When the heat is on it’s the little things that make a difference to your business. Like being able to give your customers

a quick decision on their credit application, via our automated online services. Or having a dedicated business manager

to answer your queries, whatever they might be. And keeping up to date on the latest change in industry legislation that

may affect your business, via our website. You can even access your financial reports at the touch of a button. So, no matter

how hot it gets, you can rely on Black Horse Retail Finance to help you keep your cool.

www.poscredit4u.co.uk
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BEST WHOLESALER
WINNER: WISEACTION
Wiseaction has been importing products to the UK
and other European countries for the past decade

Banbury occasional furniture with Avon dining table and chairs

Wiseaction imports and distributes to the
trade and is one of the UK’s leading
suppliers of environmentally friendly
timber products from its manufacturing
plants in Vietnam, China and Brazil. Its
products are made from reclaimed timber
or timber from sustainable sources.

Wiseaction also supplies a range of
other products from around the world,
including glass furniture, rugs and
terracotta and glazed pottery (by pre-
configured pallets). These are available
from its East Sussex distribution centre.

Ranges include contemporary and
rustic solid oak, reclaimed pine, durable
hardwood garden furniture, Oslo oak
table and dining chairs, and self-build
ranges Porto Mexican and Santo
traditional honey styles. Wiseaction has

ranges for the living and dining rooms,
bedroom, kitchen, office, entertainment,
garden, patio and conservatory, with the
quality and designs to satisfy all budgets.

During 2008 Wiseaction added three
contemporary oak ranges: Banbury
occasional, Avon dining and Kube
shelving unit ranges. All are in warm,
light solid oak with limited veneer and
are ideal for the shopfloor and the home.
Avon, Kube and Banbury are available for
seven to 10 day delivery from stock.

In addition to its field sales, Wiseaction
offers customer support from its St
Leonards-on-Sea head office. It has stock
available for distribution and immediate
delivery and can also supply products by
direct mixed 20ft and 40ft cube container
for retailers wanting larger quantities.

‘Products are
made from

reclaimed timber
or timber from

sustainable
sources’
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KUBE Kube furniture
makes stylish and high
quality shelving units and
room dividers. Kube
oak furniture, with its
clean modern styling and
warm light oak finish, is
stunning to look at and
compliments any home.
Kube: solid oak with
limited veneer.

FOR MORE INFORMATION ON ALL OF OUR RANGES PLEASE CONTACT:

NN AATTIIOONNAALL  SSAALLEESS  MMAANNAAGGEERR::   Les Brown - Mobile 07880 507414 or email: les.brown@wiseaction.com

WWIISSEEAACCTTIIOONN::
Wiseaction House, 15-20 Gresley Road, Castleham Ind Est, St Leonards-On-Sea, East Sussex TN38 9PL
Sales Tel: 01424 462333 | Sales Fax: 01424 462334 | Email: info@wiseaction.com | www.wiseaction.com

BANBURY Banbury 
occasional furniture is stylish
and high quality. Banbury oak
furniture, with its clean
modern styling and 
warm light oakfinish, is stunning
to look at and compliments any
home. Banbury: solid oak with
limited veneer. Note: Dining
table and chairs are from the
Avon range.

Banbury occasional furniture with
Avon dining table and chairs

Kube furniture

“Wholesaler of
the Year Winner”

STOCKS NOW AVAILABLE DELIVERED WITHIN 7 TO 10 DAYS
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GRÜNDORF UK Ltd. · 11 Farfield, Kidderminster, DY10 1UG · Tel. 084567 32181 · Fax 084567 32182

www.gruendorf.com · e-mail: info.uk@gruendorf.com

FLOORS FOR LIVING

Solid wood planks, European Oak autumn

Best Solid/Engineered Wood
pure nature/avantgarde European Oak

Thanks for your vote and 
your continued support!

‘We are delighted that the readers of
Interiors Monthly have recognised our
products in this way and thank them for
their vote,’ says Koos Groenendijk,
Grundorf md, who expressed the delight
of the whole Grundorf team. 

‘The engineered parquet Avantgarde
(pictured) convinces not just with its
timeless and expressive surfaces, but also
and above all with its fast and innovative
installation system. CLICKitEASY is the
magic word that denotes a locking
system based on the door lock principle:
a plastic strip built into the headers

retracts and then springs back to lock the
two boards together ensuring a safe and
stable connection. Compared to
conventional installation methods, this
saves effort and time,’ he says. 

‘Simple, natural and exquisite
characterise all the variations of the Pure
Nature solid wood range. The oak
surfaces in particular impress with their
unique look and feel. With Pure Nature
Click the installation is noticeably easier.
The long side is easily slipped into place,
making installation of large areas possible
in the shortest time.’

BEST SOLID/ENGINEERED WOOD
WINNER: AVANTGARDE/PURE NATURE
Innovative products with a simple locking system 
to make installation faster and easier

wood_p54_IMaug.qxp  31/7/08  09:21  Page 54



www.interiorsmonthly.co.uk 55

Awards

BEST CARPET
WINNER: TUDOR TWIST
With more than 110 years of heritage, Victoria 
Carpets combines family values with innovation

Victoria Carpets was founded in 1895 in
Kirkcaldy, Fife by George Anton,
Alexander Hamilton and John Johnson.
In 1900 the manufacturing plant was
moved to Kidderminster, Britain’s premier
carpet manufacturing town. In 1920
John Johnson retired and by 1927
Alexander Hamilton had died – so leaving
George Anton and his family to manage
the business.

The company has moved a long way
from the early days of manufacturing
printed tapestry carpet rugs and squares

and in 2000 the company moved to a
purpose built location. 

With a global turnover of more than
£60m and some 750 staff, the family
ethos – with an emphasis on traditional
skills, craftsmanship and caring attitude
to employees and customers alike – is still
of paramount importance today.

It is a major investor in machinery and
in 2007/08 introduced another high
speed Card Monroe tufting machine,
giving it additional capacity to help with
the development of new products.
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BEST SOFTWARE SUPPLIER
WINNER: RADII
Radii’s programs are used by a string of top retailers and 
are among the most commonly used in the industry

Radii is a software house and systems
integrator, writing, supplying and
supporting commercial software and
supplying integrated computer systems.
Its principal strategic market area is the
furniture trade, both for manufacturers
and retailers.

Established in Hull in 1976 as Radius
Systems, it has always majored in
specialised sales order processing
software, providing the framework for
successful business-to-business and
business-to-consumer operations, linked
to a financial suite to enable a complete
business solution.

The company specialises in industry
specific technology for furniture retailers
through its Furniture Retail Software Suite
(FRS). Its systems are for users of all sizes
to manage the sale from product enquiry,
order and its progression through the
various departments to final delivery and
after sales service.

The software suite comprises: FRS,
FRSnet, FRS pricewriter, FRS portal, and

FRS ums. Benefits are: improved margins,
enhanced customer service, increased
productivity, day-to-day visibility for
management decision making and tight
stock control.

Andy Frost, Radii sales director says:
‘Radii software is continuously upgraded
and developed with input from end
users. We run a series of end user groups
throughout the year, where they meet
regularly and debate the functionality of
the software and brainstorm with their
clients what they want to see at the user-
interface end.’

FRSnet is browser-based, using similar
user interface and communications
technology to the Internet in a highly
secure environment. ‘This technology
means that linking locations is easy and
inexpensive. In fact the system can be
accessed by specifically authorised users
from anywhere in the world,’ says Frost. 

‘A main feature of the system is its
graphical representation and colour
coded iconography which allows the user

an immediate sight of the status of
whatever is being viewed. Functionality
covers the entry of sales orders in the
showroom or as a back office function –
or a mixture of both. Existing customer
details are taken from the database or
new customers having their details
entered with the help of postcode look
up software where available. The
intelligent stock and product selection
makes use of a combination of drop
down menus and free-format entry boxes
for product options taking account of
any that are price-effecting. This
dramatically reduces costly mistakes
especially for special ordered items.

‘Purchase orders can be automatically
generated for special orders and,
together with stock (and container)
orders may be consolidated if required.
Orders may be booked into the
warehouse and the system configured to
trigger a message to a designated person
or department. automatically telling them
that a customer’s goods have arrived.’
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BEST FURNITURE WEBSITE
WINNER: PINETUM
Switching its emphasis from retailers to consumers has been 
the online focus 

Pinetum recently revamped its
Pinetum.co.uk website. ‘The focus of the
redesign was to make it more user
friendly for the end user,’ according to
Mark Robbins, Pinetum sales and
marketing director.

Navigation has been improved, making
it easier for visitors to find the information
they want, which gives it a more
consumer friendly feel. According to
Robbins, the previous generation had
been designed more with stockists and
potential stockists in mind.

Retailers can now update which
products they have on display, and in
which colours, allowing the website to
more accurately direct shoppers to local
stockists. ‘This saves them having to ring
stockists in search of a specific product or
make a wasted journey if the retailer
doesn’t have that particular product.’

Pinetum has also been successful in

capturing consumers’ details by
encouraging them to register online for
extended warranties, product information
and news of the latest promotions. This
has in turn been used for marketing and
driving footfall for stockists.

Consumers can search for products by
room, name of range or type of furniture.
Brochures can be ordered or downloaded
as a PDF. Information is also provided on
caring for furniture. And Pinetum
provides full contact information
including telephone number and address,
not just an enquiry form. 

Revisions to the website are ongoing.
The company plans to add videos of its
products being made at its Warminster,
Wiltshire factory.

‘Companies have to embrace the
Internet,’ says Robbins. ‘it’s not going to 
go away. The website is a major focus 
for us.’
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BEST FLOORING WEBSITE
WINNER: BALTERIO
A wealth of information, ease of use and the ability to create
your own look contribute to a winning online presence

When it comes to websites, one of the
major challenges for suppliers is trying to
find a balance between providing the
product information consumers are
looking for without overwhelming them.
Get the mix wrong and shoppers will give
up long before they even think about
looking for the nearest stockist.

This is a challenge that laminate
company Balterio has achieved with ease.

Product information is presented in an
easy to understand way, with consumers
able to explore further into the website if
they wish for more information, but
having a clear understanding early on.

Visitors can find products, by range
name, colour, and finishes. Combining
these abilities is the Room Designer
function. This allows the user to see what
any particular range will look like against
different furniture and wall colours in the
living room, dining room, bedroom and
lounge. While not as detailed as some

software packages, it provides an easy
method of finding the shortlist of finishes
consumers will consider in-store.

If visitors cannot make their mind up
from these functions, the Laminate
Advisor guides them through the
available options.

Product and installation guides can be
downloaded as PDFs, while a tips 
section answers common questions
about the firm’s products. Consumers 
can email their questions or suggestions
to the company.

Retailers can also use the website to
download POS material, high resolution
images, technical specifications and
warranty information.

All of this is presented in a stylish and
logical way that thankfully shuns the use
of Flash videos and other unnecessary
diversions and instead concentrates on
what it was created for – informing
potential customers.
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BEST SUPPLY CHAIN/LOGISTICS
WINNER: HOME DELIVERY NETWORK
Offering a nationwide delivery service 
with more than 3,500 drivers

hdnl.co.uk

Thank you for your nomination
Your home shopping deliveries to
every postcode … every day
• Friendly delivery crews deliver 7,000 two-man

consignments a day throughout the UK

• 4-hour delivery windows

• Dedicated customer service support

Home Delivery Network is the UK’s
largest dedicated home delivery and
collection service, delivering to all 
1.76m residential postcodes throughout
the country. 

HDN has a nationwide network of 62
depots. Its specialised operations network
handles larger items that require two
people to deliver, such as furniture. 

The company’s 3,500 drivers are

trained to represent a client’s brand to
the highest standard. The service is
supported by a new multi-million pound
track and trace system, which provides
clients with visibility of their service level
achievements every step of the journey.  

Customer service support is now
available online to support HDN’s clients
and their customers, along with an
online proof of delivery facility.
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BEST UNDERLAY
WINNER: CLOUD 9
Ball & Young’s flagship range continues to
garner new fans, 13 years after its launch

Cloud 9 was launched in 1995 Cloud 9 Radiance is the firm’s latest product

Interior comfort, durability and ease of
application are the principles underlying
Ball & Young’s underlays. The company
was founded in 1983 and quickly
established itself as one of the leading
rubber underlay manufacturers in 
Europe. Its products were synonymous
with luxury and quality, which continue
as the cornerstones to the business
today. 

In 1995 Cloud 9 was launched. A light
but durable underlay, it was an
immediate hit with flooring professionals
and consumers alike. Its success was
recognised in 1999 when it was selected
by the Design Council to become a
Millennium product.

APT Crumb, specifically developed for
the commercial contract market, was
launched in 1998 and soon established

itself in both the traditional stretch fitting
and double stick markets.

The latest innovative product released
by Ball & Young is Cloud 9 Radiance. This
universal product has been designed for
use with underfloor heating in hard
wearing double-stick applications. It can
be installed in traditional stretch fit
applications and is constructed from a
5mm thick, 200kg/cum density firm hard
wearing core with an attractive non-
woven backing and film lower surface.
Cloud 9 Radiance has a thermal
resistance of 1.2tog.

Cloud 9 is manufactured in Corby,
Northamptonshire and the company
credits its employees for their
commitment to offering customers a 
very high standard of product and
customer service. 
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Tel: 01536 200502

2008

Product of the Year
Underlay - Cloud 9
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BEST DINING
RANGE
WINNER:
ARDENNES
After several months beset with delivery
problems, many stockists reduced their
Christian Harold display models to a
single set, often the established oak
Ardennes. Despite the issues, the range
has continued to perform well, which
new owners BITC will be hoping
continues during the rest of the year.

BEST BEDROOM
FURNITURE
WINNER: IVORY

BEST LEATHER UPHOLSTERY
WINNER: ITALSOFA

Willis & Gambier’s Ivory bedroom
collection (pictured) is made from solid
birch and birch veneers with a hand-
painted, lacquered finish.

It takes its inspiration from 18th
century French furniture, with its mellow
tones and soft curves designed to create
a tranquil, relaxed atmosphere.

The distressed paint finish is achieved
through the application of several layers
of paint which are then gently aged in
places. Hand-finishing and the
appearance over time of hairline cracks in
the paint finish – a natural part of ageing
– results in a subtle variation in finish
giving each item a unique character.

BEST
FURNITURE
BUYING
GROUP
WINNER: AIS
‘The key word in Associated Independent
Stores is independent,’ according to Euan
Kelway-Bamber, AIS merchandise director
for home. ‘The largest independent non-
food buying group of its kind in the UK
with a combined turnover of around
£1.6bn, AIS enables independent
department stores and specialist retailers
to profit from the level of buying power
and services enjoyed by big high street
chains – without loss of independence.’

This is achieved in a variety of ways: 
� an extensive, committed retailer
membership and supplier base; 
� access to exclusive products and own
brands, plus better terms and margins
that strengthen the independent’s point
of difference in the high street. 
� identifying retail and product trends
and regular dialogue with members to
understand what is really working in the
marketplace and constant innovation. 

AIS offers services designed to meet its
members’ needs, such as training,
marketing and information technology. 

Natuzzi’s Italsofa brand continues to
enjoy growth with its mid-market ranges 

‘Our brand is experiencing an
exceptional steady growth. In a
demanding global market, we continue
to explore new materials, designs, colours

and functions while maintaining the
strong Italian style and quality,’ says Joe
Stano, Italsofa division director. 

Italsofa was established by Natuzzi in
2001 and has production facilities in
China, Brazil and Romania.
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BEST LIVING ROOM FURNITURE
WINNER: YP FURNITURE
For more than a quarter of a century, the company 
has been at the forefront of furniture

The                        choice No.1
for painted furniture

YP Furniture Limited 
Corringham Road Industrial Estate Gainsborough 
Lincolnshire DN21 1QB
T : 01427 615628  F : 01427 810376
E : sales@yp-furniture.co.uk   www.yp-furniture.co.uk

When it comes to painted 
furniture YP is the number 1 
choice, with three beautiful 
ranges Country House, 
Rochelle and Lulworth.
To find out more about our comprehensive 
retailer support package call us on 
01427 615628 or visit 
www.yp-furniture.co.uk

YP Furniture has been making furniture
for more than 25 years and is well known
as the UK’s leading supplier of painted
furniture for the bedroom, living and
dining rooms, all finished at its
Gainsborough, Lincolnshire head office.  

Innovative designs which reflect the
changing world are now also sourced
from around the world and brought to
UK stockists as a fully serviced product –
no minimum quantities, free delivery,
comprehensive sales literature, point of
sale material and full service back-up.  

Chris Everist, YP sales director says: ‘YP
Furniture sets out to excite the consumer
with new products that reflect current
trends, yet which have the potential for
longevity too. That’s something that has
worked particularly well in our painted
products like Country House (right) for
many years. We are constantly adding to
the range or developing new pieces
which reflect the consumer’s needs.’

YP Furniture is part of the JDP
Furniture Group and its products can be
seen at its Long Eaton showroom.

living_p65_IMaug.qxp  31/7/08  09:29  Page 65



66 Interiors Monthly  August 2008

Awards

BEST VINYL
WINNER:
STONEMARK
The Stonemark collection (right) from
IVC’s Leolan brand is available in 37
styles, mainly tile or mosaic designs.

The 3mm range has a 0.3mm wear
layer and a 17dB sound reduction level.
It is available in 2m, 3m or 4m widths in
30m rolls.

Jan Vergote, IVC ceo says: ‘We are
constantly striving to improve our
technology and always looking for ways
to innovate. We are not only developing
stronger, more durable products, but
also products that are more appealing
and creative. 

‘The service to our customers is also
included in this strive for innovation and
improvement.’

Universal Mouldings supplies a huge
range of profiles for laminate and real
wood flooring 

There are no restrictions on order size,
and the firm has an ever expanding
range, such as its latest stair nosing

collection initially available in 100 shades. 
The firm colour matches its profiles

with other major manufacturers such as
Balterio, Quick-Step, Pergo, Parador and
Faus and has more than 60 veneer
profiles and 40 laminate profiles in stock.

Pergo’s Original range sets a calm and
tranquil mood.

Get back to basics with Pergo’s
Original collection and create the perfect
idyllic haven with Pergo’s Original
Elegant Oak (below). This simple flooring
will set a calm and tranquil mood,
excellent for those busy days when all
you want to do is relax.

The only true original. This broad range
offers the widest possible choice of
decors and surface finishes. It forms the
basis for the home, creating a sense of
timelessness and design excellence.

Balta’s product mix covers broadloom
carpets, rugs and laminate flooring.

Balterio is a joint venture with Triax
Group. Balta Group is a major European
carpet and a global player in rug
manufacturing owned by venture capital
firm Doughty Hanson since 1994. The

group’s product mix provides a stable
portfolio across changing fashions. 

The group manufactures in Belgium
and Turkey and distributes across the
globe, with sales of more than £577m. 

Balta Broadloom is also a member of
the Fun on the Floor campaign.

BEST FLOORING
ACCESSORIES
WINNER: UNIVERSAL
MOULDINGS

BEST
LAMINATE
WINNER:
ORIGINAL

BEST OVERSEAS FLOORING
SUPPLIER
WINNER: BALTA
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Copyright 2008 Lynch Brothers Licensing Corporation

CONTACT GARETH PRICE
1 STANLEY ROAD, EMSWORTH, HAMPSHIRE PO10 7BD

TEL: (0) 1243 378369 
WWW.LYNCHSALES.CO.UK

LYNCH
Saless Company

Established 1914

Serving the United States, Canada, and the United Kingdom

Truth be known, when
many of the nation’s more promi-

nent furniture dealers want to RETIRE, or turn over
the reigns to a new generation, they rely on the
Lynch Sales Company. For while it’s true that we’re
the industry leader when it comes to liquidation
sales, the majority of our Sales Events are conducted
for those looking to increase their sales and profits
to facilitate retirement.

In fact, we originated
the copyrighted LYNCH 
RETIREMENT SALE events
our clients use to generate
50% TO 100% of their an-
nual sales volume, allowing
them to either transition
their business, or transition
out of it altogether. 

Doesn’t your store
deserve a Lynch Sales
Company Sale? Call today
for an outline of our copy-
righted RETIREMENT SALE
PLAN. Find out how a
Lynch Sale can take you
wherever you want to go.

To receive our complete outline, 
call (0) 1243 378369  www.lynchsales.co.uk

Relax
with The Lynch 
Retirement 
Sale

Manufacturers of all types of Wool, Woolblends 
and PP Carpets 
will be showing in 

HARROGATE
between September 2nd and 4th 2008

We will be situated in

HALL B, Stand B34
Join Del Boy on Stand B34 for a glass of 

Beaujolais Nouveau – 79.
Cushty. Bonjour!

For further details please contact:
GORDON HUGO on Tel: 0044 7976 697 657

JOHNY PEETERS on 0032 475 710 869

GENERAL CARPET NV
Steenweg op Kleine Brogel 75
3950 Kaulille-Bocholt Belgium

Tel: 0032 11 62 19 62
Fax: 0032 11 61 12 25

Email: sales@general-carpet.com
Website: www.general-carpet.com

The Natural Choice

We’ve got a new outlook on life...
Come and share it with us!

Edel Telenzo Carpets, 2-4 Southgate, Elland, West Yorkshire HX5 0BW
T: 01422 374417 • F: 01422 377452 • E: sales@edeltelenzocarpets.co.uk  
W: www.edeltelenzo.co.uk

Harrogate 
Floor Show
Hall C, Stand 

C43 Piccadilly
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TCS
MARGIN MAN
Ensuring a retailer’s profitability is key for one Irish importer –
but they need to understand the details to benefit properly

For Thomas Small, TCS md, selling
leather upholstery is simple… or it least
it should be.

‘We never say we’re the cheapest, but
[as a retailer] you’re selling the product
with an 100% mark-up. You have
nothing to do but order it and sell it.
There is no outlay. The product comes in
and you don’t pay for 30 days. Or you
could pay in seven days and we’ll give
you a 5% discount if you do that to say
“Listen, thanks for the money back so
quick”.

‘There are no cashflow issues, no
stock issues, there is nothing to do. We
gave up counting the options once we
got to 10,000 and everything can be
customised as well. And in the worst
case scenario if it doesn’t sell, and you
sell it as a ex-display model you’ll still
make £200.

‘As a retailer, why I would go outside
that box? Even if you want a
promotional model, we have
promotional models. So instead of going
to China, with no travelling time and no
days out your shop wondering what
they are doing, use it as a loss leader
and instead of taking a 100% mark-up
on that product, take 35% and don’t
push it when you get the customers in
through the door.’

When Small pauses for breath –
usually when his mobile rings, as it does
constantly – he suggests that some
retailers are buying from the Far East
simply because they enjoy the travel.
‘Instead of being retailers they are trying
to be global travellers or something.’

He readily concedes that retailers can
save money by buying direct from the
Far East, with the associated logistical,
warehousing, long delivery lead times
and quality issues but he also questions
why anyone would want to be selling
£699 leather sofas in the first place.

‘Do you want to be selling that type
of product in your shop? Your £699, half
leather model. Is that where you want
to make margin, your profit, or is that
just busy fools? Do you want to be

taking to women about stuff you don’t
really want to sell just because you have
containers of it in the warehouse? Or
should you buy it from us, one by one
as you sell them, for £500 and when
they come in the shop, don’t even talk
about it. Just walk away. Tell her it’s 15
week delivery and move on to a product
with a decent margin.

‘If retailers would take the time to
actually focus on what they are doing,
more so than trying to do so much, in
the long run they’d be better off.
Logically it all adds up.

‘Why is the market going on about
prices? Is it because the consumer is
fighting for a price point, or is it people
in shops think they want that? People
should be keeping their margins up in
tough times, so they are doing it back to
front. Instead of keeping margins up and
looking after their customers and their

‘If retailers would
take the time to
actually focus on

what they are
doing, more so
than trying to 

do so much, in the
long run they’d be

better off’

Delivery on products such as Woodstock averages six weeks
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business, they are cutting their margins
all the time. They want to cut their
margins to the suppliers and are
shouting at them for lower prices. 

‘Obviously to get a lower price what
do we do? You have to cut service, you
can’t supply everything. You have to lose
something. I think that’s all wrong, I’m
really passionate about that. I think the
smaller man needs to be focusing on the
whole picture.

‘If you’re not making any profit you’re
wasting your time.’

Small’s passion for that is unflinching,
but he doesn’t believe in attacking the
competition. Stress the positives is the
message. 

‘You don’t need to knock people to do
business. Everyone has their own
strengths and weaknesses. There is no
point in trying to find fault in anyone as
it doesn’t matter who you look at,
including ourselves, there are certain
weaknesses and strengths. If you are
looking for weak points you’ll always
find them. We might be weak on up-to-
date designs but we’re strong on other
points. The overall picture is what to
look for,’ he says.

After three years of supplying the UK
market, TCS is ready to move more
upmarket. Demand is growing for
products that retail around £2,000, and
this will be firm’s new product
development focus for Interiors
Birmingham next year. At this price point
there is more margin to be made, he
reckons, with stores making between
120%-150% mark-up.

What he wants is for retailers – TCS’s
British accounts are overwhelmingly one
to three store independents – to
understand how to maximise their
margin, by taking advantage of the
firm’s delivery options, or reduce price
points to lift volumes while maintaining
an 100% margin. ‘We don’t want to sell
by the container, we want to deliver by
the container,’ he says.

If a retailer can consolidate orders of
22 to 24 sets in a month, the cost falls
by 12%. TCS deliveries average six
weeks. Add the seven day payment and
further 5% reduction ensues: ‘That
means that £1,699 sofa is £1,299 and
they are going to sell more of them – all
at 100% mark-up.

‘Some of the shops are picking up all
the benefits and using them on the
shopfloor, but some aren’t going into
the details of how things work. “We’ll
maybe use the programme next week,
and we’ll keep using what we’ve been
doing it until we close down.”

‘Even if you quote 12 weeks, which is
on the boundary of what people will
accept, that’s giving you six weeks to sell
24 suites. If any furniture shop can’t sell

24 suites in six weeks, they want to give
up selling suites and sell something else.
That’s my logic of it. It’s simple. It works
if you get your head round it.’

Small believes a third of British TCS
stockists, about 50, understand how to
make maximum use of the options, but
the challenge is to persuade the rest. He
doesn’t explicitly say so, but the message
is clear: he wants 200 to 250 British
retailers who appreciate the detail. Tuig?

‘Small wants retailers to tuig (understand) the business model’

All models can be customised
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KOINOR
DINNER TIME
Dining and upholstery do not usually make the best of
companions – unless you combine the two ideas

When it comes to sofas, eating is usually
limited to a tray on your lap. Formal it is
not. Until now. 

German upholstery manufacturer
Koinor has combined the comfort of a
sofa with the formality of dining. Its
Dinner Sofas range creates an alternative
look for the living or dining room. 

The company has several dining sofas,
including the Bionda. Its backrest can be
converted into a cosy corner with a catch
hinge. Beginning with a 144cm unit,
more seating can be added in 20cm
increments in U or L shapes.

Positioned on slim metal runners,
Bottom is available with or without
armrests and backrests, a multitude of
arrangements – including curved sofas –
and also has 20cm increments.

The success of the dining sofas in
Koinor’s domestic market is now 
being repeated overseas, with 
exports accounting for almost a third 
of sales. Dinner parties may never be 
the same again.

Bionda: seating is added in 20cm increments

Bottom can form straight or curved arrangements
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Take our HASSLE FREE 30 day trial and if for any reason you
feel RSL cannot cut costs within your business - simply
cancel within 30 days and you won’t be charged 

For more information 
call or email: 

08712 20 64 64 

info@retailsystem.com 

Door-Oil
The great eco-friendly finishing
treatment from Osmo to protect and
preserve all internal wooden doors
and joinery!

� Osmo Door-Oil is easy to use 
and gives a professional touch 
to internal doors

� High quality and durable 
finish – microporous

� Solvent-free and natural 
oil/wax based

� Water-repellent and indelible

� Does not crack, 
flake, peel or blister

Osmo UK ltd
Unit 24
Anglo Business Park
Smeaton Close
Aylesbury HP19 8UP

Tel: 01296 481 220
Fax: 01296 424 090
www.osmouk.com
info@osmouk.com

NEW!NEW!

Highest 

coverage! 

A little goes a long way.

Approx. 12m2 with 

2 coats

Durham Road Trading Estate • Bir tley • County Durham • DH3 2BG

T: 0191 492 3855 • F: 0191 492 1344 • E: sales@intfurniture.co.uk • www.intfurniture.co.uk

Portland
Triple Robe
• 3 Drawers

• Antique Pine

£99.99
Solid Pine Chelsea

Extending Dining Table

£199.00

Solid Oak
• Solid Oak Chair

• Full Leather Seating

Extending Table Sizes:

59” / 71” or 83” x 36”

Full Ranges Available at Great Prices
No Minimum Order • 7 - 28 Days Delivery • Order Your New 2008 Catalogue Now!

Fixed Top &

Occasional Pieces

Available

3 DRW BEDSIDE . . . . . . . . . . £17.60
5 DRW SLIM CHEST . . . . . . . £35.50
4+2 CHEST . . . . . . . . . . . . . . £44.50
4+7 CHEST . . . . . . . . . . . . . . £70.00
SPDT . . . . . . . . . . . . . . . . . . . £43.50

DRESSING STOOL . . . . . . . . . £10.75
DRESSING MIRROR . . . . . . . . £10.75
ALL HANGING ROBE. . . . . . . . £74.50
DOUBLE ROBE + 2 DOORS. . £90.00
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ROGER OATES 
PERFECT PARTNERSHIP
Best known for its striped designs, plains have now entered 
the ROD palette with a new slant on historical designs 

It’s not often that the US Oak Leaf Trust
(similar to the National Trust), can lay
claim to being the inspiration for an
award winning carpet and rug company,
but when it comes to Roger Oates
Design it can.

Oates and his wife Fay were asked by
the Trust to produce narrow, flat weave
runners popular with large country house
owners in the 1820s.

‘When we researched the project we
were struck by the elegance and
simplicity of the designs,’ he says. ‘We
enjoyed the formal structure and
constraints that the narrow loom and
working with straight lines created and
could see that within those limits were
endless opportunities for expression.’

The pair soon discovered that just
because the style was created for historic
homes, it did not mean it could not be
suitable for today’s properties.

‘By altering a colour and width of a
stripe, you can change the overall look.’
And this is exactly what they have done
‘You have to make a statement – and not
to make a statement is to make a
mistake,’ says Roger.

Not content to stay with one look,
ROD’s latest 100% wool collection leaves
behind its trademark style and opts for
plains and subtle stripes.

The stripes are wider, with a brighter
colour palette including lime and
mandarin, with herringbone and rib
stripes adding greater depth. For a more
traditional look, a natural palette
including peat, mocha, chalk, black
and putty has been created.

‘Not to make a
statement is to
make a mistake’

Brighter colours (New Hadley, above) and wider stripes (Stripes and Boxes, below) have been used
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Tel: 01827 831430

Fax: 01827 831431

www.georgiancarpetsuk.co.uk

Please visit us at the

National Floor Show, Harrogate

on stand B11.  

Introducting our latest addition

Hathaway Berbers
• 80/20 Wool Twist

• 15 Colours

• 3 Weights

• 4 & 5m Widths

73_IM_0808  28/7/08  12:20  Page 73



74 Interiors Monthly  August 2008

Carpet

Weaving success

In 1975 Roger Oates, a graduate in Woven Textiles at West
Surrey College of Art and postgraduate diploma in
Industrial Design at Kidderminster, and his wife Fay, a
textile graduate at the Royal College or Art, set up Morgan
& Oates. Helped by a bursary from the Welsh Arts Council,
they produced rugs, scarves and throws for the interiors
design market. Clients included Laura Ashley, Next, Marks
& Spencer, Ralph Lauren and Donna Karen. 

After selling the company to venture capitalists in 1987,
Roger Oates Design was formed, focusing on rugs and
carpets.

By 1996 ROD had launched a mail order catalogue,
selling direct to consumers. Three years later a London
store was opened.

Last year it began selling through retailers, and its
products are now available from 34 stores in the UK and
the Republic of Ireland, including Barker & Stonehouse,
Arnotts, Philip Walton Fine Furnishings, Sunniva Carpets,
Clement Joscelyne and Mister Smith Interiors, as well as
across Europe and the US.

Moritz Multi

Plains and subtle stripes dominate
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Tomkinson Berber range
80/20 Wool Twist 

13 rustic colours 

Available in two qualities 

Available in two widths, 4 and 5 metres

new

Mr Tomkinson
your carpet specialist

Sales Tel: 01827 831 450  
Fax: 01827 831 451

Email: sales@mrtomkinson.co.uk
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FLOORSTYLE
HARD HEAVEN
Buyers searching for new products would not have been
disappointed at this year’s Floorstyle exhibition

An abundance of new products were on
show at Floorstyle (29 June-1 July).
Although visitor numbers were not what
exhibitors or organisers would have
wanted, there was much of interest at
London’s Excel.

Karndean showed off its Oak Royale
collection, designed to have the look
and feel of hand-scraped wood. It is
available in four colours: Spring (beech),
Summer (golden brown), Autumn
(chestnut) and Winter (dark chocolate).

Universal Mouldings offered its latest
stair nosing, initially available in 100
shades to match hardwood flooring.
Once completed the kit will come
complete in a box, allowing easy 
in-store display.

WLD showed off its Finsa and Balterio
additions including the 10 colour Rio,
while Marlborough added a trio of low
priced ranges.

Gründorf introduced Beauty Match
with which header joints are practically
invisible from most angles. This allows
two and three strip and planked decors
to create a harmonious floor without
needing to lay planks in specific order.
The company also debuted the single
strip County Collection engineered 
plank and added oaks to its Chartrex
aged collection.

WoodTrend highlighted the range of
timbers available for its one strip planks:
ash, ipe, jatoba, Siberian larch, teak,
walnut, and white oak The company
invests 25% of its profits in regeneration
and replanting and offsets twice the
carbon in its products through the EU
Emissions Trading Scheme along with its
own emissions.

Atkinson & Kirby unveiled Versailles
panels and the Blacknut finish on a UK
basis – previously it was only available 
in Scotland.

Edwards Cheshire launched several

FSC ranges, including burnt oak and
grey. The company’s new finishing line
allows it to offer bespoke finishes. It has
also introduced an online stock checking
facility for stockists along with an
accessory brochure.

Jordan Andrews added several finishes
including Mongolian teak and expanded
its porcelain tile collection.

Karelia’s Stonewashed collection was
enhanced with several new finishes and
it also added to its heat treat ranges.

From Panget was the Zenitude oak
140mm plank in four shades, featuring 
a lacquered finish with tongue and
groove joints.

Next year’s show takes place from 
28-30 June.

Atkinson & Kirby’s Versailles panels

Karndean’s Winter Oak Royale
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Gorsey Lane, Coleshill
Birmingham, B46 1JU

Tel: +44 (0)1675 433 031
Fax: +44 (0)1675 433 521

Visit us on 
Stand C39A at the
National Flooring Show, 
Harrogate

See our successful Chiltern

Twist Collection, along with

our NEW Reflections

range, which is available in

two weights. 

We will also be launching

our new Wilton Division,

incorporating superb

designs in a million point

quality. 

All the new 2008 qualities

will be on view, along with

the opportunity to buy

factory clearance offers.

Featuring two NEW
Saxony Ranges:

Blue Lagoon
and

New Pacific
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MANCHESTER 
X FACTORS
There were stars among the host of new offerings at the Manchester
Furniture Show, held at Manchester Central from 13-16 July

New products were aplenty at the
Manchester Furniture Show. Morris
Group introduced 24 to 72 hour delivery
on selected products, including
mattresses and occasional ranges. Its 
G Plan brand extended the Seville from
the dining room into the bedroom and
introduced Village – its first range
including stone. The full dining range has
an oak finish and polished stone inlays.

A small square dining table was added
to Zone’s Deco range, while the Loft
living and dining room collection was
available in a black ash finish under the
Nero name. In contrast, Nuvo is a glossy
white acrylic bedroom range including
steel handles.

Morris introduced the Grange bedroom
range along with the Regency dining
collection with an X motif. Sleepstyle
added storage options on its leather
beds along with more colour

S&C’s Space collection  

Kettle’s Cottage Cream 
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options and improved the specification
of pocket sprung models.

Relaxateeze boosted its club chair offer
with crushed velvets while unveiling the
Sorrrento upholstery collection, Asti
leather recliner and Supra soft cover
model.

Steens expanded its waxed pine
offering and highlighted its Kids and
country-style Cornwall collections.

From Kettle was the 18-piece
farmhouse-look Cottage Cream dining
and occasional collection and the
Rutland bedroom range. Previewed in
January, it has been rescaled making it
suitable for modern homes.

Seconique debuted the Venetia and
Rogano recliner suites, the New Orleans
bedroom collection in walnut or beech,
and the Bellini beech bedroom range.

DaVinci promoted its easy to assemble
sofa in a box, which allows 42 to fit in a
container.

The oak Suffolk dining collection in a
satin lacquer was available from
Matthew Kay, along with a range of
pottery accessories, lighting and mirrors.

S&C’s matching home entertainment
units and coffee tables captured
attention in the event’s marquee. A
major TV stand producer, S&C also
introduced a high gloss TV unit with
eight speakers to improve the sound
quality on lower-cost large screen TVs.

Three years after a major fire destroyed
its upholstery operations, Sweet Dreams

returned to the sector with three leather
ranges: Caribbean, Biscay and Oceania
all featuring recliners; two soft cover
collections – Caspian and Arabian – and
the Andaman lift and tilt recliner.
Gwynneth expanded its bedroom offer
and ottomans were added to its Well
Being, Pocket Spring and Sleepzone
collections along with four new bed
models.

DAMS introduced three ranges
alongside its 2008 brochure: the 16-
piece Kulu sheesham dining and living
room collection, a 12-strong dining chair

selection and leather upholstery range. It
also highlighted its home delivery and
assembly network. As a major office
furniture manufacturer, it has seven
regional distribution centres and
400,000sqft of warehousing.

World Furniture added the Juno
expanding dining table and Toso glass
top model alongside the Sorrento
bedroom collection, while its Rhone
dining set, a strong seller in the Irish
market, made its UK debut.

Containers Direct launched several
collections, including the Havana in
reclaimed oak for the dining room, as it
widened its geographic sourcing to
include Russia.

There were several new sofas from
IFD, including the Long Eaton made
eco-friendly Reincarnated Things trio of
sofas. It added to its leather offering
with the Hector, transitional Juno and
Perseus – its first motion range. On
cabinet it debuted the dark oak
Florentine and light oak Dovetail.

WBH added a walnut finish to its
home office collection while debuting
the Canterbury living and dining room
range, featuring a chestnut finish and
cut glass detailing. The 24-piece
collection includes five display units and
four home entertainment units.

Pinetum introduced bedroom benches
with sliding cushioned pad, Truffle paint
finish and coffee table with rising centre.
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DAMS’ Bohemia

IFD’s Weeping Beech from its Reincarnated Things range
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Direct For Less
SPECIALIST IN OAK FURNITURE

Call our sales team and book an appointment to view our new showroom: 

Contact our sales team on: 02476 632148 
Email us at: sales@directforless.co.uk 
Visit our website: www.directforless.com 
Visit our showroom: Ringway House, Hill St, Coventry CV1 4AN 

Completely refurbished showroom, bursting with 
fabulous oak furniture, creatively set out over 
five floors in Coventry. 
 
Maximise your profits with the largest collection of 
OAK furniture in the UK. Over 500 solid oak hand 
made pieces to choose from at unbeatable prices 
in our new 13000sqft showroom. We have 
Occasional, Dining, Bedroom, Office, Bathroom, 
Kitchen, and our new solid oak Outdoor collection. 
 
40ft and 20ft containers at delivered prices with 
PRICES GUARANTEED UNTIL NEXT YEAR!! 
Always at least 25 containers available for instant 
three day delivery. 
 
Wholesale now available with HUGE stocks also for 
immediate delivery. 

“The best oak display in the UK today ...” 

Exclusive suppliers of  BESP- Oak 
FURNITURE 
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NATIONAL FLOOR SHOW
GUIDING LIGHT
Plan your visit and discover the latest launches 
that will be on display in Harrogate

When the flooring trade gathers in
Harrogate from 2-4 September it will be
greeted by some 170 manufacturers,
suppliers and importers.

Pergo is highlighting its PergoSense
laminate, combining sound reduction,
anti-static and anti-microbial properties.
There are 10 designs, from the light,
rustic Seaside Pine to the rich Fruitwood,
in plank and block formats. To prevent
bacteria and viruses growing on the
floor, silver is added to the surface
during production and is claimed to kill
99% of bacteria within 24 hours.

The collection uses Pergo’s SoftTech

technology, using a sound reduction
underlay on the underside of the board,
along with a sound blocking layer under
the laminate surface.

As well as the Oak Royale collection’s
Harrogate debut, Karndean will add to
its Van Gogh range.

Edel Telenzo’s new products will
include the improved Nature Wool
Select, now produced in a semi-worsted
yarn and in nine new colours echoing
the trend towards browns, greys and
greens. Rembrandt is a semi-worsted
100% wool quality, with a slightly
textured look, in seven subtle colours,

while Burford Bridge is a 1,360 gauge
100% loop pile in nine colours ranging
from Ecru to Buffalo, a dark brown, at
the other. New colour palettes for
several existing ranges will also be
unveiled, including Brisbane, Greenwich
and Richmond. The firm will also launch
a POS lectern and tombola.

The British Wool Marketing Board will
launch Shades of Nature featuring new
twist yarn options for tufted carpet
ranges. There are nine natural shades
including a natural black and three
blended shades and highlights the
natural characteristics and textures

Ulster Carpet’s York Wilton Brandysnap
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Gaskell Wool Rich
Sales Tel: 01827 831525   Fax: 01827 831508

www.gaskellwoolrich.co.uk

Visit our new website!

www.gaskellwoolrich.co.uk

...and view all our products.

NEW!
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of wool from British sheep breeds.
Ulster Carpet’s Country House

Collection will take pride of place at
Harrogate. Comprising three designs –
Jacobean, Plaid and Persian – with
coordinating runners, the range is a
9shott quality, woven axminster with an
80/20 blend in 20 colour options.

Also on show will be the recently
launched Ferndale, with its sprig-like
design available in an array of bold
colours while 12 colours have been
added to the York Wilton range alongside
its eight new Berber colours.

Although not part of the show, Ryalux
will relaunch its V&A Twist at the Old
Swan Hotel. The new colour palette takes
its inspiration from the V&A jewellery
collection. The invite only event will also
see the firm unveil a refreshed brand
identity on new POS.
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Ryalux will relaunch V&A

Nature Wool Select by Edel Telenzo 

1nfs-P82_90_IMaug.qxp  30/7/08  13:29  Page 84



Launching over 40 new 
colours for the Autumn

View 230 luxurious Saxony carpets from one of the
world's largest tufted carpet producers.
All in stock for next day delivery throughout most of Mainland Britain

P.O. Box 10468, Birmingham  B46 1WN

Tel: 01675 433501   Fax: 01675 433521
Email: sales@homefoundations.co.uk

Come 
and see us

at the National 
Floor Show

Stand C39
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Sales Tel: 01827 831434
Sales Fax: 01827 831435
Email: sales@manxcarpets.co.uk

Castle Twist Heathers
80/20 Wool Twist
12 Rustic Colours
Available in two qualities
Available in 4 & 5 metres

New
ly la

unc
hed

!
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Preview

HALL A
AT Industries A17

Abingdon Flooring  A13
Ahwazian A16
BMK A21
Bond Worth A24
Cormar Carpets A14
Diamond Key A11
Ezi Floor A21a

Gaskell A6
Hand Made Carpets - Private
A15
Hangzhou Fuxing Textile Co.
A9
Husain International A3
Manx Carpets A24a
Mercado A5

Mr Tomkinson A4
Nawrozzadeh Trading
Company A1
Oriental Rugs & Carpets 
(UK) A10
Plantation Rugs A23
Select Flooring A2
Tollgate A8

Unnatural Flooring 
Company A22a
Wilkies Carpets A7
William Armes A18
Woolsafe A26

PLANNING YOUR ROUTE
To lessen the wear on your shoes, over the following pages there is a
comprehensive listing of exhibitors and where you will find them

HALL B
Aerolay B4a

Ardex UK B25

Art Carpet San Tic B8

Associated Weavers B9

Associated Weavers B9a

B.I.G Floorcoverings B12

Beaulieu International Group B12

Clarendon Carpets B32

F Ball & Co B1

Forbo Flooring B5

Furlong Flooring B18

General Carpets B34

Georgian Carpets B11

Headlam West Midlands B3a

Heckmondwike B3

Irish Flooring Products B4

Janser UK B29

KJC Carpets B28

Kalys Carpets B24

Kersaint Cobb B7a

Mastercraft Rugs B30

Modra Technology B7

Nedgraphics B7

Oriental Weavers UK B13

Orotex B12

Rug-Maker.com B24a

Rugs with Flair B10

Stairrods (UK) B19

Stikatak B6

TL Elliott & Co B26

The Alternative Flooring 

Company B5a

Thomas Hopkinson & Son B14
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Preview

HALL C
Accu-Cut/Brockie International,

Inc C38

Anisa Carpets C34

Auskin UK C19

Axminster Carpets C5

Bonar Floors C32

Brink & Campman C7

British Wool Marketing Board C18

Brockway Carpets C13

Cámara Oficial de Comercio,

Industria Y C31

Cetad (t/a Little Persia)C23

Club Rugs C11

ETC Rugs and Carpets C42a

ETF Machinefabriek C21a

Easylift Machines C46

Edel Telenzo Carpets C43

Gripperland UK C10a

HBS Floor Trade C29

Hadfields C27

Halls Flooring C20

Homecastle C10

Instarmac Group C35

Jarfort C41

Kingsmead Carpets C16

Mayne Computer Technology

C31a

Melrose Textile Co C25

Monteith Collections C21

Oriental Carpet & Rugs C42

Ossfloor UK C39A

RFMS C38

Rama Carpet Company C22

Rawson Carpets C9

Shaw Home Foundations C39

The Estimators (Software) C31a

The Rubber Flooring Company

C30

Trade Interiors C28

Ulster Carpet Mills C17

Unifam C31

Victoria Carpets C15

Westex Carpets C2

Woven Rugs and Carpets C12 

HALL M
Al-Malik Carpets M14

Asiatic Carpets M26

Ball & Young M33

Bronte Carpets M17

Classis Carpets & Rugs M2

Dickinson Moore M28

Godfrey Hirst (GB) M29

India 2000 M9

Karndean International M24

Lano M21 & Lano M18

Lusola M5

Matthys M13a

Mayfield Carpets M20

Mohawk Europe M6

Polyflor M30

Roger Vanden Berghe M11

Spin Group M1

Tapibel M34

Timzo Tufting M31
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OUR RETAIL

ARE

IS STILL RECOGNISED
BY DISCERNING CONSUMERS

“UP HILL AND

DOWN DALE”

The stronger the brand,
the easier the sale.

Come and see for yourself on
stand A21 at the National Floor
Show in Harrogate in September.

For further information call 
BMK Sales on 0113 380 5333

CUSTOMERS
TELLING US

THAT THE

FAMOUSlamb
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Preview

HALL Q
Ambassador Packaging Q27

Balterio Q23

Beacons Products Q38

Chelsea Plank Flooring Q58

Chesterman Marketing and

Powernail Q60

DS Supplies Q30

Eastgate/Delan Q61

Eastwood Wood Products Q56

Fein Industrial Power Tools Q72

Flooring Accessories UK Q27A

Genesis APS International Q5

Goodfellow Q41

Graboplast Floor Producing 

Co Q76

Gruendorf UK Q17

Hamberger Flooring Q51

Harlequin Floor Company Q31

Howarth Timber and Building

Supplies Q72

Jiangsu Nanyang Wood Co Q65

Kentwood Flooring Q29

Konig UK Q64

Laboratoire Primatech Q113

Licheer Q14

Marlborough Trading Q13

Martin Lishman Q11

Matrade/Malaysian Export Trade

Development Q49

Mercier Wood Flooring Q46

Morleys Q6

Novostrat Q38A

Osmo UK Q9

Panaget Q10

Pergo Q7

Plastic Extruders Q84

Pollmeier Flooring Q57

Preverco Q46

Project Floors Q43

Quebec Wood Export Bureau Q46

Shaanxi Aoke Wood Co Q82

Sika Q48

Smart Trade Pro Q15

Spotnails Q52

Steirer Parkett Karl Scheucher Q34

Straight Lines UK Q62

F. Engel Workwear KS8

HJR Distribution/Saicos UK KS7

Henan Prosper KS1

Interiors Monthly KS2a
Liyang Carpet Materials KS3A

Mapei (UK) KS6

Masterpiece Systems KS2b

N I C F N I C F

N I C F Demo

Plumbs KS3D

Weavers Craft KS3B

Xiamen Coltrad Foam Underlay 

Co KS3C

Stroolmount (UK) Q59

Supreme Manufacturing Q83

Tacwise Q87

Tilo Q30A

Tramex Q39

Unifloor Underlay Systems Q21

Universal Mouldings Q22

V4 Woodflooring Q34

WF Taylor Co Q12

Wickham Hardwood Flooring Q46

WoodCare Denmark Q50

Arvind Exports KS8A

Blaklader Workwear KS4

Carpenter KS3

Dinarsu Imalat ve Tic KS2

KINGS SUITE 
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80% Pure new Wool, 10% PES Kingloc, 10% PP

Available in three qualities

  4 m & 5 m wide

Kingsmead Carpets

Relay Park, Relay Drive

Tamworth, B77 5PR UK

Telephone: +44 1827 831424

Fax: +44 1827 831425

E-Mail: info@kingsmead-sales.co.uk

Web Site: http://www.kingsmeadcarpets.co.uk

NATIONAL FLOOR SHOW STAND C16

TRIPLE TWISTzonderWitA4.indd    1 24/7/08    11:06:50
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Marketing

SELECT THE TARGET
UNLOCK POTENTIAL
Imagine products not as items to be sold, but the 
vital part they play in customers’ lives

‘All industry begins with the customer
and his or her needs, not with a patent,
a raw material or a selling skill,’
according to Ted Leavitt Harvard
Business School, professor emeritus.

This is something that anyone who
wants to market their product or
business should remember, especially
those who say that marketing is of no
value to them.

I understand why there may be a
common misconception that ‘marketing
doesn’t work, advertising should be
about the best deal, and PR is 
something that only fluffy, flowery PR
people understand and involves 
lunch and champers with a magazine
editor or two’. 

The reason I understand is because on
more than one occasion I have had to
defend and explain how important
marketing can be to a business.

And this misconception is often driven
for a very legitimate reason – many a
marketing spend is wasted because it
does not promote the brand, is over-
complicated or the wrong media for 
the message. 

The right marketing team and brand
disciples (the rest of the business team)
who develop and represent the
marketing and brand messages can be
the difference between a good business
and a great business. Marketing can lead
to proven sales conversion, customer
retention, increased average order value
and a team that feels valued and that
they belong.

It takes investment to achieve a good
brand strategy, and not just in the
monetary sense.

It takes commitment of time and a
consistency of the message. It’s essential
to be credible and convincing – for you
and the internal team – as well as your
consumer.

How long does it take? Well a brand is
just like a person’s good reputation. It
can take the rest of your life. It could
never happen – especially if it’s not
respected, guarded or reserved. 

But the opportunity is there to be
consistent, know your brand, clarify your
unique selling points and communicate
efficiently, consistently and appropriately.
Marketing can be responsible for so
many valued touch points in a business
such as how: 
� we present ourselves
� we communicate to customers
� we attract customers 
� we retain customers 
� we know who our customers are 

and know what they want
� understand what we need to do to
be better than our competitors. 

The commonality is the customer, who
is more important than any other single
element of the mix. The right customer
will give us the maximum opportunity to
sell – but what of the transaction – and
more important, the future? It costs far
more to gain a customer than it does to
retain one.

We work in a very special and
privileged industry. In interiors we
provide some of the most significant
parts of daily life. 

Imagine that we didn’t treat the table
you’ve just sold as another part of a
container you need to sell, but as that
precious item the family Christmas meal
will take place at.

Imagine that we don’t just sell another
few metres of flooring, but the very
surface on which a baby will take their
first steps.

Only when we understand the
mindset of the customer will we truly
understand and respect the opportunity
and sell better. 

Ensure you are working with a team
or an expert who can unlock the
potential for you. They should be able to
tell you what your potential customer
wants to buy, how they want to buy it
and when.

Be careful before you make bold
claims ‘marketing is not for you’ or ‘I
don’t believe in brands’. Every business
has a brand: its worth and value is the
variant. Invest in it and it will become
your most precious commodity. And the
greatest investment you can ever give is
your commitment and time.

Kate Hardcastle is a multi-award 
winning marketer and consultant of
Passion Marketing

For marketing to work you need to know who

you are selling to
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florprotec®

Relay Park, 
Relay Drive, 
Tamworth, 
Staffordshire. 
B77 5PR. 

T: 01827 831 440 
F: 01827 831 441
E: sales@florprotec.co.uk 
W: www.floorprotection.co.uk

florprotec®
Quality Temporary Floor Protection

Florprotec® is a leading supplier of temporary floor protection

products for use in the construction industry, interior fit-out trades, ship

building and refurbishment markets. In addition to floor protection

products Florprotec® also provide specialist protection methods for

vertical surfaces such as doors, mirrors, glass, high class joinery and lift

interiors to name a few. Florprotec® is a major supplier of quality floor

protection products in the UK, operating from a modern, dedicated

office and warehouse premises in the Midlands.

Whatever your requirement for temporary protection Florprotec® will have a
product to suit. Florprotec® strive to provide a world class customer service
along with top quality products at keen prices.

Why use temporary protection?
Fast track build programmes and delay penalties now see floors and finishes
installed at an earlier stage within the build programme. This means finishes
are exposed to following trades leaving the potential for damage. Any
repair or cleaning can prove costly and time consuming and can result in a
delay in hand over of the premises. Florprotec® products allow for finishes to
be installed, then protected, meaning the site can progress as planned.

What materials to use on site?
By asking yourself the following questions Florprotec® can provide a suitable
product for use on your site.

What finish requires protection?

What traffic on site will the protection be exposed to?

How long will protection be on site for?

Does the protection need to be flame retardant?

FOR TEMPORARY FLOOR PROTECTION
Contact florprotec next day delivery order line:

01827 831440
Quote this reference to receive trade prices (Ref:A1)
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Entertainment

For answers turn to page 98

Across
1 Vends
6 Is ___ it?
10 Performs
14 Wedge
15 Watchful
16 Support
17 Fibre obtained from a banana 
plant
18 Miscalculates
19 Graph prefix
20 Provoked aversion in
22 Semi-hard light yellow cheese
24 Sudden assault
25 Agent of retribution
26 Optical phenomenon
29 Grave
30 Passage into a mine
31 Modest
37 Continue a subscription
39 Biblical high priest
40 Artist’s support
41 Larva of a caddisfly
44 Withered
45 Hammer head
46 Assent
48 Aardvark
52 Hawaiian outdoor feast
53 Planks
54 Lacking salt
58 La Scala solo
59 Obscene
61 From that time
62 Sardine containers
63 River that divides Europe from 
Asia
64 Unwarranted
65 Chow
66 Movable barrier
67 Nuisances

Down
1 Skin marking, often due to injury
2 North Sea feeder
3 Jump
4 Mangled
5 Hogan’s Heroes setting
6 Coarse wool cloth
7 Solid
8 Like some vbs.
9 Methods
10 Pomme or manzana
11 Gross
12 Japanese gateway
13 Short gaiters
21 Stead
23 Saturate
25 Polite refusal
26 Painter Chagall
27 Thought
28 Outer covering
29 Claw
32 More recent
33 Pertaining to men
34 Words of comprehension
35 Dweeb
36 High level of satisfaction
38 Effaced
42 Nudibranch
43 Heavy hammer
47 Burger topper
48 Become less intense, die off
49 Water wheel
50 Spoil
51 Copper and zinc alloy
52 Soup implement
54 Attack a fly
55 Finishes
56 Short tail
57 Goes out with
60 Division of geologic time

Suduko Crossword

Easy

Difficult

Medium
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Gorsey Lane, Coleshill, Birmingham B46 1JU

- Sales: 01675 433066
- Accounts: 01675 433065

Fax: 01675 433042
sales@clarendon carpets.com

Yourr Pathwayy too thee ultimatee selectionn of
Superbb Value,, Twists,, Naturalss andd Berbers.

Thee Naturall Chhoice
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A Scottish island may be the
last place you’d expect to find
a cutting edge wine-pairing
programme but that’s what
has been introduced at
Kinloch Lodge on Skye.

The hotel. owned by food
writer Claire Macdonald and
her husband Godfrey, has

taken on Marcello Tully, a
Brazilian-born, Roux-trained
chef who has overhauled the
kitchen and menu. Working
closely with Tom Eveling, a
self-taught wine enthusiast,
they have created wine flight
options to accompany each
dish on the menu.

Examples include: peeled
Drumfearn langoustine with
seared hand-dived scallops,
served with saffron and
chervil sauce and delicate
scallop mousse with Wine
flight C: £8.50 (three wines
50ml each): Chablis Jean
Durup 2007, Castle Creek

Reserve Chardonnay 2006
and Muscadet de Sevre et
Maine Sur lie 2004, or by the
glass/bottle and halves.

Kinloch Cookery Courses
are available with three
nights’ accommodation and
two mornings of informal
tuition in Claire’s kitchen.

Predictions of recession are
giving many people sleepless
nights. This becomes a vicious
circle: a bad night’s sleep
makes us lose our get up and
go, but when well rested we
can cope with the peaks and
troughs. Try these tips for a
good night’s sleep. 
1 Quality of sleep is much
more important than quantity
Too much sleep is bad for you,
so don’t lie-in. It is far
healthier to get up when you
wake naturally.
2 Sleep in as dark a bedroom
as possible. The bathroom
should have a dimmed light
for those getting up in the
middle of the night. As soon
as you turn on a bright light

your body immediately ceases
its production of sleep
inducing melatonin. 
3 Keep the television and
laptop out of the bedroom.

They can be disrupting to the
brain and function of the
pineal gland, which means it
takes longer to fall asleep. 
4 The temperature in your

bedroom should be no higher
than 21°C. Many homes,
particularly the upstairs
bedrooms, are just too hot.
5 Establishing a sleep rhythm
makes it easier to fall asleep
and get up in the morning.
Aim to be in bed before 11pm
and up before 7.30am.
There’s a major recharging
and recovery of body systems
from 11pm to 1am. 
6 Try to take 30 minutes of
exercise every day such as
brisk walking. This will help
you drift off to sleep at night 
7 Research shows that buying
a new bed is more effective
than sleeping pills and can
improve a night’s sleep by up
to 42 minutes.
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Lifestyle

Maintain a regular sleep pattern

Countdown to a good night’s sleep

Pair up for a for a fine wine flight to Skye

You want to make a fainter
carbon footprint but it’s hard
to forgo the pleasures of
foreign holidays? 

The answer is simple.
Beauminster, a tiny medieval
town a few miles inland from
the Dorset coast, may look
typically English, but beneath
its chocolate-box exterior
beats a chic French heart.

Every morning the locals
pick up their baguettes and

Food of The
Month: tea
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Feeling lethargic? Can’t
concentrate? What you need
is a cup of tea. 

It’s been proven that there
is a compound in tea that
helps you feel more alert and
focused. In a study, people
who took a certain amino acid
found in black and green tea
performed difficult mental
tasks as their brains were
more active.

French fancy – in Dorset
pain au chocolat at authentic
French patisserie, le Vieux
Four. For dinner, the
Beaminster Brasserie offers
moules, steak and frites with
French wines that transport
the diner across the channel.

Vintage French furniture
shop, Wallace Ashley, sells
authentic shabby-chic pieces,
hand selected on regular trips
to France. In the tranquillity of
the Secret Garden cottage,

there’s a distinct air of the
green and lush Dordogne on
summer evenings: lots of
golden stone and swifts
forking through the air.

Beauminster is the
birthplace of Thomas Hine,
who created Hine Cognac,
recognised world wide as the
connoisseur’s cognac. His
descendants still produce the
fine tipple in the Charentes
region to this day. 
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Final polish
No life
It seems that the chance to
work in an Australian rug
shop held no appeaI for you.
The chance for the job
(subject to a trial period),
along with the rest of Ian
Usher’s life in Perth (see
Interiors Monthly April). 

Ian’s efforts to auction his
life only raised A$384,000
(£192,000) – less than the
value of his house on its own.
Bids of more than £1m were
found to be fake, mainly from
the UK. 

’I guess I’m a little bit
disappointed at the final price.
I’d hoped it to be a little
higher than that,’ he says in a
masterpiece of
understatement. ‘But I am
committed to selling and
moving on and making a
fresh start.’ He now wants to
complete 100 life goals in 100
weeks.

Rocking on
It seems the old adage that
everything in the US is bigger
than over here is still true. 

Rod Stewart performed for
visitors at the Summer Las
Vegas Market to mark the
opening of the event’s third
building. 

No unknown comedians or
TV presenters you can just
about remember from the
early 1970s then?

flooring. And before anyone
suggests it’ll last five minutes
before some nine year-old
slashes the sofas, there is a
huge CCTV in the corner of
the room. Could this be an
untapped market?

Safety first
An East Lothian woman has
found another use for carpet –
keeping your winning lottery
tickets safe. Julie Wallace, won
£1,000 a week for a year on a
scratchcard. She was so
concerned she would
misplace the card before she
had a chance to claim her
prize that she hid it under her
carpet to keep it safe. Makes a
change from under the bed.

Help needed
The Thomas Whitty House
exhibition, which charts the
history of Axminster carpet is
running until the end of
September. Interest has been
higher than organisers
expected so volunteers are still
needed to extend the opening
hours. Contact Rachel Pike on
01297 639808 for more
details or if you want to help.

Cheers
Many thanks to all of you
who voted in the Interiors
Monthly Awards. The winner
of the bubbly was Simon
Kearney, Bennet Panton sales
advisor in Sleaford,
Lincolnshire. 

Dirty secret?
According to a cleaning
company 20 minutes of
housework does you good.
Balderdash, we say. Employ a
cleaner. And what state is the
house in if you only do 20
minutes of housework a
week?

Transport facelift
It seems the once ignored
train station waiting room is in
the middle of a makeover  – at
least if one of Interiors
Monthly’s nearby stations is
anything to go by. 

The draughty dark room
with metal benches has 
been replaced with leather
sofas, artwork and laminate

Keep clean and fit

Entertainment answers
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Rugs With Flair will be exhibiting at
The National Floor Show, Harrogate.

Why not join us between
2nd September & 4th September

at Stand B10 in Hall B to see our extensive ranges.

Unit 3,  Grey Street, Denton, Manchester, M34 3RU  �  Sales 0161 320 2530  ���Freefax 0800 298 5002

E-mail: enquiries@rugswithflair.com  �  www.rugswithflair.com
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Relaxsan mattresses sell steadily, again
and again. That's because shrewd customers

know a good thing and will always return to the
quality and orthopedic comfort they trust. It's a

loyalty built up over many years and many sales - not
something that can be imitated by our competitors.

We introduced the process of vacuum-packing a quality
mattress in a roll to UK consumers back in 1998. Since then other

companies have tried to imitate us. But when you unroll one of our
mattresses, you are left with an original Relaxsan mattress. That's not

something you can say about anyone else's poor
imitation.

Mattress we sold in 1998 are still going
strong under their original warranties.
In times like these it’s comforting for our
loyal customers to know Relaxsan
mattresses really do last longer. www.relaxsan.com

Tel +44 (0) 208 209 0108 • Fax +44 (0) 208 209 0100 • Email sales@relaxsan.com

Lasts longer than an ordinary mattress
Distributed exclusively in the United Kingdom by 
General Traders Ltd, 69 Woodstock Road, London NW11 8QH

Made in Italy 

1998 - 2008

Relaxsan Original
After ten years of successful

sales the best firm mattress in
the world is still standing firm

The original is
still the best
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