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While there are few signs of the interiors
retail sector, or any other for that matter,
seeing a major upturn, there are indications
that consumers are rediscovering the joys
of retail therapy.

Several of the buying groups have said
that sales are higher than in 2009 – and by a
healthy margin. Marks & Spencer has seen
home sales jump by more than 10% in the
past quarter and John Lewis continues to
enjoy strong furniture sales growth. This
suggests that it is the better end of the
flooring and furniture markets that are
generating the growth.

And with the World Cup due to start on 11
June, it could be a good time to follow the
example of Quilters and Collingwood
Batchellor and join the Ask If It Is campaign 

– at least for retailers in England (see p8).
Whether consumers responded to the 
Buy British message or just to the extra
marketing and promotions, is something we
are unlikely to ever find out, but it does seem
to work. 

And work is what Lord Kirkham has vowed
to continue with. Fresh from selling DFS, he
says he has plans to be involved in several
sectors, including retail. 

‘I am selling a business not retiring,’ he
says, adding, ‘hanging up your miner’s lamp
was usually the prelude to a quick funeral
ham tea.’ It’ll be fascinating to see what he
gets involved in.

On the topic of getting involved, the Prince
of Wales’s Wool Project looks likely to receive
lots of consumer press coverage for Wool
Week in October, if the reaction of home
interest magazine editors at a recent lunch
was anything to go by. Let’s hope the impact
lasts longer than just a week.

Thanks to those of you who have already
voted in the Interiors Monthly Awards. If you
haven’t cast your votes yet, there is an entry
form on p6 or you can download one from
interiorsmonthly.co.uk. Remember, it’s your
votes that decide the winners.

Amid the general caution,
there are signs of progress
and of shoppers reaching
for their debit or credit
cards once again.
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AWARDS

6 Interiors Monthly June 2010

VOTE NOW

Retailers to complete only

Best Furniture Customer Service

...........................................................................................................................
Best UK Furniture Supplier

...........................................................................................................................
Best Non-UK Furniture Supplier

...........................................................................................................................
Best Furniture Buying Group

...........................................................................................................................
Best Accessory Supplier

...........................................................................................................................
Best Bed

...........................................................................................................................
Best Bedroom Range

...........................................................................................................................
Best Dining Room Range

...........................................................................................................................
Best Living Room Range

...........................................................................................................................
Best Fabric Upholstery

...........................................................................................................................
Best Leather Upholstery

...........................................................................................................................
Best Furniture Wholesaler

...........................................................................................................................
Best Fabric/Soft Furnishing

...........................................................................................................................
Best Furniture Exhibition

...........................................................................................................................
Best Furniture Website

...........................................................................................................................
Best Flooring Customer Service

...........................................................................................................................
Best UK Flooring Supplier

...........................................................................................................................
Best Non-UK Flooring Supplier

...........................................................................................................................
Best Flooring Buying Group

...........................................................................................................................
Best Carpet Manufacturer

...........................................................................................................................
Best Rug Supplier

...........................................................................................................................
Best Laminate Supplier

...........................................................................................................................
Best Solid/Engineered Wood Supplier

...........................................................................................................................
Best Underlay

...........................................................................................................................

Please fax your completed form to 01732 783 562

or email your nominations to

akidd@interiorsmonthly.co.uk

Name ............................................................................................................

Company ....................................................................................................

Position .......................................................................................................

Tel ..................................................................................................................

Email .............................................................................................................

Rewarding excellence
Best Vinyl

...........................................................................................................................
Best Flooring Exhibition

...........................................................................................................................
Best Flooring Website

...........................................................................................................................
Best Flooring Wholesaler

...........................................................................................................................
Best Software Supplier (1-3 Stores)

...........................................................................................................................
Best Software Supplier (4-plus stores)

...........................................................................................................................
Best Finance Provider

...........................................................................................................................
Best Supply Chain/Logistics Company

...........................................................................................................................
Innovation of the Year

...........................................................................................................................

Suppliers to complete only

Best Flooring Retailer (1-2 stores)

...........................................................................................................................
Best Flooring Retailer (3-plus stores)

...........................................................................................................................
Best Furniture Retailer (1-2 stores)

...........................................................................................................................
Best Furniture Retailer (3-plus stores)

...........................................................................................................................
Best Online Retailer

...........................................................................................................................
Best Business Support 

...........................................................................................................................
Best Marketing Support

...........................................................................................................................
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Andy Laird has succeeded Richard Flude as md of Fludes

Carpets, the six-store south coast flooring chain.

Flude said that after 23 years at the chain, 21 as md, he

had thoroughly enjoyed both the challenges and

successes, and now felt it was time for him to make

changes in his life.

‘Having worked closely with Andy for the past six

years, I have every confidence in him to drive the

business forward, and work alongside Robert Flude, to

maintain the values, profitability and integrity of the

company.

‘Andy has invested in the business, which allows me to

exit the company. Robert and Andy will be supported by

Denise Wilson and Peter Hebditch to form the new

management to ensure continuity and the continued

smooth running of the business,’ he says.

The chain was founded in 1929 by Leslie Flude, Robert

and Richard Flude’s grandfather, and has branches in

Newhaven, Eastbourne, Haywards Heath, Hastings,

Uckfield and Boscombe. Last year it was voted Best

Flooring Retailer (three-plus stores) in the Interiors
Monthly Awards.

Marks & Spencer enjoyed a double-digit rise in homeware sales
this year. Sales jumped by 13.3% in the quarter to 3 April. This
compares with previous quarterly performances of -0.7%, 
-1.8% and 0.1%.

The chain says customers embraced its ‘Improve don’t move’
campaign. 

‘We have had a satisfactory start to the first quarter.
Consumers are naturally concerned about any impact of the
Budget on 22 June. We therefore remain cautious about the
outlook for the year ahead,’ says Sir Stuart Rose, outgoing
chairman.

Two standalone M&S Home stores opened in Aberdeen, and
Cheltenham, Gloucestershire during the year, with a branch at
Tunbridge Wells, Kent due to open in the autumn.

Home sales spurt at M&S

Laird steps
up at Fludes

Collingwood Batchellor is the
second furniture retailer to
support the BFM’s campaign
to highlight British
manufacturing by becoming
a Great British Furniture Store.

The chain, with branches in
Horley and Haslemere, Surrey,
and Horsham and Haywards
Heath, West Sussex is using

the Ask If It Is Great British
Furniture campaign
throughout the stores.

‘The idea is to show our
customers just how many of
our furniture ranges are
sourced from so many quality
British manufacturers,
particularly at a time when
supporting our industry is so

important,’ says Guy
Collingwood, Collingwood
Batchellor director.

Quilters in Ruislip,
Middlesex was the first store
to adopt a British makeover
last November. It extended
the campaign after enjoying a
double digit sales increase of
participating manufacturers.

Recent sales have risen strongly

Second Great British Furniture Store

Collingwood Batchellor waves the flag for British Furniture 

End of
line online
A website has been

launched that allows

retailers to promote their 

ex-display and end of line

products nationally, while

giving consumers the

chance to buy designer

furniture at reduced prices.

Shoppers can search 

ex-display.co.uk by product,

brand, room or location and

if the product they want is

not listed, they can receive

an email when it is.

Proffitts of Bolton, FCI,

Viaduct, Aram and Chaplins

are among the retailers

already using the website. 

‘Stores often need to

change their displays and

this gives them a wider

audience,’ says Glynne

Gerrard, Ex-display director.
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The National Bed Federation has

launched the NBF Lifetime

Achievement Awards to recognise an

individual’s outstanding contribution

to the bed industry.

The NBF is seeking nominations 

for the three categories: Bed Retailing,

sponsored by Interiors Monthly; Bed

Manufacturing; and Bed Component

Supply. 

Winners will have made a major

difference to their company or to the

industry as a whole, once or over time,

be it in sales, production, technical

innovation, marketing and promotion,

design or manufacturing processes,

says the NBF,. 

The person could have transformed

a company’s fortunes, had an impact

on the wider industry, or achieved

something that improved the morale

of a workforce or enhanced others’

lives in some way. 

Winners of the three awards will be

chosen from the nominations by a

panel of judges and announced at 

The Bed Show Gala Dinner on 

28 September, hosted by comedian

Lee Hurst at the International Centre,

Telford.

The deadline for nominations is 

2 August 2010. Nomination forms can

be obtained direct from the NBF or

downloaded from the Bed Show

website at www.bedshow.co.uk.

NBF searches for bed stars

Winners will have made an outstanding contribution to the bed industry

Kitchen chain Kitchens

International has appointed a 

10-strong contracts sales team,

headed by Derek Dobbins

(pictured above left). It has also

recruited Aileen Thomson as

designer, and Jock Thomson as

project manager (right). 

Norman Graham, former Jensen

md and Relyon chief executive,

has joined the management team

of Velda UK.

Daheim International recently

appointed Leigh Pettersen as

marketing manager.  

Brintons has named Mark Poulain

as UK sales manager for its

commercial division.

p
eo

p
le

Herefordshire based retailer,
Simply Stunning Furniture
has opened its second store. 

The 15,000sqft branch is
next to the new Gloucester
Quays discount shopping
outlet in Gloucester and
comes just a year after the
company was launched in
Hereford.

As well as furniture, the
retailer sells flooring, fabrics
and garden furniture. 

Gail Gibbons, general
manager in Hereford says the
company has had significant
success following the
introduction of several
product ranges. 

‘Having developed our core

business through a
particularly challenging
period we are now entering
an exciting time to develop
new outlets as conditions
improve,’ she says.

SSF is looking to expand in
the region and is interested in
locations in South Wales and
the West Midlands.

Second Simply Stunning store

Register online
Online registration has
opened for the autumn’s two
flooring shows – National
Floor Show (www.national
floorshow.co.uk) and
Harrogate Flooring Show
(www.harrogateflooringshow.
net).

Harrogate will have a full
demonstration programme
involving CFA, FITA and NICF. 

Rugs dotted: The Mangas collection
of rugs by Patricia Urquiola for

Gandia Blasco has scooped
a Red Dot Award in the
Living Room category.
Mangas is Spanish for
sleeves and each rug in this
collection is modelled after
a particular fashion design.
Mangas Globo (pictured)
is fashioned after puff
sleeves. The rugs are made
from 100% wool and have

a cotton backing.
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NEWSNEWS

The winners of the Furnishing Industry
Trust’s Women in Furnishing Awards will
be chosen from five high-flyers,
including Joanne Miller, Interiors
Monthly co-owner.

‘We had a number of outstanding
candidates put forward for
consideration,’ says Charles Kerrigan, FIT
chief executive. ‘Our judging panel
spent a long and difficult day deciding
who should make it on to the shortlist. It
was tough leaving anyone out as
everyone nominated has made their
mark on the industry.’

The finalists are: Norma Kerry, JDP
Furniture Group md who began her
career as an office junior before
climbing the ranks; Tean Dallaway,

Airsprung Furniture Group finance
director who was instrumental in turning
the company’s fortunes around; Wendy
Shorter, Association of Master
Upholsterers and Soft Furnishers director
of training who has transformed the
sector’s training; Helen Williams,
Assessment and Training Company
trainer and assessor who moved from
being a flooring fitter; and Joanne Miller
who ‘co-established a leading trade title
for the interiors sector despite launching
it in the depths of a recession’.

Winners of the Businesswoman and
Inspirational Woman of The Year Awards
were to be revealed on 3 June at a lunch
sponsored by Kinnarps, Willis & Gambier
and The Manchester Furniture Show.

FIT shortlist of inspirational women 

12 Interiors Monthly June 2010

Wendy Shorter

Tean Dallaway

Joanne Miller

Norma Kerry

Repairs on the up
Furniture repair firm Furniture
Medic has seen a significant
increase in business from the
hospitality and insurance
industries. 

Hannah Banfield, Furniture
Medic head of marketing says
there is a ‘marked rise in a
make do and mend culture’.

The company has more
than 100 franchises and is
increasingly used by
insurance companies to verify
claims for damaged furniture,
with more claims for repairs
than replacement.

Training online
Online training from The Furniture
Training Company is to be offered by
retail software provider Retailsystem.com
(Interiors Monthly, April 2010) .

‘This was the obvious next step to offer
our members access to online sales and
product training,’ says Stephen Smith,
Retailsystem.com ceo. 

Sales staff receive training certification.
The FTC training includes worksheets,
games, audio and video lessons, daily
tips, discussion boards and real-time
progress reports. 

The partnership will also allow
Retailsystem.com to enter the US market.

Prized supplier: Cormar Carpets made it an awards double
after being named Supplier of the Year by Metro at the
flooring buying group’s pre-AGM dinner and Flooring One’s
Carpet Supplier of the Year (see p56). David Judge, Cormar
Carpets md (centre) accepts the award from Martin Ward,
Metro director (left) and John Keyworthy, Metro chairman.
The dinner also saw Andrew Kidd, Interiors Monthly editor,
win the group’s Merit award.

012_IM_0610.qxp  28/5/10  09:54  Page 12
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NEWS

Our parent’s generation lived with ‘cast-offs’ – furniture, curtains,
kitchen utensils – and it was somehow a happier existence and
certainly more naïve. We probably are, and should be, envious.

Next came the ‘instant gratification’ generation. Everything
now. Furniture bought on credit. No waiting allowed.

We now seem to have arrived in the iconic possession era.
It isn’t wrong to define ourselves by our artefacts. How we

choose to live, our aspirations defined by ‘designer’ or unusual
iconic possessions. It’s not so much about money, as making
statements about who we are and how we feel. 

Our world seems to be defined by rules. No speeding, no left
turn. No smoking. Our movements monitored. We felt free
when we were young. The sun
shone, idle moments
untroubled except for
childhood rivalries, before the
mortgage came, CCTV and the
credit crunch. Even in the
supermarket – ‘How many bags
have you saved today?’

This is ironic when you
consider most people are
buying products from China, to
be discarded six months later. These often make another
journey, this time to India or Africa, to be dismantled by
children in toxic waste dumps.

Of course we are cynical. We want to reject the standards
weighing our shoulders down. It is not surprising we feel the
need to express ourselves. The world offers choice, and we are
right to celebrate it. 

There are talented and creative people in this country who
think differently. I was pleased recently to come across Sean
Dare of Dare Studio, in Brighton, where he is creating beautiful,
iconic design. 

We as individuals have economic power. We do, and should,
use that economic power to show who we are. How we
decorate and furnish our homes is a part of that movement;
iconic statements that ride above our daily experience. We have
become more discerning. We long for quality items that
celebrate our taste, our aspirations. Products that last, and are
properly made. 

We want the thinking behind the designs to be based on
tangible ideas and thought patterns. Recognising intelligence in
design; iconic items that give us our individuality. 

Poor Mies van de Rohe and Le Corbusier, their icons are now
so over-used, to their detriment. Their individuality, rather like
Stephen Fry, downgraded by over exposure and accessibility.

Michael Northcroft
Furniture by Michael Northcroft 
md and designer

Living in the era of
iconic possessions

It’s not so
much about
money, as
making
statements 

Generate instant
sales & profit for
your business...

Greenwood Retail plan and organise 
record-breaking sales events for
quality retailers right across the 

UK and Ireland.

You can expect to generate 25% 
to 100% of your annual sales in a 

3 week event, at good margin.

To know more, call Bernard Eaton
today for a free, no-obligation 

discussion about the options and
possibilities we can offer you.

Tel. 01625 521010
Or, visit our website and watch 

the Greenwood Video to find out
how we can help you generate 
record breaking sales & profit 

for your business.

www.greenwoodretail.com

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
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NEW PRODUCTS
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1 Avenue’s extensive portfolio of

cushion vinyl floor styles can now

been seen on a new in-store POS unit

designed to offer the ideal platform

to showcase the complete range.

With a small footprint measuring

1120 x 700mm, it’s wooden

construction helps the cushioned

vinyl ranges stand out, ensuring

maximum impact. 

Tel: 00 32 5665 3211

2 Chrome, the first general release

portfolio from designer Michael

Northcroft, marries smooth glass

and five wood finishes with the

reflective properties of chromium.

Visit: www.michaelnorthcroft.com

3 In keeping with its Natural British

Beautiful strapline, Axminster

Carpets has new livery featuring a

prominent stylised Union flag and a

new logo, across its delivery vehicles.

As part of reinforcing brand identity

and Axminster Carpets’ British

heritage, the livery will be used on

new vehicles and existing trucks that

undergo a facelift. 

Tel: 01297 630 650

4 Axminster Carpets has launched

Bark, a new texture in its Simply

Natural collection. Using different

height loop piles that undulate

across the floor gives the carpet a

bark like quality, adding textural and

visual depth to its nine natural

colours. Bark expands the Simply

Natural collection to 54 options. 

Tel: 01297 630 650

5 New under the PT Exclusive brand

by Prestigious Textiles is the

Roman Empire collection of

jacquards for curtains and upholstery

which encompasses timeless classical

motifs and striking architectural

forms. Heading the collection is the

Augustus for upholstery and

heavyweight curtains, dominated by

ceremonial flowerheads brought to

life with lush velvet foliage. 

Tel: 01274 688 448 ���

31

4

5

2
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6 Koinor has introduced the Tingle slide-in table for all its

sofas with a seating height of no more than 48cm. Dubbed

the good genie of the collection, it stays in the background

and impresses with its functions. 

Tel: 01858 565 415

7 Piet Boon’s Heit swivel armchair and footstool take

relaxation to new levels. Available in luxury leather or soft

covers, it epitomises the company’s skill in marrying

functional, timeless design and natural materials with

distinguishing signature details. 

Tel: 00 31 75655900; email: info@pietboon.com

8 Flexform’s Caroline armchair is available in a variety of

finishes with removable fabric or leather seat covers and

front castors. Email: info@flexform.it

9 Unique design features make Neo by Winsor unique. 

Eye-catching vertical channels cleverly house the wooden

handles while exposed tenons create a handmade quality

feel. The next opportunity to view the collection is at the

Midpoint Furniture Exhibition 22-24 June. To register visit:

www.midpointshow.co.uk; email: sales@winsor.co.uk

10 Varenna’s Kyton kitchen is shown with base unit doors

in sienna oak and top and hanging units with black frosted

glass doors and contrasting sienna oak inserts. The

stainless steel worktop is 12mm thick. 

Tel: 020 7368 7612, email bronwen@poliformuk.com

8

9

10

6

7
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CARPET

Soothe sayers
Consumers continue to opt for the best in the bedroom

While shoppers may be concerned about
money, some things are almost sacred –
such as an annual holiday or football
season tickets. Bedroom carpets fall into
this ‘must have’ category, with consumers
still willing to pay more for a bedroom
carpet that elsewhere in the home.

‘I don’t think consumers are cutting
back on quality for their carpets – some
are obviously choosing to invest in better
quality which will last longer, if the
reaction to Verdi and Chamonix is
anything to go by as both retail in the
£55-£75 per sqm region,’ says Lesley
Inman, Edel Telenzo operations manager. 

‘People are still going for neutrals but
not so much the creams now – it’s darker
shades – perhaps because they are more
practical and longer lasting. Younger
consumers are more daring and want
bolder, brighter, different options. The
industry really needs to attract these
consumers back to carpet as they’ve
tended to go for wood flooring as being
more contemporary.’

Steve Upperton, Axminster Carpets
sales director agrees. ‘The bedroom is
about luxury, creating a feel that soothes
and instils a sense of calm. Therefore,
home owners are often willing to push
the boundaries in the hunt for
something truly luxurious. For this
feeling nothing can match the underfoot

comfort of 100% pure new wool.
‘With bedroom carpet enduring less

abuse from everyday living than the
more general areas of the home, delicate
colours, such as takes on creams and
pastel shades, are less of a concern for
home owners. Also, as a personal space,
bedrooms can often be more expressive
in decor and our research has found that
more adventurous carpet choices are
reserved for this room,’ he says.

However, Phil Hartley, Whitestone
Weavers sales director is more cautious. 

‘In tough times customers tend to sit
on their hands when it comes to home
refurbishments. When consumers do buy,
we are seeing an increased interest in
quality wool saxonies for bedrooms and
colour choices are shifting to more
muted earthy tones with customers 
still wanting something a little more
tranquil rather than anything bold,

colourful or patterned in sleeping 
areas. Of the home owners who are
spending a little more money for a better
quality for example, they seem to be
investing in the living areas of the home
rather than the bedroom at the moment.’

Ian Hammond, Vorwerk Carpets sales
director, says the use of nylon fibres
allows consumers to explore their wild
side with colours such as midnight blue
and shocking pink. 

‘Of course, the majority of home
owners will go for the delicate appeal of
creams and off-whites for the bedroom
and once again the advantages of
advanced nylon come into play on these
light shades. 

‘Even in bedrooms there is always the
chance of cups of tea going awry,
dropped make-up and other spills, but
advanced nylon is quick and easy to
maintain and will fight off permanent
staining, reducing the risk of spoiling a
beautiful cream or off-white shaggy style
carpet. For the bedroom, advanced nylon
can turn its hand to any style without
sacrificing underfoot comfort or
performance,’ he says. ���

From left: Vorwerk’s Corona in Peony
Mix, Axminster’s Classical Scroll and Edel
Telenzo’s Verdi in turquoise

‘The bedroom is
about luxury,
creating a feel
that soothes 
and instils a 
sense of calm’

20 Interiors Monthly June 2010
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CARPET

Mike Dobson, Mr Tomkinson 
general manager says shoppers are
continuing to spend on bedroom
carpets, even if they have opted for lower
priced ranges elsewhere in the home.

‘People want deep pile so it feels nice
when they step out of bed. Consumers
are still spending what they were. Most
people don’t really know what the total
cost is going to be once everything is
included, so if they find a colour or
texture they really want they will buy it
regardless of whether it’s £50 or £100

more than the figure they perhaps had in
their head.

‘Autumn is the best season for saxonies
as people think it’s getting colder and
want to step out on to something warm
and sink into the carpet.’

Dobson says consumers are bolder in
colour choices in the bedroom than in
the living room. 

‘It’s more about making a statement
and the carpet being a defining feature,
whereas in the living room that tends to
be a sofa or curtains with a neutral
carpet.’

He says black, almost white, blue, red

and pink are used more in the bedroom.
For children’s bedrooms bright ‘Barbie’
pink is one of Mr Tomkinson’s bestsellers
for girls’ bedrooms, while for the boys it
tends to be blues or reds, usually around
football themes.

Dobson says he has seen a rise in
popularity of plum and aubergine shades
as shoppers opt to change their
bedroom carpet for fashion reasons
rather than wear issues.

‘Textures have gotten softer as people
want to sink their feet into something
soft – it’s a clear requirement for a
bedroom carpet.’

Adults want to make a statement with Mr
Tomkinson’s Party (above) and Sapphire (left)

Below: Pinks, reds and purples such as Ruby
are favourites for children’s bedrooms
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It is about 1,600 years since the Saxons invaded Britain and now
Kingsmead Carpets plans another conquest by adding saxonies
to its wool twist offer. 

The popularity of deep pile carpets, or saxonies, has
fluctuated, in fibres varying from nylon to polyester and more
recently polypropylene, reckons Martin West, Kingsmead
general manager. 

‘For many years now the British public has appeared fixated
with the practicality of the low cut pile beige twist in manmade
or wool blend. The latest trend towards more luxury underfoot
has led us to launch a collection of saxony products using our
Everlon family-friendly polypropylene fibre,’ he says.

The collection will comprise 10 ranges, with pile weights
varying from 30oz-70oz per square yard. West says consumers
can choose from a shaggy appearance to a fine finish in plain
and salt ’n’ pepper colourations. Being bleach cleanable, the

Everlon fibre is family friendly and the products carry stain and
wear warranties of up to 10 years.

POS will include a saxony book stand accommodating a
collection of the ranges adjacent to Kingsmead’s current 
in-store offer on floorspace not much greater than an 18in x
18in pattern book. A multi-weight lectern featuring the Brecon,
Malvern and Snowdonia products has been developed as these
ranges feature the same colour bank in a variety of pile weights.

‘Over recent years we have established our company as a
supplier of choice to a large number of independent retailers
who have appreciated the quality and selection of products we
have brought to market in the wool twist sector,’ says West. ‘This
new venture into the saxony market is an exciting new phase in
our plans for growth and will offer our retailer partners a
complete one-stop saxony offer, competitively priced and well
presented.’

Kingsmead Carpets is to debut a Saxony collection

Saxony stand
Malvern in Fudge with the Saxony book stand and multi-weight lectern
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Lay back and watch
the sales grow
Recliners are still presenting retailers with strong sales opportunities

The recliner market continues to show
good growth and is one of the areas least
affected by the recession. 

The ‘grey pound’ market still appears to
have a reasonable level of disposable
income with many retired people
enjoying the fruits of a final salary index
linked pension, while contemporary
designs have widened the appeal among
younger shoppers.

Added to this is the fact that during
the next decade the number of people
over the age of 60 will be greater than
those under 16, making the market an
obvious target for growth. 

Further reinforcing the opportunities is
that there is likely to be increased
demand for larger models designed for
heavier consumers. 

‘We see the recliner market as an area
of strong growth and our stockists’

orders show that they are enjoying
success in this market,’ says John
Wakeman, Buoyant Upholstery sales
director. 

‘We introduced our own range of
powered lift and tilt chairs last year and
have been very pleased with the growth

in sales. The next day delivery service 
is a very important aspect when 
selling this type of product and we are
able to offer this on all three styles of our
range,’ he says.

But should retailers display recliners

Buoyant is looking to add a powered version to Perez

prominently, given that heavier
customers may be deterred from trying
models if they are in highly visible areas,
as is the case with beds? 

Wakeman has no doubts about this.
‘Retailers who recognise this growth

market should display recliners in a
central area, particularly
the lift and tilt type of
products with POS
display material to get
the message across to
consumers.’

And set to join the
ranks of electric 

recliners is Buoyant’s Perez. The soft
cover, high-backed sofa and recliner was
introduced at the Interiors exhibition in
January as a manual model and the
company is seeking to introduce a
powered version.

‘Our stockists’ orders show
that they are enjoying
success in this market’
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First class seats

RECLINERS

Ekornes has refined its in-store strategy for maximum results

Recliners remain at the core of the
Stressless brand with an overriding
comfort factor. With sales worldwide, the
factory in Norway is producing 1,200
seats a day.

In recent years Ekornes has introduced
the Jazz and Blues recliners to prove that
comfort does not have to be
compromised when delivering first class
design. 

The comfort message is being taken to
more than 70 venues this year, from
Grand Designs Live and Ideal Home
Show to county fairs, stately homes and
garden centres. These retailer roadshows
provide immediate purchases, as well as
follow up sales, bolstering business
overall for its retail partners.

Ekornes offers 13 recliners, with most
available in up to three sizes. The profile
is generally similar but with subtle
nuances; from a soft enveloping look
such as the Tampa to the more fitted
style of the new Oxford. No matter the
shape, Ekornes says its customers remain

fairly unchanged with an age profile of
around 35 upwards, and the more
traditional shapes favoured by the top of
the age range. 

‘All shoppers have one thing in
common, they are seeking comfort in
their recliner and generally they have
sought out Stressless,’ says Anna-Marie
Warren, Ekornes UK marketing
coordinator.

The brand is familiar up and down the
land, she says, due to its continual
promotion in local media or national TV,
while its online presence is a critical part
of that ever-growing familiarity.

‘It’s not so much that people are now
more aware of Stressless, they have been
for many years, but each year we assess
where our target shopper will be or will
look, and we endeavour to make an
impact in those environments,’ she adds.

Following this assessment Ekornes is
refining its in-store presence. To get the
best results, it believes retailers should
offer a choice of 12 recliners and four

sofa groups, using its ‘ready’ designed
studio template. 

The Stressless Studio format is adapted
to suit retailers’ store configuration,
location and size, to deliver the
maximum sales aid. In-store display
material and lifestyle images reinforce
the comfort, quality and authority of the
brand in the recliner sector.

Shoppers are encouraged to touch and
sit in their preferred recliner and sofa
groups, discuss in depth the ideal choice
for them and let the retailer guide them. 

‘People who buy recliners often come
back and purchase a further Stressless
piece, be that sofas or home cinema
modular furniture. They know comfort is
guaranteed and that all designs flow well
together and that they can mix and
match between leather and fabric
options,’ says Warren.

With a brand message of: ‘Why
shouldn’t a sofa be just as comfortable as
a recliner,’ the sofa range is high or low-
backed in medium and large sizes. There
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Show time
The Stressless Wave, part of the home cinema furniture range,

was featured in the sitting room area of Philips Lighting’s

House of the Future, at this year’s Grand Designs Live show.

The only living room furniture shown was from Ekornes and

Time 4 Furniture of St Albans, that also featured Stressless on

its own stand. A branded logo of Stressless, alongside other

products, appeared at the end of the presentation. 

Bryan Rootes, Ekornes sales manager comments: ‘We could

not have asked for a more appropriate visual link. We wanted

to maximise our presence at the exhibition and had already

appeared in Grand Designs magazine offering the Blues as a

competition prize – this also promoted our presence at the

show. It’s clearly worth exploring all avenues when you exhibit

and be open to seeking additional opportunities.’

Top and

opposite

page: E200
sofa
Above left:

Wave home
cinema
Left: Studios
can be
adapted to
store size
Below: Jazz

are nine reclining models, chairs and
corner options to choose from.

Home cinema seating is a further
reclining option on the Arion and Wave
models that can be linked with Sector
Units. All models come as self-standing
units, so suit any room use.  

For 2010 the big stories are the
introduction of the Stressless Soul sofa,
Stressless E200 and E300 models plus
Long Seat, says Warren. The Soul is in
high or low-back, two or three-seater
reclining options. Its profile matches the
Blues recliner launched last year with its
exposed steel frame and curved lines.

The contemporary Stressless E200 and
E300 sofas and Long Seat feature the
Stressless ErgoAdapt technology.

‘The tilt system is built into the seat
base of the fixed sofa and long seat. The
seat tilts down automatically the
moment you sit down, providing the
most comfortable sitting angle. If you
prefer to lie down, the seat elevates to
the completely flat position,’ she adds. 
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see where products fit in the marketplace and promote more
understanding among buyers and specifiers.

FIRA says it will work with manufacturers to produce some
300 product footprints across a variety of product areas. This
footprint data will be analysed and benchmarks produced.

Footprints will be produced using FIRA’s furniturefootprinter
software tool to ensure consistency in selecting boundaries for
data collection. The scheme will meet the requirements of the
furniture industry and allow product footprints to be compared
on a like for like basis, it says.

Each participating company will gain a footprint for their
business and up to 10 externally verified carbon footprints for
their products. FIRA will then produce and publish
benchmarking data for the industry as a whole.

A FIRA project
intends to make
comparisons 
of the
environmental
credentials of
furniture 
more accurate
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Retailers could soon be able to accurately compare the
environmental impact of the furniture they sell if a FIRA
initiative is successful.

The government’s aim to move into a low carbon economy
will pressurise companies into understanding the footprints of
materials, components and products. 

While carbon footprinting is a recognised tool for establishing
the environmental impact of a product, service or company,
FIRA says is not always easy to understand what this means in
relation to other products. This is because not everybody uses
the same boundaries for collecting data, so there is no
benchmark enabling reliable comparisons between products

FIRA intends to develop carbon footprint benchmark data for
a variety of furniture products. This will enable companies to

Step in the right direction

Proudly serving the market since 1987

®
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Affordable after sales care to
keep your customers happy.

First class, nationwide in-home
furniture repair and service...
If you are a furniture retailer or manufacturer, Servico can provide 
you with a full furniture repair service for your customers. Our wealth
of experience means that we can deliver an affordable solution with
a full support network - a solution that will help you look after
your profits, your customers and also increase repeat business! 

Why choose us:

* We focus on keeping your customers happy.

* We offer low cost service contracts.

* We can tailor our after sales warranties
to suit your needs, at competitive prices.

* We can take the hassle away and handle 
everything for you with Smart Serv - our user
friendly online management system.

Unit J, SK14 Business Park, Broadway, Hyde, Cheshire  SK14 4QF.

Speak to us today on 

0871 246 0022 quoting ref ’IMM’

or find out more at www.servico-ind.com
Skilled & experienced 

nationwide service team.
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CONSERVATORY FURNITURE

Rattan revolution
The sector is undergoing modernisation to entice younger consumers

Above: Desser’s Riva Left: Rattanfurnitureuk’s Valencia Centre: Heal’s Mumbai Right: Sweatpea &
Willow’s Tobacco

Conservatory furniture is undergoing a
quiet revolution in an attempt to widen
its appeal to younger and younger-
minded consumers.

‘The modernisation of conservatory
furniture with its current trend for tightly
woven rattan has brought with it a wealth
of new shapes and textures. Offering
much greater choice and appealing to
shoppers who are uninspired by
traditional collections, this is conservatory
furniture – but not as you’ve known it,’
says Mark Stewart, Desser & Company
sales director.

He cites the examples of the Java and
Krista chairs, introduced with younger
consumers in mind. 

‘Made of kubu rattan grown in mud,
the crop has an earthy grey tone and
provides a modern twist to traditional
rattan pieces. Pacific is a black range
targeted at a new generation of rattan
buyers,’ says Stewart.

For shoppers looking to recreate a
shabby chic look, the new loom chairs
Solo, Como and Malmo are made using
the Lloyd Loom method of wire and
paper created in 1917. 

But Stewart says it’s important not to
forget older customers. Models with
higher backed frames are still popular
while new designs such as Cologne in
pale ivory offer great design and are good
for posture.

In contrast, Heal’s uses a
synthetic weave for its
Mumbai conservatory
range, which includes a
sofa, chairs and new
coffee table. Sweatpea &
Willow uses rattan but
with a Lloyd Loom-look
for its Tobacco chair.
Rattanfurnitureuk
uses the palm for
its Valencia set.
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AIS Flooring One has redeveloped its product offer while
refreshing its POS and marketing facilities.

The group has a core collection of 60 carpet products,
including four made exclusively for Flooring One. These include
11 wool berber twists and 13 wool twists of varying weights; 
10 polypropylene twists; six berber loops; eight saxony plush
ranges and several velvets, cord, cut and loop and assorted
tonal ranges.

It has several rug suppliers including Asiatic, Gooch, Husain
International, Mastercraft and Rama and has recently added
Rugs with Flair for entry price point lines. In vinyl, there is an
own label collection serviced by Hall’s Floorings.

Top suppliers include Abingdon, Adams, Associated Weavers,
Axminster, Cormar Carpets, Interfloor, Ulster Carpets and
Victoria. It has 42 suppliers on its central payment system which
is regarded as a major attraction by many members. 

Headlam is also a major supplier, and while many retailers 

will have access to the group’s products, Flooring One members
benefit from buying them at improved settlement terms.

Amtico and Pergo are also suppliers to the group, while CQFS
has recently been added as a wood flooring supplier. 

Flooring One does more than just offer products to members.
Its marketing manual has been expanded to include more
advertisement layouts, lifestyle images and marketing materials
and its advertisement creator software has been updated.

The group has been involved with the Flooring Guild
developing online staff training modules, including estimating
and measuring, wood, laminate and vinyl. These allow staff to
receive short sessions of training in-store. Flooring One also
offers subsidised training such as factory visits with its suppliers.

May’s exhibition also saw the introduction of wall units
featuring graphics panels allowing members to quickly and
easily update displays according to their offer or promotion. The
group also offers promotional activity throughout the year.

More products,
more benefits
AIS Flooring One has continued to
improve its services to members

BUYING GROUPS

Members have access to a large number of carpet ranges including Lincoln Regal (above), Clevedon twist (top right), and Highbury plain (right)
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Power of a one-stop-shop
Low prices, margin enhancing ranges and stock-holding

are at the heart of the Greendale Group’s policies

Rob Harding, Greendale Group chief executive says the benefits
of being in the group are essential as the market continues its
way out of recession.

‘We offer our members access to the widest range of own
label carpets all selected, renamed and, in most cases, stocked
in our own modern purpose-built warehouse. By stocking in our
own facility we are able to negotiate much better prices than
non-stocking groups and this is then passed on to members,
enabling increased margin to be made on industry leading
ranges as well as continental roll-only product normally only
available through wholesalers at higher prices,’ he explains.

Greendale has more than 100 own label ranges across all
product categories, covering retail price points from less than
£10 per sqm to £100 per sqm. Members are supported by a
dedicated sales office, customer service and warehouse
operation backed by national deliveries from Victoria Carpets’
transport fleet.

‘We offer our members a one-stop-shop,’ says Harding.
He says the group has a policy of not offering what he calls

‘gimmicks such as rebates’ instead having an ‘Everyday Low
Pricing’ policy and passing the same discounts to members
regardless of size.

Ranges are supported by wall and freestanding in-store units
including lecterns, tombolas and dedicated units for key
product groups including naturals with complementary POS.
The variety of the Greendale range means most members give a
large area of their store to the products.

‘We also source and market a group of exclusive ranges

which offer members outstanding price competitiveness and
margin opportunities,’ says Harding.

‘These ranges, which are stocked in depth at our Hereford
warehouse, offer independent retailers the chance to be in a
group with buying power to match the multiple retailers –
something vital in tough economic times.’

Preferential terms, supplier rebates and limited distribution
on associated hard flooring, underlay, rugs and accessories
support the core offering. The group also offers a wide raft of
marketing support including online support with advertising
and website design, finance, business, tax, insurance, legal
support and some of the best finance and credit card payment
terms in the industry via free membership of the BSSA.

‘These additional benefits would cost non-members several
thousand pounds per annum,’ says Harding.

‘As befits the most upmarket group, we have differentiated
upmarket premium priced ranges for the more discerning
carpet purchaser who tends to shop in our members’ stores.
Backed by dedicated in-store support material, this has enabled
members to target larger higher margin orders from older, more
affluent customers who remain a key consumer group,’ he says.

Greendale offers members geographic exclusivity and
tailored individual support. Harding says this, combined with
the products available, means the group consistently
outperforms the market. 

‘We continue to seek new members in areas which are not
covered and can offer them a potent mix of geographic,
product and brand differentiation,’ he adds.

Greendale offers 
in-store displays and
stocks products in its
own warehouse to
keep prices down
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Join the Flooring One/AIS buying

group and as the largest home

products organisation you will

have access to our superb

marketing and promotional

support to help you get customers

through the door and we can help

you give your staff the training

they need to ensure they complete

the sale!

Plus with our massive buying

power and range branding you’ll

be able to increase your margins

whilst keeping your independence!

Call Glenn Harding now to find

about these great benefits, plus

many others...on 0121 683 1427

or email Glenn at 

glenn.harding@flooringone.co.uk

‘Let’s face it, as with any 
retail outlet the hardest part 
is getting the customer
through your door!’
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Try before you buy
Metro is offering retailers the chance to sample the benefits of membership

‘Retailers’ customers insist on samples, so we’ve decided to offer
a sample to retailers,’ says David Kipping, Metro chief executive,
explaining the group’s latest development.

‘For a limited time we are offering potential members the
opportunity to sample the benefits of membership for up to 12
months. There is no risk and no
commitment and so nothing to
lose. We are confident that
retailers will quickly see the
benefits of being a Metro
member and sign up on a long
term basis.’

Kipping highlights last year’s
introduction of ecommerce
websites for all members as a
key differentiator. It is also a
good example of how retailers
can gain access to facilities
needed to keep ahead of rivals
that they would be unlikely to
afford if they were not part of
the group.

‘The Internet has shown how
essential it is to embrace new
technologies and keep ahead of
the competition. A good buying
group should be able to guide
members through this
minefield,’ he says.

Each website uses the name
of the business selling the
groups’ Carpet1st branded
ranges. This gives each member

their own personalised website, selling less price sensitive own
label products, backed up with a free 24-hour sample service. 

‘Even members who know nothing about computers have a
superb, professional, state of the art, fully functional
ecommerce online store open 24-hours a day, seven days a

week. As the main website
directs consumers to the
one single nearest member,
and having the protection
of our own branding, means
that members can promote
their websites locally, while
making good margins,’
explains Kipping.

Another key asset is that
since 2007 the group has
offered rebates of up to
7.5% on Carpet1st ranges.
Members are paid quarterly,
with some earning up to
£10,000 a year through the
deal.

‘The scheme has become
hugely popular with our
members, giving them
substantial income in
difficult trading conditions,
and has dramatically
increased our Carpet1st
sales – products that they
were already selling but
now earning more money
from them,’ he says.Paloma

Brunswick Valiant
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Initiatives to buy more locally produced
products have emerged in recent years,
but SMG has been promoting the
benefits of buying from British suppliers
for more than a decade. And it is these
close ties to its suppliers that have been
at its core since its foundation in 1968.

The main criteria for membership of
the group is financial creditworthiness, an
established retail premises and positive attitude
towards customer service. The financial health of
members is vital to the group and it runs a central
payment system that guarantees payment to
suppliers within seven working days.

As well as reducing the time spent on
administration, it gives members access to products –
including exclusive collections – from more than 90
suppliers.

‘Members do not have to buy large quantities to
benefit from the superb Orderlink prices – and all
products are provided direct from the manufacturer,
resulting in a speedy and more efficient service. In most
cases there is no requirement for a member to
maintain a direct account with the
supplier,’ says Chris Moffat, SMG chief
executive.

Members can use the group’s online
service, Retail Business System, to access
prices, browse catalogues, place orders, check
delivery dates and stock levels. The system doesn’t
require any specialist software, just an Internet connection.

Support and success

As well as products, POS, advertising design, regular
promotions and website development, the group also

offers extensive free business support such as
employment law; something that could be

vital to a retailer but put off by the
normally expensive cost of seeking

advice.
Members have telephone

access to expert commercial and
legal advice from 8am to 6pm
during weekdays.
‘There are no time limits on calls

to the helpline so members can rest assured
that they will get the best possible advice,’ says
Moffat. ‘The consultants who man the helpline
draw on their own extensive experience to
provide practical solutions and guidance on
complex issues. The team includes solicitors,
accountants and HR managers – all of whom
will provide answers in a clear, straightforward
language, with no legal jargon.’

About 65% of its 350 members are Carpet
Foundation members. CF and bssa members

are particularly welcome, according to
Moffat, and those who are committed

to complying with the OFT
Approved Consumer Code of

Conduct.

SMG offers more than just access to lower prices 

Left and above: Exclusive ranges and business support
are just some of the benefits of SMG membership
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Water babies
Improving technology is making life easier in the kitchen 

The kitchen is often regarded as the
heart of the home, leading to increased
use. With modern trends, wood and
laminate floors are increasingly popular
in the kitchen, but given wood’s adverse
reaction to water, is it a good idea?  

Advances in lacquer and oil finishes
have enabled wood floors to become
mainstays within the kitchen
environment, says Harvey Booth, Kährs
UK sales manager, although he is
cautious.

‘Quality finishes, like Kährs solvent-free
lacquer and nature oils, are applied
during manufacture in several thin layers,
providing a durable surface without
disguising the timber’s grain. However,
spillages should still be mopped up
straight away and, during cleaning, water
shouldn’t be left to pool on the surface,’
he explains.

In a perfect world, kitchen floors would

be given an additional coat of finish after
installation to seal the joints between
boards. This is rarely done for domestic
environments, but is recommend for
commercial kitchens. Also, Booth warns
that some species are more sensitive to
moisture than others – especially beech
and hard maple.

With Pergo it is also possible for
laminate floors to be hygienic. A
selection of its laminate floors feature
anti-microbial properties without the use
of chemicals. Silver is added to the
surface of the laminate during the
production process, which prevents
bacteria from growing and makes the
floors easier to keep clean.

‘Pergo floors are also extremely water-
resistant so there is no need to worry
about accidents such as spilt drinks and
overflows of water from plant pots. The
solid, secure design of the click joints

means that it makes it hard for dirt and
dust to penetrate into the joint,
making it easier to keep clean,’ says
Kate Male, Pergo UK marketing
manager.

For Aqua-Step, water is not the
enemy it can be for other floors.
Building on more than four decades of
knowledge in the PVC window market,
instead of a layer of MDF, the flooring
has a PVC layer and a rubber seal,
preventing water entering the floor. As
well as preventing expansion, this
allows it to be easily washed with
water and detergent. Using the Uniclic
locking system, it is as easy to fit as
traditional laminate flooring. 

‘Aqua-Step is a product that has
been engineered for an area that it
should not be in,’ says Sammy Lasseel,
Aqua-Step general manager. ‘It can
even be used next to swimming pools.’

Pergo offers anti-microbial properties (above) while water is no problem for Aqua-Step (inset)
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What is the key element in the design of
upholstery? What does a designer keep in mind
when approaching the creation of a sofa?
Damian Williamson, creator of the William range
for Zanotta, says he has two basic ‘recipes’. 

‘In the first place there is the meeting with
the project and this centres on what I call “the
sense of touch”. A sofa, or an armchair, must tell
the user: touch me. The immediate perception
of comfort is important. Then we come to the
second experience of the project: aesthetics
and proportions.

‘At this point we find relations with materials,
which belong to the world of the company that
commissions the work or that wants to send a
design in for production.’

Launched at I Salone, the William range was a
success. Zanotta says people like it because it
has the right combination of elements of
modern tradition, it is both minimal and rich,
can be customised, and it is decidedly
comfortable. 

‘William comes from the idea of de-
structuring sofas into comfort layers, not just
visually but in practice, starting from the
structural elastic bottom layer, moving on to a
central layer of foam and, finally, to an ultra soft
top layer made of goose down. The three layers
entice the user to establish physical relations
with the sofa. From the first glance they declare
what they are made of and their capacity to
hold the body comfortably. Moreover, they
sustain the backrest and seem to float on die
cast aluminum legs,’ says Williamson.

DESIGN

It’s in the touch
The immediate perception of comfort
is all important for upholstery

Damian Williamson
Born in London in 1974, Damian Williamson graduated in Product Design

from Kingston University in 1998 with a dissertation on Advanced

Materials. 

Between 1998 and 2003 he worked on several architectural and design

projects. In 2004 he won the Swedish Arts Grants Committee award for

research in design, and opened a firm in Stockholm, where he still lives. 

He was chosen by Wallpaper* in 2007 for the ‘Hot 100’ edition, and was

hailed as one of the most interesting young designers in Europe. 

From 2005 he has been visiting tutor for the course on Industrial Design

at the Lund Institute of Technology, Sweden.

The William range includes armchair, sofas, pouffe, daybed and corner unit
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Interior design ideas from around the
world with something for every taste,
style and budget and a vast product
range can be experienced at IMM
Cologne. More than ever before, IMM
Cologne 2011, which takes place from
18-23 January, is a furnishings trade fair
that generates inspiration with its ideas
and concepts.

There will be a strong focus on
specialised product ranges in lighting,
textiles and floor coverings, as well 
as the lifestyle topic of baths and
bathrooms in the conventional context
with furniture, and in settings such as
Pure Village.

IMM Cologne is the central meeting
place for exhibitors and decision makers
from the world’s important markets. The
diverse mix of international visitors
opens the doors to the world’s markets
for exhibitors. German trade visitors
provide access to one of the world’s most
important sales markets – Germany. 

Many potential buyers attend the fair
on the public days. With Living Kitchen
taking place in parallel with IMM
Cologne and the addition of a third
public day on the Friday, the number of
potential buyers will once again increase.

All the relevant target groups will be
present at IMM Cologne: contacts from
all areas of the trade and industry,
contract business experts, professionals
from the architecture scene and the
sector’s up-and-coming young
professionals.

The visitors come with the intention,
means and authority to do business. 

FAST FACTS
IMM Cologne

18-23 January 2011

Germany

www.imm-cologne.com

Opening doors for business

IMM Cologne offers a variety of products
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September will see the debut of the UK’s
first specific bed exhibition organised by
the bed industry. The Bed Show takes
place at the International Centre, Telford
from 28-29 September where more than
50 exhibitors will take part (see box).

The event is aimed at anyone who
buys or specifies mattresses, divans,
beds, bedsteads, futons, sofabeds,
headboards, bedding, mattress toppers,
tickings, springs, foam, fillings, bed
machinery plus other components.

All exhibitors are National Bed
Federation members – suppliers to UK
manufacturers with manufacturing
facilities and a good standard of product
quality and safety, service and behaviour. 

There is plenty of free onsite parking
and a choice of hotels, some on site,

some nearby are available with
discounted rates available for The Bed
Show visitors. With some selected hotels
visitors can benefit from onsite check-in
facilities at the exhibition centre.

The show will also see the launch of
the NBF Lifetime Achievement Awards.
Hosted by comedian Lee Hurst on
Tuesday evening with a drinks reception,
dinner, awards ceremony and dancing to
the small hours. Tickets cost £65 each,
with discounts for tables of eight and 10. 

The awards recognise individuals who
have made a significant contribution to
their company or the industry. There are
three categories: Bed Retailing,
sponsored by Interiors Monthly; Bed
Manufacturing, sponsored by Furniture
News; and Bed Component Supply.

It is not necessary to seek permission
of nominees before submitting a
nomination. The deadline for
nominations in all three categories is 
2 August. 

The show has received enthusiastic
backing from manufacturers. ‘A bed-
specific exhibition with the great
majority of the major British bed
manufacturers, all under one roof, at the
right time of year – what a unique event,’
says Peter Spinks, Harrison Spinks Group
chairman. 

‘Buyers and retailers will be able to
gain a thorough understanding of what
products are available to them for all the
major brands by visiting one, easy to
access venue,’ adds Jim Murphy,
Airsprung Beds deputy md.

The Bed Show 2010

28-29 September 

Telford, West

Midlands

Open: 9.30am–5pm
Tuesday, and
9.30am–4pm,
Wednesday 
Visit:

www.bedshow.co.uk for registration, accommodation, Gala
Dinner, NBF Lifetime Achievement Award nomination forms
and more details 
Exhibitors include: A Tarr, Airsprung Beds, Apropa Machinery,
Ashley Anderson, Bekaert Textiles, Bodet & Horst, Breasley
Consumer Products, Burgess Beds, Carpenter, John Cotton

Group, CPS Group, Cumberland Bedding,
Cumfilux, Deluxe Beds, Deslee Clama,
Dunlopillo, Enkev, Gainsborough, Gateway
Textiles, GNG-Komfi, Harrison Beds,
Healthbeds, Hush A Bye, Hypnos, Icon Designs,
Jaybe, Joseph International, Kyoto Futons, L&P
Adjustables, Leggett & Platt, Maes Mattress
Ticking, Millbrook Beds, Monks International,
Horatio Myer & Co, Nelsons Labels,

Nestledown, Original Fabrics, Palatine, Pieters Textiel, Relyon,
Remploy, Repose Beds, Sapsa Bedding, Seetall Furniture, Shire
Beds, Silentsleep, Sleepshaper, Simmons Beds, Sleepeezee,
Slumberland, Somnus, Spink & Edgar, Staples, Stellini Group,
Swanglen Furniture, Sweet Dreams, ViSpring, Vita Cellular
Foams (UK), Vogue Beds and WE Rawson.

FAST FACTS

The Bed Show

The NBF Lifetime Achievement
Awards will be presented at a Gala
Dinner at the International Centre,
Telford
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Las Vegas Market will take place from 2-6 August 2010 at World
Market Center Las Vegas and will be co-located with the launch
of two events, Gift+Home catering to the gift, decorative
accessory and seasonal industries, and VegasKids which will
provide youth furniture, juvenile products, toys and games,
children’s books, clothing and gifts.

For those who have not yet visited the show, World Market
Center Las Vegas is an integrated home and hospitality contract
furnishings showroom and trade complex. The state of the art
campus shows furniture, decorative accessories, gifts, lighting,
rugs, home textiles and related segments in a mixture of
permanent showrooms and temporary exhibits from American
and international exhibitors.

Alfresco Spaces, a hotbed of the latest trends in outdoor
furnishings, was a showcase launched in February. Tim
Branscome, Las Vegas Market vice president international says:
‘August’s exhibit will be even more spectacular, with additional
space allocated to showing these products in the outdoor Plaza
as well as in Building B. Inspired by Central Park, some 50,000
buyers will walk through the dramatic outdoor exhibit and
experience the product at first hand in the glorious sunshine
that is Las Vegas in August.’

The One Good Chair competition, now in its third year,
sponsored by the Sustainable Furnishings Council and the Las
Vegas Design Center at World Market Center Las Vegas, is being
organised by architect, designer, green advocate and author
Lance Hosey. The One Good Chair 2010 Minimum/Maximum
design competition, challenges participants to design a chair
that’s not only sustainable but also comfortable.

Vegas adds
more shows

FAST FACTS
Las Vegas Market
2-6 August 2010
Las Vegas, USA

www.lasvegasmarket.com
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The second edition of MoOd (Meet only Original Designs) takes
place on 14-16 September and will see a number of changes
from 2009.

The show is now a day shorter, the contract sector will have
its own area – Contract Square – and the Blue Drops will act as a
guide around the show, with the image featured on the
strongest creations. 

These are given to exceptional products at MoOD selected by
an international, external jury. The Blue Drops not only show
visitors the way to the best products at the fair but recognise
the efforts of exhibitors, strengthen their image, support their
marketing and provide them with lots of attention in the media.

Patrick Geysels, MoOD general manager says: ‘What is good,
must of course be retained. In short, in Hall 6 we repeat our
Trend presentation, which this year will be named
(Re)Naissance, with different seminars, the Innovation Platform,
Young Belgian Creativity and the huge wallcoverings wall. 

‘The outdoor section will once again play a major role on its
same spot, the outside area between Halls 7 and 11. In showing
all of this, we can again count on our year long and loyal
partners Trevira, Dolan, MatériO and the international press.’

Original
Designs

FAST FACTS
MoOD 

14-16 September 2010
Belgium

www.moodbrussels.com
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As China reaps the benefits of its
economic achievements of the past few
decades, Chinese consumers increasingly
have more to spend. The impact of this
on China’s furniture industry is
enormous. Home furnishing products of
different styles and different origin, more
often higher value and higher priced, are
entering households throughout the
country.

‘I am very glad that I decided to
produce British country style furniture
eight years ago,’ says Mr Chen from
Dongguan Conhot Furniture Co. Under
the brand name of Asena Village, Chen
has opened more than 40 retail stores
throughout China. All his furniture is
made from solid wood. 

Chen draws inspiration from the British
countryside lifestyle. People who buy his
products are often well educated and/or
with high incomes and pay attention to
their ‘high class’ living. Chinese
consumers believe that British or US
lifestyles are how the better-off live. As
his products fit into their dream houses,
Chen has enjoyed good sales in first tier
cities such as Beijing and Shanghai.

‘The International Famous Furniture
Fair (Dongguan) helps me to introduce
my products to Chinese consumers,’
Chen says. ‘I didn’t open up the 40 retail
stores all by myself. Most of the stores are
franchised, and I met all of the
franchisees at the fair.’

FAST FACTS
The 24th

International

Famous Furniture

Fair (Dongguan) 

1-5 September 2010 

Dongguan, China

www.3f.net.cn/e

British influence in China

The trade show is organised by
Dongguan Famous Furniture Association
and Hong Kong Furniture Trade
Association, two of the most active
associations in China. The biannual event
attracts more than 100,000 visitors with
most being furniture retailers in China.

‘We note the trend that Chinese
consumers want more furniture pieces of
European and American style. As an
association, we feel it’s our responsibility
to bring in more suppliers of these
products into the Chinese market,’ says
Fang Hui, Dongguan Famous Furniture
Fair secretary.

Working with the British Consulate in
Guangzhou, a UK 100% Design seminar
featuring three UK designers was held
during the 23rd 3F show on 16-20 March.
The seminar was well attended by
furniture manufacturers and designers.
UK Trade Investment is promoting UK
design in China, working with  the
association.

‘I strongly believe there will be more
and more products of British style
furniture showing at my show and
flowing to the domestic Chinese market.
To the Chinese consumers, this is
certainly a good thing,’ Fang Hui adds.

Homes in China now
feature European and
American influenced
furniture designs 
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September represents a turning point for
Maison & Objet with a new hall at Paris
Nord Villepinte to bring together a high
end offer revolving around Scènes
d’intérieur, Maison & Objet, Projets, Now!
Design à Vivre (Hall 7) and Maison &
Objet Outdoor-Indoor (Hall 8), and for
the first time Meuble Paris (Halls 5B and
5C) will run alongside Maison & Objet in
the autumn to offer total synergy
between furniture and decoration.

Scènes d’intérieur is the show for the
great international brands in decoration
marked by excellence, luxury and
extravagance. Now! Design à Vivre is the

international show for design for the
home – the soul of design at a single
show. See a preview of the essentials in
innovation and creation with collections
of objects and furniture at the heart of
the new inspirations in design (Hall 7).
Maison & Objet Projets is the show for
solutions dedicated to high-end

Maison & Objet turning point 
specifiers. Maison & Objet Outdoor-
Indoor is the annual show for the art of
outdoor-indoor living. 

In its 50th year, Meuble Paris will run
alongside Maison & Objet to provide a
360° view of home-fashion. The total
synergy between Meuble Paris and
Maison & Objet benefits exhibitors and
visitors, initiating development
opportunities on the international
markets. The Meuble Paris lecture series,
in conjunction with Maison & Objet,
covers five themes: 50 years of furniture
in Paris, innovation, the market, hotels,
and sociology/trends.
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The one
show
New colours, styles and flooring with

stands to show them all off were at 

AIS Flooring One’s exhibition

���

AIS Flooring One’s annual exhibition was bolstered with the
presence of members and suppliers of the SMG, Metro and BRM
buying groups for the event’s second day.

Among the products launched at the show were Adam
Carpets new colours for its Fine Worcester Twist, Castlemead
Twist and Castlemead Velvet Stripe. It also revealed a 
re-engineered  eighth gauge carpet with a 50% twist/50%
velvet texture called Kasbah Stripe. 

Asiatic debuted the 3.7kg sculptured Croc rug and 

Crucial Trading introduced the 100% wool Indulgent

Victoria added five colours to Suede
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from Associated Weavers was Decorlines, a stripe with a slight
shaggy look and it will add silver and pink to Sparkle. 

Axminster unveiled the Bark texture and more colours to
Simply Natural, four shades to Swaledale and 14 colours 
and designs to Moorland. It showed off its latest stand
combining three units to house most of its collection, after 
21 of 23 stores that trialled the stands reported significant sales
growth.

Bond Worth revealed its extensive patterned axminster
collections and highlighted its VIP Club, while Cavalier displayed
Woodlands Heathers in three weights and two widths

New engineered wood supplier CQFS offered a starter pack of
seven oak designs and three bestselling rustic oak planks.
Crucial Trading showed several 100% wool loop ranges and
added five bold colours to Mississippi.

Edel Telenzo’s highlight was the Chamonix cut pile from the
Alpine collection, with 100% wool and two-ply yarn, as have the
Lausanne and Montreaux berber loop bouclés. New shades
were added to Bakerloo and Piccadilly.

Forbo has revamped Flotex with 20 High Definition designs
and a dozen Classic patterns, backed with updated POS, and
also introduced LVT in two qualities. 

From Gooch was the launch of sculptural Spot On, Fantasy
and Gems carpets, a light gold with red border option to
Buckingham Zeigler, and a 3m x 2m size for Super Handloom
Multistripe.

Hall’s Floorings promoted its Senso self-adhesive LVT in 10cm
and 15cm. From Husain International was the Art Collection and
Kontiki rugs.

Kersaint Cobb added white oiled and smoked oak finishes to
its 18mm engineered wood offer while previewing hickory in a

variety of finishes. It introduced a stand that displays all of its
250 non-wood products, including a middle shelf for sisal
runners, and launched Chic Pinstripe with eight designs in
fashion colours.

Louis de Poortere added new stair widths to some of its
bestsellers and introduced the wilton Renaissance stair runners
with 40 designs and 70cm and 90cm widths. From Mastercraft
were more designs and colours to Galleria.

Pergo showed off its revamped collection that features four
quality levels rather than range names. The new PerfectFold
fitting system reduces installation time by 15% according to the
company while all colours will be available in the UK for the first
time. If samples are not held in the UK they will be delivered in
a few days. The relaunch is backed with new POS, price
structure and brochure.

Rama introduced Elements catering to a lower price point,
the shaggy Splendor and more designs and colours to Parallels
and Skyland. 

Regency unveiled its wool offer with three twists and two
loop pile berbers. 

Rugs with Flair made its AIS Flooring one debut, introducing
lime green to Starlet.

Thomas Witter launched the Empire 80/20 twist in three
qualities, 10 colours and 4m and 5m widths, and the Accolade
80/20, 55oz berber twist in 10 colours. 

Ulster emphasised its environmental credentials with Natural
Choice, offering an undyed axminster using the wools to create
17 shades and designs, and an undyed wilton with seven plain
twist colours. 

Victoria updated the colour bank of Suede with five shades,
including greys and peppercorn.

Above: Kersaint Cobb’s new stand

Above left: Cormar won Carpet Supplier of the Year, ahead of
Axminster and Victoria
Left (from left): Mastercraft’s Robert and Thomas Dickson; Hall’s
Floorings’ Robert Hall and Cormar’s Roger Clarke collect their
Supplier of the Year awards 
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Left: Ashley Manor/AMX
Above: SJS Furniture
Below: Levv
Bottom: Responsive
Designs

Visitors will warm

to the new

offerings at 

The Manchester

Furniture Show

Summer spree

More than 100 exhibitors will make Manchester
Central the place for summer furniture sourcing
when The Manchester Furniture Show takes place
from 18-21 July.

Aerobed will show its collection of air filled
mattresses and beds while Aristarchus will highlight
its hevea Bali collection and classical French styled
American white oak Armoire bedroom range. Ashley
Manor/AMX is introducing six models featuring
motion along with more hide designs. 

Atlantic Home makes its show debut with a
collection of New England inspired living 
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room, dining, kitchen and upholstery
designs.

On the Blue Bone and BM Furniture
stands there promises to be a variety of
new designs while Buoyant Upholstery
is launching several leather models.

Oak, elm and walnut all come
together at Carlton Furniture with
three new ranges and additions to the
Windemere and Chateau collections. 

Castle Computer Services will
showcase its Fortuna Dynamics system

for the first time. Containers Direct is
launching CDL Wholesale, offering
eight cabinet ranges available from
stock on a wholesale basis, as well as
direct containers. Ranges from stock
include Mayfield, Como, Storm,
Quayside, Richmond and Normandy. 

Corndell is another first-timer at
Manchester with an all-British stand,
showing only ranges made at its
Oxfordshire factory. Among the
launches will be Helix, a 

62 Interiors Monthly June 2010

SHOW PREVIEW 

Above: XYZ Agencies 
Below: Relaxateeze 
Right: Home Furniture
Bottom left: DaVinci
Bottom right: La-Z-Boy

���
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26-piece modular living range that combines design and
functionality and comes in four finishes. DaVinci will debut six
UK stocked upholstery models while David Stuart Designs’
launch products will include diamond studded leather beds.

Ecofurn is highlighting its FSC oak collection while Exclusive
promotes its glass dining and occasional designs. From Febland
are mosaic vases and lamps alongside upholstery. Furnico
promises a variety of special deals on bestsellers. 

Furniture Origins is unveiling three dining and bedroom
ranges and an upholstery

collection. New from G Plan
Cabinets is Matisse
while

Gradi adds to its upholstery selection and
La-Z-Boy introduces the slouch handle mechanism to
the UK.

Lebus will again exhibit across the road from Manchester
Central at the Midland Hotel. As well as adding to the Geneva
collection and showing new ranges, it will launch its Premier
Delivery collection. 

Levv will highlight its European style furniture backed by
informative packaging. Old Charm will show Verve and

Cotswold while Optimise Solutions showcases the latest
versions of its software system, ecommerce integration link

and iPhone app. Originals is unveiling five dining ranges and
two bedroom collections while Relaxateeze will show its award
winning Ronda model along with more innovations.
Responsive Designs is displaying several new designs while

Ruddiman highlights Newland, a solid wood dining and
occasional range.

Seconique is adding sideboards, TV units, bookcases 

Clockwise from

top: Aerobed;
Febland; Fusion
Design; TCH
Furniture;
Aristarchus
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Furniture Origins contacts:

Andrew Cavaciuti: South/West/Wales Channel Islands  E: andrewcavaciuti@hotmail.co.uk  M: 07500 830 888

Barry Webb: Midlands and key accounts  E: barry.webb@furnitureorigins.co.uk  M: 07702 603 971

Mike Brown: North England and Scotland  E: maik.brown@furnitureorigins.co.uk  M: 07831 572 601

McNally & Finlay: Contact Dermot McNally – Ireland  E: Dermot@rossmorefurniture.ie  T: 00 353 47

81366/81360

Teresa Reaney: head of sales and marketing  E: Teresa.reaney@furnitureorigins.co.uk  M: 07971 349834 

Furniture Origins, one of the most successful

manufacturers of dining and bedroom collec-

tions, will launch three stylish ranges at The

Manchester Furniture Show, complemented

by a wide selection of occasional pieces, des-

igned for stylish living.

The new oak, pine and painted furniture

ranges are each crafted with their own individ-

ual style and designed for modern living with

undeniable quality. They complement the

already popular portfolio of exclusive ranges

produced by Furniture Origins. 

A feast of 
new products

All ranges from Furniture Origins can be

ordered either wholesale from its site in South

Wales or on a direct container programme.

Its glassware division E1 Origins, headed by

Bo Simonsen, will preview new glassware and

accessory collections at the Manchester

show, following the highly successful launch at

the Interiors show in January. E1 Origins’

range of more than 25,000 individual hand-

crafted pieces exceeded all expectations with

retailers ordering three or more of the collec-

tions that offer simple to understand packages

and value for money. Glassware orders are

delivered with Furniture Origins’ dining and

bedroom orders so minimum order issues are

solved.

Be the first to preview the new leather

upholstery ranges, exclusively designed for

Furniture Origins. Seven ranges will be on

show, each crafted for maximum comfort and

affordability in butter soft leather.

Further information on new and current

ranges can be requested from our sales office

on: 0845 223 4900.

Loire bedroom range
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and display cabinets to the Hollywood
and Charisma ranges, extending the
Hollywood bedroom range and
launching the Charisma bedroom
collection in a choice of gloss white or
black. SJS Furniture’s Potty Pots2
collection is ethically traded and 
hand-made by artisans from the
earthquake hit region on Java, while
Sleeping Zone Mattress Co will add to
its pocketed offer.

From TCH Furniture is Melbec,
Valuemark will launch several ranges
including dining and occasional
furniture plus extending its art and
lighting collections. XYZ Agencies is
adding fabrics to its upholstery
offering.

Left: Old Charm
Below: Corndell
Bottom left: G Plan
Cabinets
Bottom right:

Signature Living

���
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Campari corner unit
Lebus Upholstery
designed for todays lifestyle

Tel: 01724 407 751
www.lebusupholstery.co.uk
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Osmo’s PolyxOil Rapid,
complete treatment in
just one day

PolyxOil Rapid from Osmo UK is the premium, original hardwax-oil wood
finish that delivers rapid drying times – guaranteed to keep wooden flooring
and all internal joinery as beautiful as the day it was first installed.

● Professional natural looking superior finish for wood, cork and OSB floors
● Extremely quick drying time, can apply two coats in one day
● Available in Satin and Matt
● Strong and durable, as well as easy to spot repair
● Offers highest coverage of any oil on the market (2.5 litre can covers

approx 30m2 with two coats)

Osmo UK
Unit 24, Anglo Business Park, Smeaton Close,
Aylesbury, Bucks HP19 8UP.
Tel: 01296 481 220 Fax: 01296 424 090
www.osmouk.com info@osmouk.com
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G&P Furniture is launching the Lyon
Oak collection, a modern, clean range
offering many versatile and flexible
dining options.

From the company’s other eight
ranges, the Norfolk and Suffolk starter
ranges and the Madrid collection will
also feature prominently at the show.
Launched at Interiors in January, they
have performed well in the current
challenging environment. The 
compact 1,200mm x 800mm Madrid
extending dining set has been
particularly well received, says Neil
Godfrey, G&P director.

‘The choice we offer, with an overall
product and service package that puts

the customer first, has been a major
reason for our good 2009 and
encouraging early 2010. Offering a
choice of nine ranges, in a variety of
different styles, with delivery from stock
and no minimum purchase value, I
believe we are well positioned to go into
the second half of 2010.’

He says customers value being able to
order only what they actually need,
confident that it will be delivered quickly.
Ranges cover many different price points,
so should customers wish to drive sales
by offering more price-competitive
ranges, the Milano, Norfolk, Suffolk and
Glass collections are ideal.

The Cubic living and dining and

Above: Milano
762mm square table
and chairs
Right: Madrid
1,200mm x 800mm
table (unextended)
and four chairs in
maple

Left: Lyon Oak will be
launched at
Manchester
Below: The Cubic
1,400mm x 900m
drawer-leaf table
extends to 1,850mm
and 2,300mm

Windsor House ranges have been the top
sellers in the past year. 

‘In good times, average ranges can still
prosper, but in difficult periods real
winners are needed. These two
collections, with their many choices of
flexible and compact extending dining
options, have proved to be such, with the
Lincoln set being our most popular
product,’ says Godfrey. 

The company is looking forward to
working with its customers through what
he says may be a difficult trading period.
By doing this, Godfrey believes it can
continue to establish and develop
mutually beneficial long-term
partnerships with retailers.
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Classic is back

EL45
2 Door bow display cabinet with mirror & lights
h. 178cm ~ d. 32cm ~ w. 84cm
All display cabinets come as standard with bevelled glass, mirrors and lights

EL62B
4ft 6in x 2ft 6in (137cm x 76cm)
Executive desk
All desks and filing cabinets available
with a choice of red, green, tan or blue
leather tops

EL123
Bow front, wide screen corner TV
h. 63cm ~ d. 51cm ~ w. 118cm

All TV consoles are on castors

EL49
h. 173cm ~ d. 32cm ~ w. 68cm

Tall china display cabinet
with mirrors & lights

www.kelvinfurniture.com

For colour brochure or an agent to call on you,
please telephone 01132 444499 or email: mail@kelvinfurniture.com

Queen Anne Nests & Long Johns ~ now in stock
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Meeting the challenge
Steens’ new UK md looks to build on the success of his predecessor

Steens Furniture, one of Europe’s largest
producers of flatpack furniture, has
experienced strong growth over the past
18 months in both the independent and
multiple sectors. The roots of this success
were laid over many years and achieved
because there is a clear understanding of
what the business is good at, where it’s
trying to get to, and what it needs to do
and improve on to get there. 

Launches in its Kids’ collection
furniture and new finishes to already
successful ranges have helped accelerate
this growth.

From it’s Danish base in Jutland,
supported by the international sales
office in Southampton, Steens designs,
develops and distributes bedroom, living
room, dining and bathroom furniture. 

With substantial stock-holding in
Denmark, Steens customers can get
quick deliveries without having to invest
in large quantities in stock. 

‘Because of this service, customers
who sell from stock or who take
customer special orders can both get
what they need quickly and reliably,’ says
Alan Cozens, Steens UK md.

Cozens joined as sales director a year
ago as part of a planned handover
programme to take up the md role. Keith
Robinson, previous md and the man who
built the business up from the UK launch,
has moved on to set up consultancy
Furniture Trade Services (Interiors
Monthly, March 2010). Prior to joining
Steens, Cozens worked for a number of
family based, privately owned furniture
companies, having started his furniture
career with Christie-Tyler 14 years ago.  

‘I was attracted to Steens by the
attitude and enthusiasm of the people
involved in the business. Keith’s role has
been fundamental to the success of
Steens and it’s a real bonus that he
continues to be involved through his
consultancy role,’ says Cozens. 

‘Supported by Claus Sorensen, part of
a family ownership going back 40-plus
years in Denmark, and the UK sales office
managed by Jan Tomaszewski, Keith has
been able to drive Steens to its market
leading position today.’

Cozens says as soon as he saw the
factory with it’s high levels of investment
in design, development and
manufacturing facilities, and met the
team, the decision to join was easy. His
aim is to build on Steens’ success and
continue to grow with its independent
and group customers. 

‘There is unquestionably a shift in
competitiveness back to local
manufacturers and we will ensure we
take full advantage of the opportunities
this will present to us. There are lots of
areas we can improve on and we work

on these continuously, which is
important as our customers expectations
of us increase year on year,’ says Cozens.

‘Steens is a market leader at what it
does and my job is to ensure we stay
there and improve and grow as much as
we can in the coming years. It’s a
prospect that excites me and I am
looking forward to the challenge
immensely.’

Recent additions to the sales structure
have included the implementation of a
national team of sales agents covering
the UK and Republic of Ireland.

The Kids collection (above) and Steens’ latest bedroom, Richmond
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AWAKE
Call 08451 084 084  
or email sales@1cfl.com to request a brochure
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Difficult

Medium

Easy

ACROSS
1 Alfalfa 
8 Producing music 
15 Some sausage 
16 Repeat 
17 Resembling a parody 
18 Muslim opponent of the Crusaders 
19 Cow or doe 
20 Spoils 
22 Hydrogen, carbon, oxygen, eg 
23 Botch 
25 Mimicked 
26 Homerun king Hank 
29 Lyric poem 
31 Powdery residue 
34 Cowardly 
36 ___pitch softball 
37 Rejection power 
38 Civilian 
40 Unrealistic person 
42 Network of nerves 
43 Hairpiece 
45 Mistakes 
46 Nothing but 
47 Rod used to reinforce concrete 
49 Simpleton 
50 Pitcher 
52 Juice of the rubber tree 
54 Located 
56 Sommer of film 
57 Road with a number (US) 
60 Wears away 
62 Adorn with ‘oyster gems’
65 Adds yeast 
66 Swabs 
67 Expenditure 
68 Griddle cooked batter 

DOWN
1 Edges 
2 Mormon state of western USA 
3 Minister to 
4 ‘Xanadu’ band 
5 Unburden 
6 Metal spikes 
7 Encrypt 
8 Atomiser output 
9 Tony winner Hagen 
10 Shawl worn in Mexico 
11 Steamed 
12 Evil spirit 
13 Up and ___! 
14 Optical device 
21 ‘My fault!’
23 Motion picture 
24 Don Juan’s mother 
25 Go gaga over 
26 Capital of Ghana 
27 Disney mermaid 
28 Rickety vehicle 
30 No longer young 
32 Severe 
33 Equine 
35 More recent 
37 Varicose vein 
39 Penpoint 
41 Seagoing eagle 
44 Effrontery 
47 Blush 
48 Dissolute 
51 Interlace 
53 Beat 
54 Cut price retail event 
55 Mountain goat 
56 In ___ (actually) 
57 Hindu music 
58 Arduous journey 
59 Ultimatum word 
61 Printing widths 
63 Cooking container 
64 SASE, eg (US) 

SUDOKO CROSSWORD

Answers can be found on p74

ENTERTAINMENT
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WWW.IMM-COLOGNE.COM

THE 
INTERNATIONAL 

FURNISHING
SHOW COLOGNE 

CREATING
18 – 23 SPACES
JANUARY
2011

INTERN

58x50-IMM2011-GB-Interiors Monthly.indd 1 16.11.09 13:57

18th – 21st July 2010

www.manchesterfurnitureshow.com
2nd – 6th August 2010

www.lasvegasmarket.com

1st – 5th September 2010
www.3F.net.cn

Advertise your show here. Reach 7,000 key industry buyers in the most influential magazine in the interiors market,
call Ben Watkins today on 07917 863453, or email him at bwatkins@interiorsmonthly.co.uk

EXHIBITION DIRECTORY

12th – 15th January 2011

www.heimtextil.messefrankfurt.com

NICF  4c St. Mary’s Place

The Lace Market

Nottingham NG1 1PH

Tel: 0115 958 3077  

Fax: 0115 941 2238  

Email: info@nicfltd.org.uk

•  Enhance your company image
•  Free listing on the NICF website and broaden your 

opportunities for work
•  Free business support helpline with Croner Consulting
•  Technical advice line
•  Great discounts on FITA training courses
•  Discounts on quality workwear and tools
•  Keep up to date with industry news with Free subscriptions 

to Stocklists and the Contract Flooring Journal
•  Free newsletter 

The NICF covers all types of flooring including 
carpet, laminate, luxury vinyl tile, timber and sheet 
vinyl fitting, and are the driving force behind raising 
standards of floor covering installation. 

By supporting the NICF and becoming an active 
member you can have a voice in the future of your 
chosen industry along with all the other benefits you 
see listed below:

www.nicfltd.org.uk

Stand out from the crowd 
and have a say in the 
future of your industry

Fully Integrated System

Sales & Purchase Orders

Included

Stock Control (Unit & Bulk)

Multi-Branch & Warehouse

Barcoding & Container Orders

Profit Margin Monitoring

Financial Accounting

Website Integration 

Mail Merge with Targeting 

Online Customer Order Tracking

Delivery Text Alerts for Customers

Custom Management Reports

Price Tickets & Price Point

AIS Members Catalogue Upload

Postcode Lookup

Customer Service Suite

De-Branding Module

Delivery Scheduling

Zero Setup costs

Free 7 Day Trial & Demo

Free Training & Tutorials

Free Data Transfer of Stock

Free Customer Migration 

Free Customised Printing

Free Tech Support for life

Free Order Tracking Website

For more information
call or email:

08712 20 64 64 
info@retailsystem.com* minimum 5 users. Financial Accounting & Postcoder are optional and incur an additional charge 

*

Are you using an old fashioned or costly computer system? 
...or no system at all?

We transfer your data from your old system, or help you setup from scratch 
 - seamlessly and for FREE

*

“Best Software Supplier”

MAKEE THEE SWITCHH -- CUTT COSTS

YOUU CANN AFFORDD IT
Thee LOWW COSTT I.T.. solutionn iss here 

Any size of store - 9 pence per day, per user*5
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Golf cash
Participants and sponsors of the
Kidderminster Carpet Manufacturers
National Golf Tournament put in a
stunning performance to match the
£16,000 raised in 2009 for the Furnishing
Industry Trust (FIT) and Macmillan Cancer
Support. 

The golfing event, held last month,
was sponsored by Georgian Carpets for
the eighth time.

At FIT’s most recent grants and welfare
committee meeting, along with granting
more than £5,000 towards the cost of
eight different holidays, it paid almost
£9,000 in one-off grants. 

These varied from £1,000 towards
urgent roof repairs for one elderly couple
to £300 for a new washing machine for a
young family with nine month-old twin
daughters.

In the case of Dennis and Evelyne
Sharman, both in their 70s, a cheque for
£605 not only helped pay for a much
needed riser/recliner chair for Evelyne, it
also afforded Dennis, a retired cabinet
maker and production manager, a
welcome two-week holiday from his 24-
hour caring duties – his first in four years.

Entertainment answers

Easy DifficultMedium

Peter Kimmins, Georgian sales manager (left) and Rupert Anton, organising chairman (right)
with Sarah Clark, FIT representative, and Jeff Faulkner, Macmillan representative 

Jubilant winners Benson B collect the trophy from Peter
Kimmins after narrowly pipping Ulster Tykes to the prize

Reunited front
It’s often said that it’s almost
impossible to keep a secret in the
furniture industry, but buying
group Minerva disproved this at its
20th anniversary dinner. The group
successfully kept its plans to mark
the milestone with a presentation
to Derek Hayes, chairman since 
its foundation, from him. The event
also provided the occasion to
reunite its founders, from left: 
Ron Rawlings, Michael Pugh, 
Derek Hayes, Richard Nunn and
Alan Walker.

Bensons’ bullseye
Bed chain Bensons is going where

no interiors retailer has gone

before in its marketing –

sponsoring three leading darts

players. 

Colin ‘Jaws’ Lloyd, Colin ‘The

Wizard’ Osborne and Andy 

‘The Hammer’ Hamilton (pictured

right) are ranked number 8, 9 and

10 by the Professional Darts

Corporation and will be sporting

the Bensons logo on their shirts for

the coming year.
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Natural
Berber Twist
A British Wool Classic in natural
flecked shades in Super, Elite and
Deluxe qualities from Cormar
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