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t h e  c o m p l e t e  s e r v i c e
UK: 00353 42 9 351 351 Ireland: 042 9 351 351

Maximise your profits with TCS

www.tcsimports.com
or contact your local representative:

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

South West & South Wales - Paul Clifford on 07886 642086
East & West Midlands - Peter Bellis: 07860 418168

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

Give your sales 
an added lift

The TCS Range of Powerlift Recliners
Available with Single or Twin Motor Options in Leather or Fabric

* Terms and Conditions Apply

Arizona 
Twin Motor
Powerlift

Recliner from
£285.00*
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Editor’s comment 

A SIGN OF A TURN?
To paraphrase the great Rikki Fulton’s Rev IM Jolly
character: ‘What sort of month have you had?’ I get the
impression that we have reached, or are about to reach,
the bottom of the recession (regardless is it is U, W or low
tick shaped). If we have’t it doesn’t seem to be getting
much worse – even the nation media (who many hold
responsible for making things twice as bad as they would
have been) seems to have called a halt to doom and
gloom headlines.

Talking to a major bed supplier today, stockists tell him
that days or weeks are hugely unpredictable, with little
obvious rhyme or reason why sales vary so much. But
sales seem to be now on par with a year ago, at least for
those retailers. Its the uncertaintly that gets to them. He
told me that stockists are ordering new products and POS
to entice shoppers and his feedback on this is positive. The
point was also made the point that deals are being done
so both manufacturers and retailers can generate turnover,
while making sure they make a profit. This applies across
all product sectors. Make sure you are getting your share. 

Further evidence of at least its not getting any worse is
provided by Carpetright’s trading update (see p6). Yes, it
has suffered a double-digit like for like sales fall but the
decline is remarkably similar to that seen in the previous
quarter. That the sterling/euro exchange rate will cost it
1% of gross margin, came as little surprise given the
drop in the value of sterling in the past few months.It
has been surprising that the chain has been able to
postpone the extra costs for as long as it has.

AMA has predicted a surprisingly small 6% fall in carpet
sales this year (see p8), but in contrast is the bssa’s Q1
figures, showing a 14% fall in furniture and soft
furnishing sales. Given Easter was late and sunny, I
suspect Q2 to be have proved to be have been better.
More good news is the move of Interiors Birmingham to
24-27 January, meaning we can visit Hannover,
Birmingham and Cologne without missing anything –
unlike this year. (For more good news, Google or You
Tube the Rev IM Jolly - its well worth it.)
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West Decor UK’s brand new showroom is now open. 
Please contact us for more information on the products shown. 

NEW FOR 2009

www.westdecoruk.com
Unit A8 & A9 Eldon Way, Industrial Estate,

Eldon Way, Park Royal. London NW10 7QY 

Tel: 0845 602 2467  Fax: 0208 961 2558
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Easyliving Furniture plans to
expand rapidly after being
bought by Chinese upholstery
manufacturer Kasen
International. 

The chain has 21 branches
in the south of England and
the Midlands, but Kasen
wants to take advantage of

lower store rents to quickly
grow the chain in the UK.
Easyliving had sales of £11.6m
in the year to 30 April 2008,
but lost £1.3m.

Kasen paid £1 to Emporio
Holdings, Easyliving’s parent,
and will take on its £10.78m
of liabilities. 

As well as manufacturing,
Kasen has three stores in
China, one under the
Easyliving Furniture brand. It
wants more Chinese stores
and plans international
expansion. Founded in 1995,
Kasen is China’s largest leather
upholstery manufacturer.

News

The weakness of sterling
against the euro has finally
affected profit margins at
Carpetright, although the sales
decline has stabilised. 

After managing to maintain
gross margins at 62.4% in the
six months up until the end of
January, it has been hit by
increased costs because of the
exchange rate and higher
marketing spend. This will see
margins in the second half fall
by 1%.

After improved sales in
January, trading fell back. UK

and Republic of Ireland like for
like sales dropped by 15.3% in
the quarter to 25 April. This
compares with a 15.9% drop
in the previous quarter.

UK and Republic of Ireland
total sales fell by 11.7% in the
25 weeks to 25 April, with like
for like sales down 15.1%.

Within the UK and Republic
of Ireland 15 stores opened
during the second half and 12
were closed, taking the total
number of stores to 564,
including 60 concessions.

The group has renegotiated

its banking facilities with The
Royal Bank of Scotland. This
gives it access to £120m until
July 2012, along with £25m
from other banks. Net debt at
the year end is expected to be
about £95m.

Lord Harris, Carpetright
executive chairman was
optimistic that sales would
begin to recover later in the
year. 

He says: ‘The recent trend
in mortgage approvals is
improving and we would
expect to begin to see this

benefit in our sales later in the
year. Our business in Europe
continues to grow and
increase market share.’

Kate Calvert, Shore Capital
Stockbrokers analyst says the
update was disappointing and
her profits forecast of £20.9m
could be cut to £17m.

‘We remain confident that
Carpetright will emerge from
this recession in a far stronger
and more dominant market
position as it continues to take
market share and will benefit
from industry consolidation.’

Royal approval:

The Ashley Wilde

Group has been

awarded the

Queen’s Award for

Enterprise 2009. Its

soft furnishing

brands include KAI,

Leon Brunswick

and Ashley Wilde,

while it also

produces celebrity

bedlinen brands

including Kylie

Minogue

(pictured), Twiggy,

Janet Reger, Linda

Barker and 

Katie Price.

Weak pound hits Carpetright as
margins slip and spring sales fall 15%

London
Show set 
for 2010

Growth plans for Easyliving 

The postponed London
Furniture Show will now take
place from 27-29 May 2010 at
Excel, London, a year after it
was originally planned.

David Wilkins, Insight
Exhibitions md says that the
consensus of opinion among
the principle exhibitors is that
the industry needs a focus
and rallying point.

‘Although we may have to
allow a little more time for
those predicted green 
shoots of recovery to take
effect, we have to adopt an
optimistic approach as well as
to prepare for a more
favourable economic climate,’
he says.

The design-led show will
concentrate on the medium to
high end furniture and
furnishing sectors. 

Insight also announced
Interiors Monthly as the
show’s media partner.
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The Kw wholesale service from Kettle Interiors. 
Fantastic furniture and superb service. Choose from stunning ranges in all woods and all 
styles for quick delivery from stock direct to your door, or even turn up and take it away. 
Whatever your preference, the Kw wholesale service is the best thing since sliced bread.

Just a few of the nourishing pieces on offer....

Call today for wholesale furniture that brings 
quality and unbelievable value!

0845 6781155 or visit www.kettleinteriors.co.uk
K4, K8 and K18 direct supply packages also available

Banbury
4 Drawer Narrow Chest

Contemporary
End Table

Victorian
5 Drawer Chest

Cottingham
2 Over 3 Chest

KettleInteriors_WholesomeWholesale_A4.indd    1 29/4/09    08:34:53
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The UK carpet market will
drop in value by 6% this year
and only show growth in
2011, reveals AMA Research’s
Floorcoverings Market report.
Apart from 1% growth in
2006, the value of the carpet
market, both domestic and
contract, has been falling since
at least 2002.

Sales fell from £1.37bn in
2002 (at MSP) to £1.21bn last
year. This will drop to £1.14bn
this year, before recovering to
£1.19bn in 2013, says the
report.

The overall floorcoverings
market will also fall by 6% this
year, before recovering to
£2.07bn in 2013 – £100m
below 2007’s peak and the
same level as 2003.

AMA says carpet has seen
its share of the overall
floorcoverings market decline
from 70% in 2001 to 58% last
year, as the popularity of
alternatives such as laminate,
vinyl and tiles has risen.

Price sensitivity, which has
increased over the past few
years, has also accelerated,
with an element of trading
down evident in the carpet
market in 2008, says AMA.

Manufacturers have
continued to produce much

more adventurous ranges,
such as brighter colours and
bolder patterns. But it says
consumer choice remains
stubbornly conservative, still
favouring plain designs and
neutral colours, with shades of
cream, beige, light brown and
other natural shades still
dominating. 

The report says: ‘It has also
long been a characteristic of
the carpet and floorcoverings
sector that most decision-
making takes place in rather
unimaginative warehouse
style showrooms, or is based
on swatches of samples. 

‘This hardly inspires
adventurous choices,
particularly since there is little

opportunity for consumers to
visualise how the carpet
would actually look in their
own homes. Neutrals may
also thus dominate the market
simply because they have the
potential to accommodate
future room colour scheme
changes – particularly effective
when there are budget
constraints.’

The report says the slower
housing market could benefit
the carpet market with some
consumers choosing to
redecorate their homes. But
the potential for trading down
to less expensive options for
carpets as a stop-gap solution
could also deter significant
market growth.

Significant competition from
alternative floorcoverings,
particularly vinyl, natural stone
and wood will continue. 
While the market will remain
susceptible to imported
products, lower demand will
impact on import volumes as
well as on local manufacture,
says the report. 

The export market is also
likely to be negatively affected,
and this will result in further
consolidation and closures in
the supply sector.

In terms of consumer
choice, while it is likely that
neutrals (particularly beige)
will continue to dominate,
patterned carpets and
stronger colours are already
making a comeback. It is also
likely that, given the nature of
the economy, price sensitivity
will accelerate, and there will
be more growth at the lower
end of the market.

The report adds that while
the value of carpet sales has
fallen, the wood and laminate
sector has plateaued in terms
of market share while vinyl
has seen growth every year
since 2002.

For more information 
tel: 01242 235 724 or visit
www.amaresearch.co.uk.
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News

The rug market is worth at least £90m (at MSP)

Flooring sales will drop by just 6%
but carpet will lose share, says AMA

We were Decosit Brussels
Tuesday 08 - Friday11 September 2009

www.moodbrussels.com

Teasing you with upholstery,
window and wall coverings

We are

Meet only Original Designs
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The
Manchester
Furniture Show 09
Manchester Central 19-22 July 
tel: +44 (0)1923 670 997
email: enquiries@manchesterfurnitureshow.com     www.manchesterfurnitureshow.com

For a positive outlook, 
ticket booking information, 
and find out more, please visit...

If you are looking for an event that gives 
you access to the leading suppliers in 
the furniture world, we have the answer. 
Whatever the economic climate, you’re 
assured of a warm welcome and a very 
positive outcome at the Manchester 
Furniture Show. 

2008 was another outstanding success 
and despite tougher trading conditions, 
this years show is already being talked 
about as the ‘must see show’ for 2009.
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First gloss: Kingstown Furniture has released its 2009 brochure. The 44 page

brochure features the new Nicole (pictured), Westbury, Monterey and Mono

ranges alongside its 14 existing collections. ‘Our range continues to offer

something to suit everyone’s tastes. We have been experiencing a high

demand for white, hand-finished, painted furniture, which is why we

decided to launch Nicole. This range has proven particularly popular with

retailers and customers since its launch and we are delighted with the

feedback we have received to date,’ says Geoff Brailsford, Kingstown group

sales director. ‘High gloss furniture is also proving to be very popular at the

moment and has inspired us to launch Mono, our first high gloss range.’

News

German furniture and
homewares chain Butlers is to
launch a second attempt to
succeed in the UK market,
after closing all but one of its
UK stores last year.

The group has targeted six
branches in London of about
3,000sqft each. 

Butlers launched in the UK
in 2005 with plans for 80
stores within a decade. It
opened half a dozen branches

– Bluewater, Islington,
Kingston upon Thames,
Knightsbridge, Manchester
and Solihull. However, in the
face of a slowing homewares
market and high property
prices in the UK it closed all its
stores except Islington.

Property agency Harper
Dennis Hobbs, which sold off
Butlers’ original shops, is
searching for new locations. 

James Ebel, Harper Dennis

Hobbs director says: ‘The last
time, Butlers found the
occupation costs too high for
an expansion compared with
those they have in Europe.
Now they have seen that the
market conditions have
changed in the UK and they
feel they can exploit the
opportunity.’

Target locations include
Tottenham Court Road,
Kensington High Street,

Westbourne Grove and
Kingston upon Thames. 

Founded in 1999, Butlers
has 70 branches across
Germany. In 2005 it expanded
to Austria, where it now has
six stores, and Switzerland
(three) along with the UK. It
also has four franchise outlets
in Slovenia, Hungary and
Greece. 

The stores attract 23million
shoppers a year. 

Furniture chain Butlers hatches plan
for second attempt at UK market

Guild award for
REH Kennedy

Traditional cabinet making
company REH Kennedy has
been awarded the
Manufacturing Guild Mark by
the Worshipful Company of
Furniture Makers. 

The Guild Mark is widely
acknowledged as the UK
industry’s most prestigious
recognition of quality. 

Mike Ruffles, REH Kennedy
director says: ‘We were
delighted to be awarded the
Manufacturing Guild Mark as
we passionately believe in the
strengths and merits of British
manufacturing.’

‘Every cabinet we make is
crafted in our own workshops
by largely in-house trained
craftsmen. The ethos of our

business is for the very
highest standards of design,
manufacture and service and
this award recognises these
attributes.’ 

The Manufacturing Guild
Mark is only awarded to
British furniture manufacturers
that are considered to be
excellent in all aspects of their
businesses, including design,
manufacturing, marketing,
training, customer service,
health and safety and
environmental care. 

The Manufacturing Guild
Mark was first awarded in
1993 and there are 27 holders
including Art Forma
(Furniture), Artistic Upholstery
and Benchmark Furniture. 

Matthew Kutas Furniture Agency, former Max Divani UK agent has become

the UK agent for Seduta D’Arte (formerly La Meteora).

The Manufacturing Guild Mark goes to the company not a product
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Awards

VOTE FOR THE BEST IN  

August sees the announcement of the second Interiors Monthly
Awards, recognising the best in the interiors industry.

As with the 2008 awards, the winners will be decided 
by you, so complete the form opposite and fax it to:
01732 352 063.

It’s up to you how you decide what is the best product or
company in the awards category – they could be great sellers,
great designs or providers of fantastic customer service. Ensure
your opinion counts – you decide the winners. Everyone voting
will be entered into a draw to win a bottle of champagne.

Here’s a reminder of how you voted in the 2008 awards.
Best UK Furniture Supplier: Alstons.
Best UK Carpet Supplier: Cormar Carpets.
Best Overseas furniture Supplier: Ethnicraft.
Best Overseas Flooring Supplier: Balta.
Best Fabric Upholstery: Amalfi, Vale-Bridgecraft.
Best Leather Upholstery: Italsofa.
Best Furniture Website: Pinetum.
Best Flooring Website: Balterio.
Best Bed: Mirrorform Reflex, Sealy.
Best Dining Range: Ardennes, Christian Harold.
Best Bedroom Furniture: Ivory, Willis & Gambier.
Best Living Room Furniture: YP Furniture.
Best Rug: Loft, Brink & Campman.
Best Solid/Engineered Wood: Avantgarde, Grundorf.
Best Carpet: Tudor Twist, Victoria Carpets.
Best Underlay: Cloud 9, Ball & Young.

Best Vinyl: Stonemark, IVC Leolan.
Best Laminate: Original, Pergo.
Best Flooring Accessory: Universal Mouldings.
Best Supply Chain/Logistics: Home Delivery Network.
Best Wholesaler: Wiseaction.
Best Flooring Buying Group: SMG.
Best Furniture Buying Group: AIS.
Best Flooring Website: Balterio.
Best Furniture Website: Pinetum.
Best Furniture Retailer (1-3 stores): Furniture Exhibition Centre.
Best Furniture Retailer (4 plus stores): Marks & Spencer.
Best Flooring Retailer (1-3 stores): Godiva Carpets.
Best Flooring Retailer (4 plus stores): Carpetright.
Best Online Retailer: Furniture123.
Innovation of the Year: Yourfloors.

Left: Balta, Best

Overseas Flooring

Supplier

Above: Alstons, Best

UK Furniture Supplier

Right: Cormar, Best UK

Carpet Supplier

12_13awards_IMmay.qxt  28/4/09  16:24  Page 12



www.interiorsmonthly.co.uk 13

  THE INDUSTRY 
Retailers to complete only

Best Furniture Customer Service 
....................................................................................................
Best UK Furniture Supplier 
....................................................................................................
Best Non-UK Furniture Supplier 
....................................................................................................
Best Furniture Buying Group 
....................................................................................................
Best Accessory
....................................................................................................
Bed Bed 
....................................................................................................
Best Bedroom Range 
....................................................................................................
Best Dining Room Range 
....................................................................................................
Best Living Room Range 
....................................................................................................
Best Fabric Upholstery 
....................................................................................................
Best Leather Upholstery
....................................................................................................
Best Furniture Wholesaler 
....................................................................................................
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 
....................................................................................................
Best Rug 
....................................................................................................
Best Laminate 
....................................................................................................
Best Solid/Engineered Wood 
....................................................................................................
Best Underlay 
....................................................................................................
Best Vinyl 
....................................................................................................
Best Flooring Exhibition 
....................................................................................................
Best Flooring Website 
....................................................................................................
Best Flooring Wholesaler 
....................................................................................................
Best Software Supplier 
....................................................................................................
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 
....................................................................................................

Please fax your completed form to 01732 352 063 or email your nominations to akidd@interiorsmonthly.co.uk.

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

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

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

Tel .................................................................Email ..............................................................................................................................

Rewarding Excellence nominations
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1 Embroidered natural cottons, subtle retro stripes,
appliquéd velvet motifs and sleek embellished
polyesters combine in the Carnival collection of fabrics
by Prestigious Textiles for curtains and accessories.
Carnival offers a selection of products across two
design stories that can be mixed and matched. 
Tel: 01274 688448 or visit www.prestigious.co.uk.

2 Featuring four disguised and deep drawers, the
Monza from Hyder Living blends the contemporary
and elegant attitude of faux leather with the
functionalism of underbed storage. Hidden neatly
within the deep side rails and under the sprung
slatted base system, the drawers offer extra storage
without detracting from the sleek gently curved
headboard and footboard. Tel: 01484 531 000.

3 Elegant slate-effect luxury vinyl tiles from the
Polyflor Expona Design collection complement the
décor of the refurbished seating area at the Rijo 42
Café at Bolton Arena – where Polysafe Corona low
maintenance sheet vinyl safety floor has also been
installed in the kitchen/servery. Tel: 0161 767 1111.

4 Available in the UK through Techfloor Services, LG
Supreme vinyl provides a durable and easy to
maintain surface for residential and commercial
applications. The Supreme product family offers a
selection of wood, stone and marble finishes in highly
realistic designs. Tel: 01993 871 235.

5 Spearheaded in the UK by Ronnie Houben, Stair
Make-Over’s success in the Dutch, Belgian and
French markets means it is well equipped to deal with
the demands of UK distribution and wholesale supply.
Stair refurbishment of the Stair Make-Over kind is a
new concept to the UK and so the company is
training partners how to sell the product and
tackle aftersales service. Tel: 00 31 4 0208 6222.

New products

2

3

4

5

1
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New products

6 Febland supplied 78 chairs and carvers
for ITV’s Hell’s Kitchen. The black
lacquered chairs have a routed or grooved
round back while the legs are tapered and
fluted and adorned by a carved flower set
in a tablet at the top. Upholstered in a
Paul Smith fabric, they will be sold when
the series ends. Tel: 0870 4202 070.

7 For those who like something different,
Manx Carpets has launched Causeway –
an 80/20 British Wool twist. Causeway
comes in three weight options and eight
colour ranges. It is at an affordable price
and suited to the domestic and contract
markets. Tel: 01827 831 437.

8 Balta has just launched the branded PP
twist Stainsafe Favourite in 17 trendy
colours. This heather twist, finished on
actionbac, is offered in two weights:
Premium (34oz per sq yd) and Elite (47oz
per sq yd). Stainsafe Favourite has a 10

year Stainsafe and seven year Wear
warranty and is distributed through all
major wholesalers. Tel: 00 32 5662 2211.

9 Upholstery and mattress manufacturer
Baotian Furniture’s sofas include models
with lights in the arms while mattresses
have goosedown and memory foam in
the box pillow top, double-layer pocket
springs and double-knit cover with wool
button. Lead times are two weeks. Visit
www.baotian.com.

10 David Salmon Fine Bespoke Contract
Furniture has launched a range of hand-
woven and hand-knotted rugs and
carpets under the David Salmon
Carpet & Rugs brand. The 31
collections of 196 designs and 51
sizes are sourced from India, 
China, Pakistan and Nepal with a 
10-14 day delivery commitment. 
Tel: 0207 349 7575.

6

9

10 7

8
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11 Somnus has added eight fashion
fabrics to luxury shades on the
Supremacy and Memory Touch
collections, allowing customers to create
an individual style. Tel: 01132 055 200. 

12 The Plantation Rug Company has
introduced Fettuccini. Perfect for both
contemporary and traditional settings, it
is available in four colours and three
sizes including a funky 150cm x 150cm

square. Visit
www.plantationrug.
co.uk or tel: 0161 430
8700. 

13 Olivia is a new bedroom collection
from Winsor. It is crafted in solid
mahogany and hand-finished with
subtle hand-carving on the beautifully
shaped frames. Tel: 01925 291 511.

14 Amtico’s Composite range mixes
simplicity with the trend for urban
materials. The Calcium, Pumice and Flint
shades’ complex blend of particles give

the appearance of poured resin or
ceramic tiles. Tel: 0121 745 0800.

15 Direct Cheminee’s bio-ethonal fires
can be placed almost anywhere as they
have no smoke or flue, are odourless
and do not need a gas or electricity
supply. Visit www.directcheminee.com. 

16 Accent is a comprehensive range of
dining and occasional pieces from
Woodside Furniture. Designed for
smaller homes, the range is made in oak
with aspen inlay detail. Visit
www.woodsidefurniture.co.uk.

New products

12

13

15

11

16

14
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Carpet

HIDDEN PLEASURES?
BEDROOM SECRETS
Are shoppers indulging their design tastes in
the privacy of their bedroom, or playing safe?

All but those with the strongest belief in
their personal taste compromise when it
comes to decorating their homes. The
choice of carpet, sofa, dining table, rug
or lighting will be seen by many people
and to some extent we all seek approval
in our design decisions; making sure no-
one says they hate it will come into play.

But for rooms that are less often
glimpsed by friends or family, there is the
opportunity to forget about what others
think and furnish it exactly how you want
– regardless of how unusual some people
may consider the end result.

But are we a nation of bold individuals,
confident in knowing what we like and
wanting it, or does normality rule?

Martin West, Kingsmead general
manager says shoppers are opting for
bolder colour schemes. ‘If there is one
room where the consumer might be
brave and introduce strong colour, it is
the bedroom. Adventurous colour
schemes particularly involving black or
bright pink are becoming more
common,’ he says.

The company is relaunching its Wik Kid
brightly coloured shag pile carpet range
aimed at childrens’ bedrooms.

Neil Barker, director of Barkers Furniture
in Sheffield, says consumers generally
want soft and warm flooring in the
bedroom, but parents are opting for the
practicality of laminate for kids’ floors.

He says the store has seen contrasting
experiences when it comes to how much
money shoppers are prepared to part
with. ‘We have done a bit more than
usual with the likes of Axminster,
Woodward Grosvenor and Brintons lately,
but we are still selling a lot of roll-stock.’

For him, traditional colours and designs
are still in charge. ‘There still seems to be
a lot of beige and natural colours going
down. Stripes are also going down more
but apart from that styles still seem Kingsmead’s Wow in Bubblegum 
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NEW 
FOR SPRING 2009!

OUR VERY OWN

TAKE ADVANTAGE 
OF THIS SUPERB 
PACKAGE NOW!
THE OSSFLOOR 
UK SALES TEAM 
AWAIT YOUR CALL!
The North West
PETER BALDWIN
07973 410 688

Yorkshire, North East
ALDO BERETTONI
07971 173 560

Sussex, Surrey, Kent, 
Berkshire, South London
MARK BROSTER
07766 255 222

Essex, N&E London, 
Suffolk, Cambs
NICK HART 
07771 967 609

Devon, Cornwall, 
Dorset & Part Hants
BRENDAN HART
07850 130 221

Beds, Bucks, Herts & Oxon 
PETER LAWRENCE
07802 422 810

Scotland
MIKE MORTIMER 
07975 682 385

East Midlands 
& Lincolnshire
MARK VINER 
07860 733 816

West Midlands
PAUL BREWER
07798 745 181

South Wales, Bristol, 
Hereford & Glous
MARK KEE FER
07967 700 222

OFFICE:
TEL: 01675 433 031
FAX: 01675 433 521

5 Fantastic
Saxonies, Plains & Tonals. Stainfree & bleach cleanable

TOP TEN
OSSFLOOR uk
C A R P E T S

®

• All 4 & 5mm wide

• 80/20 Wools

• Bleach Cleanable

• Value for money

All featured on our 
desireable Oak effect
18 x 18 P.O.S. Lecturn

5 Super Twists
Including Plains & Heathers

P
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Carpet

Axminster’s Moorland Heather

to be plain beige. Plain twists are slowing
down a bit and heathers seem to be
selling well. I think it is because people
aren’t ready to go back to heavy 
patterns but people have had completely
plain twists and they have realised they
show marks.’

Lana Filippova, Gallery 22 interior
designer in Hale, Greater Manchester,
says customers are giving their bedrooms
a higher priority.

‘Private spaces like bedrooms are
becoming more important to get right.
Clients want a feel of luxury and to give
bedrooms a special treatment. Shag or
deep pile carpets are becoming very
popular. Neutrals are still preferred, but
the colours tend to be off-whites and
silvers. They complement current trends
in the wallcoverings and fabrics. Most opt
for the best carpet they can afford, and
perhaps just a good quality underlay,’ 
she says.

‘Underfoot comfort is a key factor in
the bedroom and so the underlay
recommended by retailers must give that
feeling of sinking into the floor without
showing premature signs of compression
that could disappoint homeowners,’ says
Richard Bailey, Floorwise md.

The company offers Hyperlush and
Hyperform 11mm polyurethane underlay
for main bedrooms and 9mm Hypergo
and Hyperactive for guest rooms.

When independently tested to BS5808
Hyperlush was rated for Luxury Use and
can withstand a high level of footfall. For
increased durability, Hyperform HD uses
a higher density of foam giving increased
bounce-back ability over the lifetime of
the carpet.

Ray Snell, Ulster Carpets residential
carpets designer says: ‘Bedroom carpet
remains popular with consumers who
prefer the comfort and warmth of carpet
underfoot when they get out of bed in
the morning. In this current economic
climate, homes are becoming more of a
sanctuary, with consumers choosing to
transform the look of their homes.

‘Especially popular is the 80% wool
and 20% nylon blend as it combines the
softness, comfort and warmth of wool
with the hard-wearing properties of
nylon, guaranteeing a level of resilience
and durability,’ he says.

Neutrals are still popular for 

The choice of flooring for the bedroom can be a very personal thing. But there is
one group of people who live with what someone else has decided: tenants.

For people renting, choice is the last thing associated with moving into a new
home. Faced with possible less than perfect care by some tenants, most landlords
are more concerned with keeping costs down and ensuring that the flooring
survives for a set period of time. These objectives can often be contradictory, unless
the property is being let in the middle-upper and higher sectors.

Often landlords don’t know what is new in the market and stick with the same
low cost products, reasoning that if they have to replace them after each tenant
they may as well buy cheap. But that can become a self-fulfilling circle, with tenants
not caring about the state of the flooring as they know it is cheap. 

Most independent retailers should know the major landlords in their area, so
organising a landlords’ evening to show them the latest stain-treated carpets or
attractive but inexpensive vinyl is a good idea. It would also make a lot of tenants
very happy.

Landlords and retailers take the floor
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BRITISH WOOL

Quality is born and bred ...that’s why over 35
manufacturers choose British Wool to produce

350 quality carpet ranges every year. 
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Carpet

Lano’s Kimono

‘Most people look for extra comfort and warmth in
the bedroom, so soft, long pile rugs work
perfectly,’ says Andrew Frith, GH Frith director.
‘They also complement all sorts of bedroom fabrics,
whether people have heavy antique curtains or
modern blinds. If a room is small, they should
choose a plain light rug, big rooms can carry large
patterns and will make the room feel cosy.

‘Rugs work extremely well in guest bedrooms,
which have a tendency to feel cold and uninviting
because they are used infrequently. Bright,
colourful rugs therefore can add a friendly,
welcoming feel.’

He adds that the retailer has seen an upturn of
bedroom wall hanging. 

‘Many people think their rugs are far too
beautiful to just walk over them. Intricate designs
such as Persians and Kelims are best for this – and
it’s a great way to show the rug to its full potential
and add a focal point.’

Warm up your bedrooms with a rug on the floor or wall

consumers, as they strive for the natural
flooring effect, also reflective of the
general trend in clothing, where texture is
prevalent, he says. Taupe in various
shades, alongside mink and grey hues are
becoming the desired sophisticated
colourations.

‘While neutrals continue to be popular,
there is a definite move towards brighter,
statement-making colours, often used to
complement the continuing beige
theme,’ says Snell.

The firm has recently added to its
bedroom offer with Ferndale, a 80/20 mix

woven axminster aimed at consumers
who are looking for a more classic choice
of floorcovering; the 80/20 mix axminster
Country House Collection and Elements
Wilton – a 100% wool, cut and loop,
woven wilton, offering a contemporary
yet sophisticated alternative to plains. 
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Trend watch

DINING
TIMELESS QUALITY 
In the first of a new series, Trend Bible 
casts its eye over the dining sector

The recession is responsible for a shift in
consumers’ attitude to spending and has
encouraged them to look for value in
everything they buy. However, just
because people are tightening their belts
financially, it doesn’t mean they’re
looking for cheap products. 

The recession will urge people to
question value in terms of how much
longevity a product has, particularly for
more permanent items for the home.
They will look to trade-up and buy
products that last a lifetime with a
timeless quality. 

This trend particularly affects the
furniture industry, as people look for
pieces with an almost ‘heirloom’ quality,
something that can be treasured and
passed down. 

It’s likely that we’ll ask ourselves: ‘If I
buy cheap now, will I be replacing this
item in six months? Is it better to pay

Consumers are now looking for furniture that will last

more for a quality product that will last?’
Downsizing due to the recession

means that some people may move into
smaller homes with no dedicated dining
space. Savvy consumers are converting

bay windows into dining areas by using
curved sofas with circular tables and
complementary chairs. 

The consumer response to the
recession so far has been to retreat into a
comfort zone and one in four are
spending to feather their nest. Growing
their own vegetables, hosting dinner
parties and spending more time at home
as a family are replacing hedonistic
lifestyles of excessive spending and
consumption. An eclectic attitude, mix
and match furniture and tables in hidden
corners encourage a more sociable dining
experience for at home entertaining.

Current figures suggest that quality
independent furniture retailers are
weathering the storm better than the
mass-market multiples. Product
performance is key for these more
permanent home items, as we examine
craftsmanship of furniture, looking 

� Durability is key – items should be
built to last in order to be seen as
valuable.
� Dining space should be adaptable –
multi-functionality is important as
people make the most of potentially
limited space. 
� The dining experience should
remain special but have a relaxed and
informal personality.
� Soft upholstery and mix and match
pieces create an easy environment to
spend time in. 

Top tips for dining
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To visit our showroom and for more information, contact:
Ethnicraft - Alf Martin, Scheldeweg 5, 2850 Boom - BELGIUM

alf.martin@ethnicraft.com - www.ethnicraft.com
T +32 3 443 01 26 - F +32 3 443 01 27
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Telephone 0845 606 7004  Email feedback@wguk.com

Website www.wguk.com

Furniture designed for life

The Lille Bedroom Collection
French style and grandeur is perfectly captured in the beautiful Lille Bedroom Collection. Graceful curves in rich, 

warm tones are crafted from a mixture of solid alder and American cherry veneers with a subtle lacquered finish.

The natural imperfections of the wood grain give each piece its own unique character.
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Trend watch

for details that communicate not only
quality, but more essentially durability of
construction and the environmental
sustainability of raw materials. 

Bent plywood and sturdy metal legs
feature in seating while tables are cheery
with coloured tops. Unconventional,
asymmetrical legs feature heavily, tables
have wheels and chairs have drawers.
Dual use plays its part as table tennis and
snooker tables hide under sliding or
tilting dining table tops. 

For table furnishing, we’ve noticed a
move towards pick-me-up bright colours
and products that add an instant and
optimistic visual lift to the home.
Statement oversized pendant light shades
and brightly coloured cushions are
among favourite ways to quickly add
personality and cheer to the home. 

A mix and match attitude to furniture
shopping is becoming more common as
consumers choose to build a dining

collection over time.
Designers and
retailers need to
cater for the option
to buy a single
statement chair
instead of a set of
six. Catering for this
new mindset is
crucial as consumers
are purchasing
quality crafted
antique pieces
instead of newer
products with
questionable quality. 

Consumers have
cut down on non-
essential purchases. While a dining set
might not be top of their shopping lists,
multi-functional pieces that demonstrate
thought, rather than wielding a hefty
price tag, will be valued.

Trend Bible offers a trend consultancy
service as well as publishing bi-annual trend
books and monthly updates. Clients include
Tesco, Next, Nokia and Matalan. Tel: 0191
233 550 or email joanna@trendbible.co.uk.

Coloured table tops are becoming popular 
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Since the formation of TCH Furniture in
January of this year the company has
been very busy putting additional
pieces to such well known and
successful ranges as Ardennes, Windsor,
Toulouse, and Venice.

The true benefit of manufacturing all
the ranges in our own factories is the
versatility of both the pieces in each
range and finishes in all our current
and new collections.  All the TCH
ranges are available in Oiled,

Lacquered, Smokey Grey, and
Chestnut finish, and with many
of the pieces available in a
painted finish also.

The Toulouse collection has
enjoyed great success in both
40mm and also 70mm top
thickness and we are delighted
to introduce a new dining table
with a centre leaf option as well
as the traditional end leaf.

TCH are delighted to
announce the launch of the
Bonaparte dining collection to
compliment both the best selling
Bonaparte bedroom, and also the
Bonaparte home office.

The turned leg Versailles will be
launched along with Bonaparte dining
at the Manchester show in July with
many accent pieces being added to
enhance the collectability of these
classic oak dining and bedroom
collections.

Now all the products available from
TCH Furniture Ltd are manufactured in
our own factories in Lithuania on a

guaranteed delivery of six to eight
weeks from receipt of order.

For more information contact: 
Heather Giles at TCH Furniture
Tel: 01249 816329
hgiles@tchfurniture.co.uk

TCH ADDS TO EXISTING RANGES
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‘At Home’ Show
H A R R I S O N  S P I N K S  S H O W R O O M

ALL ON DISPLAY AT THE SOMNUS

THERA-CARE
BEDSTEAD
MATTRESS
COLLECTION

To book your appointment 
contact Ruth Spinks on 

0113 2055204 or 
email ruth@aharrison.co.uk

Alternatively contact your 
Somnus Area Sales Manager

May 1 1 th  -  June  5th  2009

New Headboard
Collection
GARDA, GENEVA and LUCERNE have

each been designed to introduce a new

elegance to the bedroom, offering even

more style options to appeal to the 

discerning.

New Fashion Fabrics
and Colours
For 2009 these new fashion fabrics are

available in seven colours to 

emphasise the Somnus commitment to

customer choice and confidence.

Available on Supremacy and Memory

Touch Collections.

The Somnus reputation for innovation continues
this year with the launch of THERA-CARE. 
This NEW generation of six bedstead mattresses
features 'CONTURA', the system developed to 
guarantee the highest level of pure air 
breathability combining supreme support with
temperature controlled luxury.
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Beds

If proof were needed that a fresh
approach to marketing and sales,
combined with genuine innovation and
the reassurance of long-standing stability,
are vital to a successful business, the past
year in the life of Somnus makes the
point in spades.

Early 2008 saw the company trial at To
Catch A Dream, Harrogate, its studio
format (Interiors Monthly March 2008). In
the past year it has increased the number
of UK studios to 40, including major
quality independents in the North East of
England.

Helped by this – and the effect of
having had a separate sales team from
sister firm Harrison Beds for a year – the
company has enjoyed a sales increase in
the past year, at a time when positive
sales growth is an elusive ideal for many.

Somnus has undoubtedly been helped
by concerns about other manufacturers
and price increases in the sector, but with
retailers switching brands and increasing
floorspace to Somnus, it’s no surprise
that sales have increased threefold.

The impact of the studios is not to be
under-estimated. Although Alan Scott,
sales director is reluctant to pin a precise
number on the Studio sales uplift, it is

An example of the advertisements created by the

company’s graphics team (right)

The To Catch A Dream studio

clear that retailers making
the commitment (either in
floorspace or POS) have
made major increases, with
a doubling of sales not
unexpected.

Without specific public
numbers, the evidence of
success is provided by the
list of retailers that have
recently come on board.
According to Scott, his list of
desired stockists is filling in,
although he admits that
there are plenty of retailers
it may not have thought of
as stockists – and vice versa
– that Somnus wants
floorspace with. 

As he begins to explain
the approach, Peter Spinks
chairman of parent Harrison
Spinks drops in. He says
that the showroom has
been so busy in recent
weeks that he’s added a
few pounds after enjoying
the corporate sandwich
spreads. If there was a
change it was not

SOMNUS
INVESTING TO SUCCEED
Having a good story to tell – and 
telling it well – is reaping dividends
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Beds

Bases are available in several shades

noticeable; he was as
informed, gossipy and easy
to move into technical
issues as usual. He makes a
very good point that he is
revelling in the progress the
family business is making. (If
you want to put a value on
springs per mattress or bed
– depending on the material
– let him know.)

As part of the Somnus
brand’s development, a
range of headboards has
been introduced to great
success. For every 10 bed
sales, six shoppers also buy
a headboard. The 10-strong
range is produced in-house
by a team of experienced
upholsterers. Styles range
from contemporary to
traditional and designs are
continually being
introduced. This is helped
by the company’s ability to
cut its own foam, allowing
it to create complex shapes
for the headboard designs.

Also helping the beds

stand out from the competition is a new
range of eight base and headboard
fabrics for 2009, ranging from ruby to
grey to anthracite, rather than the usual
sea of cream. Work is under way
developing a fabric swatch for the range.

Given the Somnus brand’s heritage,
and being part of the Harrison Spinks
family business, it is not surprising that
technological innovation underlies its
approach.

Now the brand is trying to tackle the
thorny topic of foam. The Thera Care
bedstead mattress and Thera Sleep divan
collections use a mixture of latex, visco-
elastic and hand-teased granules blended
with natural fillings. This unique method
of developing and using fillings is
branded as Contura and will be launched
this month.

The business has also invested in filling
machinery, allowing it to create precise
mixtures of fillings, depending on the
objective. Harrison Spinks’ Leeds
showroom is to be revamped, with the
Somnus studio concept installed, while
the Somnus, Harrison Beds and Spink &
Edgar areas are more clearly defined.
Summer will also see a redesign of the
Somnus and Harrison Bed Tailor websites. 
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Displays

One thing that unites flooring retailers
across the country is that their display
methods tend to be the same, using a
mixture of wall units, tombolas, sample
stands and roll units.

However, a division is beginning to
emerge between those using the same
approach or equipment they were a few
years ago and those that have invested in
better quality displays. There has also
been a rise in the popularity
of roll stands in recent
months, as shoppers
turn to buying off the
roll to save money.

‘The quality of displays
has really gone up in
the past few years. The
better end stores have
invested in their
appearance. Many have
adopted more of a
studio look and have
lifted their game,’ says
Andrew Fry, T&E Display
Group md.

The company has a
large interior design
shopfitting business and
is trying to take that
experience into the furnishing sector at
affordable prices.

‘The game is definitely lifting. There is
a lot more interest in design and colour
to match the greater emphasis on 
design in the carpets. If you can afford it,
it’s a good time to invest in displays to
stand out from the crowd. T&E is
investing heavily in plant and our sales
team,’ he says.

If your shop looks better than the one
down the road you have more of a
chance of getting that sale, depending
on your market, says Fry. Some stores
deliberately have a discount look. The key
is to get the right look for what you are

Above: T&E’s Modern

Living display

collection

Left: Yankee Lifter

trying to do. Smaller stores
tend to use more tombolas
and pattern book stands as
they are space efficient
while larger stores make
more use of wall units.

Fry says an increasing
number of carpet manufacturers
are going for more of a designer look
for their displays with contrasting

colours, such as white and walnut for
more of a contemporary look, rather than
all oak displays. 

‘There is more emphasis on graphics,
for example roomsets and lifestyle
images. Proactive retailers are trying to
get away from simply doing the same
thing again. Trying to get a relatively
smaller number of samples well displayed
is much better than having piles of
display books lost at the back of the
shop,’ he says.

Ania is doing a lot of work for

THE RIGHT LOOK
ROLLING OUT
Retailers are investing in better flooring displays,
while addressing health and safety concerns

independent
retailers who are
trying to find
more space to

get extra rolls in. 
‘Retailers are taking out samples

and putting rolls in as sales off
the roll are rising,’ says
Tony Farrell, Ania md. As a
result of this Farrell has also

seen increased enquiries about
lifting equipment.

Fry says the Health & Safety Executive
is taking a much firmer approach to
manual lifting of carpet and vinyl rolls,
issuing enforcement notices and
inspecting more stores than previously.

The Yankee Lifter has two winches that
lift the roll, removing the need for any
manual lifting or work at height. By
having two height adjustable jibs it can
be easily moved around a shopfloor or
stored. It is already used by
Carpetright and Allied carpets.
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Copies of the latest bedroom and lounge/dining furniture
brochure are now available from Kingstown Furniture Limited,
the Britishmanufacturer of value formoney, assembled furniture.

Request your copy from 01482 717225
or email: sales@kingstown.co.uk

Kingstown Furniture Ltd
Victoria House

Leads Road
Hull

East Yorkshire
HU7 0BZ

BEDROOM & LOUNGE
FURNITURE

35_IM_0509  5/5/09  09:00  Page 35



36 Interiors Monthly  May  2009

Displays

Flor by Heuga (FbH) has held the first of
its Academy Training sessions for UK
retailers taking part in the partnership
programme, following the launch of its
Premier Retailer concept earlier this year.

‘The two-day training session at our
factory in Shelf, West Yorkshire, forms part
of our commitment to our Premier
Retailers to provide ongoing professional
training on all aspects of our brand,
business and products,’ says Antoinet
Gijsbertse marketing communications
manager. 

Another key benefit to Premier Retail
partners is the in-store installation of a
20sqm Inspiration Studio. In response to
customers’ demands for more help when
choosing flooring products, the suite
showcases the extensive range of FbH
colours, designs and textures and
includes a consultation area.

Gijsbertse says the studio is intended to
demonstrate why FbH is suitable for
every home, in every style and in any
location. Easy-to-handle samples hang
side-by-side with attractive visuals and

The Premier Retailer partnership runs for an initial three years with benefits including the Inspiration Studio

photographs to demonstrate the range’s
creative possibilities and practical benefits.

Premier Retailers will also benefit from
FbH’s reinvigorated marketing, including
the Imagine…you can consumer
advertising campaign during 2009. Other
benefits include: use of FbH’s brand
advertising materials with their own logo
and address details; listing as a Premier
Retailer on the FbH website, including a
logo and explanation of why the store is
inspirational; being listed on the Premier
Retailer information sent with catalogue
and sample requests to consumers and
the opportunity to work jointly at events
and exhibitions.

FLOR BY HEUGA
‘Premier Retailers will also benefit from the
Imagine…you can consumer advertising campaign’ 

Flor by Heuga is committed to a shared vision in becoming a fully sustainable
company, eliminating any negative impact on the environment in every creative,
manufacturing and building decision and leaving zero footprint by 2020. Its
European manufacturing facilities run on renewable electricity and the company is
working to reduce greenhouse gas emissions, offsetting those it cannot avoid. Visit:
www.heuga.com/MissionZero/uk and www.interfaceglobal.com/Sustainability.aspx.

Green vision
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Kitchens

KARNDEAN
PRACTICAL STYLE
Flooring for kitchens must marry 
good looks and functionality

Flooring can influence how a visitor sees
the size, shape, function and atmosphere
of a room. But while style will always be
important, practicality is more important
in the kitchen.

Not only does it need to look good, it
has to cope with knocks, spills, scratches
and stains. Flooring in high traffic areas,
such as a kitchen, must be tough and
practical as well as offering a relaxed,
natural look for the home.

According to vinyl firm Karndean, its
stockists say it is the number one choice
for newly installed and for renovated
home kitchens. It says its flooring offers
an affordable alternative to the natural
products that it replicates and with
practical advantages in durability and
maintenance.

The planks feature the grains, knots
and bevelled edges found naturally in
timber while the tiles have the colour
tones, texture and characteristics of

Summer Oak

Neutral tones remain a classic choice

ceramic, marble, stone and slate. 
Current design trends favour

colours on the two extremes of
the spectrum. Homeowners either
prefer the dark grey slate look
found in products such as Da
Vinci Celtic Slate Graphite and
Antique Ceramic Noir, or the
creamy tones of the Art Select
Island Limestone Collection. 

‘Neutral tones remain a classic
choice for many because they
make a space feel clean, light and
fresh,’ says the firm. ‘On the other hand,
dark grey or black kitchen worktops are
highly fashionable with their
sophisticated looks. A lot of people come
to our showroom looking for flooring to
coordinate with their kitchen worktops.’

Other benefits include warmth
underfoot, being quieter to walk on than
laminate and more cost-effective in the
longer term. Vinyl flooring is considered

by many to be the best floorcovering as it
looks great and is extremely durable, says
the company.

‘Karndean is a highly suitable for
kitchen floors and will continue to
provide homeowners with not only
durable floors but also the stylish looks
that they want to achieve,’ it adds.

Graphite is a popular finish
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C A R P E T S F U R N I T U R E R U G S B E D S L A M I N A T E U P H O L S T E R Y V I N Y L

Kä
hr

s’
 O

ak
 P

ro
ve

nc
e

39WandLcov_IMmay.qxt  28/4/09  15:31  Page 39



40 Interiors Monthly  May  2009

Wood and laminate

GOING FORWARD
SOLID GROWTH
The sector will experience mixed
fortunes, according to a new report

Mixed fortunes affected the wood and
laminate flooring sector in the past year.
The domestic market has been hit by the
decline in housebuilding and house
moving market. This in turn has affected
sales of products such as laminates which
were previously dependent on the
strength of the home improvement
sectors. Laminate sales through domestic
channels such as DIY multiples are also
much reduced, according to AMA
Research’s Floorcoverings Market report. 

The solid and engineered woods
sectors performed better, particularly
engineered wood with some evidence of
consumers trading up to higher value
products. But, solid and engineered
woods also experienced upward pressure
on prices as increased costs of
certification schemes and export duties
from key timber source countries such as
China have begun to be passed on to
end users, says the report. 

Overall, indications are that the wood
and laminate market declined by about
8% in 2008, with falling laminate sales
cited as the overriding factor. AMA
estimates the market (including
accessories) will decline in value this year
from £349m (at MSP) to £315m and only
recover to £318m by 2013. Laminate has
seen its share of the market fall from 77%
in 2004, to 66% last year. By 2013, this
will have dropped to 58% as solid and
engineered woods’ popularity grows.

Despite laminate sales picking up in
early 2009 because of falling demand for
more expensive solid and engineered
wood, the overall picture is one of
decline, the report says.

Factors underpinning current demand
include:
� The growing popularity of engineered
wood floors during 2007-08, with
demand for more expensive solid wood
floors said to be flagging. 

� Trading up to higher value woods, as
well as from laminate to engineered or
solid wood flooring, has contributed
towards the increase in value growth of
the market in recent years, but there are
signs consumers are once again seeking
more-affordable engineered wood and
laminate. 
� The wider availability of wood
floorcoverings from a growing number of
channels. 
� Trends in décor that favour neutral
shades and natural colours and textures,
both of which are enhanced by wood
and/or laminate flooring. 
� New developments in the laminate

sector including stronger high-end
portfolios that more closely replicate real
wood styles and finishes, with levels of
design and innovation becoming more
advanced. 
� Indications that consumers are
increasingly choosing darker wood and
wood effects, however the dark finishes
are said to be achieved by stains and
coloured oils rather than wood species.
White oak accounts for more than 90%
of real wood flooring sold in the UK, with
black walnut the second most popular. 
� The trend towards natural rather than
synthetic has also been boosted by
growing public awareness of potentially
harmful chemicals and residues. 
� The increasing variety of wood types –
particularly more exotic species for
engineered wood – has also increased
the appeal of wood flooring. 
� Ongoing developments in insulation
and underfloor heating as well as wood
treatments and finishes have helped
advance the popularity of both wood
and laminate flooring. 

The volatility of raw material costs also
affects the market. Competitive pricing of
wood floors in relation to laminates, with
raw material costs driven down by ever-
cheaper imports from the Far East and
Eastern Europe over the past five years,
has helped to drive demand. The
situation is reported to have changed in
2008, with the fall of sterling against the
dollar and euro resulting in raw material
cost increases of up to 30%. 

The cost of softwood used in laminate
HDF production is said to be decreasing,
which is likely to offset some of the other
increasing costs manufacturers and
suppliers have to deal with. It remains to
be seen whether or not the falling cost is
passed on to consumers/end-use markets.

Details tel: 01242 235724 or visit
www.amaresearch.co.uk.

Dark finishes are growing in popularity
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Heritage oak

consumers are conscious of price. While
this may steer consumers away from
traditional flooring such as real wood and
stone to alternatives such as laminate,
consumers will also be looking for floors
that will be long-lasting and suitable to
their lifestyle,’ says Male. 

‘Floors used in high traffic areas of the
home which are needed to withstand the
tests of high-heeled shoes, children and
pets, will require the technologies that
make them durable and highly resistant.’

With consumers becoming ever more
fashion and style conscious, they are
constantly looking for new products and
ones that will make their home trendy
and functional, says Kate Male, Pergo UK
marketing manager. 

This means the range of colours and
styles available will continue to be an
important element for consumers so we
will see a continuing expansion and
addition of ranges to the market. 

‘In the current economic climate

SenseTM –
A revolution you 
can hardly hear 
Pergo offers one of the market’s widest selections of laminate

flooring. And our collection is further enhanced by PERGO

Sense™, a unique laminate, which is extremely durable and

is quieter than conventional hard flooring. Using SoftTech™

technology, a sound and shock-absorbing layer immediately below 

the laminate surface reduces noise even further and makes it more 

comfortable to walk on. What’s more, Sense has an

anti-microbial surface that resists bacteria and viruses, making

it ideal for hospitals and care homes, as well as kitchens and

children’s bedrooms. 

And on top of all this, Sense also comes with our residential

Lifetime Triple Guarantee – for your peace of mind, and your

customers’.

Image representative only 

PERGO
FASHION STAR
Pergo has a series of patented technologies 
that provide it with multi-layer floor protection 
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WESTCO
MAJOR DRIVER
The company has developed a fresh
Klikka range for the independent sector

Westco is one of the UK’s leading flooring
manufacturer, distributor and importer of
flooring products and accessories. 

Its range consists of laminate flooring,
solid wood, engineered wood, cork, self-
adhesive vinyl tile and plank. 

From its offices and distribution centre
in South Wales, Westco’s
products form a major part of
the UK’s DIY portfolio of
flooring, as well as a significant
independent customer base.
This makes Westco one of the
leading UK distributors for
laminate, wood and vinyl
products. 

Westco has traded from its
base in Cardiff for the past 75
years and has grown
significantly, employing more
than 60 people. Products have
evolved from being solely cork
products to the complete wood
flooring business it is today. 

This spring, Westco will be
targeting the general flooring
market by introducing a fresh
range of Klikka laminate

Valley oakDriftwood

flooring, especially designed with the
independent retailer and contract sectors
in mind. This compact selection of
bestselling and innovative decors offers
customers a range from 6mm general
domestic up to 12mm full contract 
AC5 rated laminate flooring in designs

that suit the traditionalist and the design-
led alike.

All of Westco’s products are available
from stock and can be delivered for next-
day deliveries, regardless of whether the
order is one pack, one pallet or a full
truck. 

Westco believes in the
importance of excellent
customer service. Each of its
customers has an office-based
customer services contact for
any enquiry, and our
merchandising team can
provide thorough and bespoke
training for businesses looking
to add value to their customers. 

During the summer it will
continue to expand its product
range, with the introduction of
oak plank engineered flooring
in a variety of exotic wood
stains. 

Samples of all products
supplied by Westco are available
upon request and can be
tailored to individual
requirements.Dark narrow board
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KÄHRS
ON TREND CONSCIENCE
Consumers want the latest ‘designer finish’ 
as long as it is environmentally friendly

Wood floor trends have centred on the
traditional one-strip board for many
years. Be it European oak, exotic timber
or paler species, the interest in single
planks has gained momentum year on
year. According to Harvey Booth, Kährs
UK sales manager, this is not surprising. 

‘A one-strip board is the best way to
appreciate wood. Being sawn from one
plank, it gives a more natural appearance
than a two or three-strip parquet design.
But, for many consumers, this isn’t
enough. Having decided to invest in the
real thing, they want to identify products
that take the natural look a stage further
and it’s in this area that many of the new
trends are emerging.’

Different finishes emphasise the natural
look of a wood floor including the new
generation of matt and oiled finishes.
Sufficiently thin to not compromise the
wood’s natural lustre, the breed of new
finishes are solvent-free and offer even
greater performance.

New brushed surfaces and coloured
stains also reinforce the natural look. The
added tone and texture magnifies the
natural grain of a wood floor and opens

Oak Nouveau charcoal

Oak Nouveau white

Oak Nouveau grey

up a host of new colourways that are
proving popular, from pale grey to rich
mocha shades.

‘As well as providing a naturally
beautiful and healthy flooring option,
wood is the only renewable flooring
material and consumers are also
becoming increasing focused on this
area,’ says Booth. ‘The environmental
benefits of the engineered board, in
particular, are filtering through to the
high street.’ 

Kährs’ entire range is based on the

multi-layer principle it patented in 1941.
Booth says every aspect of its production
is geared with the environment in mind –
from the proximity of its timber stock to
the solvent-free finish of products. 

‘This combination is more important
now, than ever before. The ability to react
to customer demand and to provide on-
trend wood floors with a conscience will
ensure the future of the industry – and,
even more importantly, will be a huge
step in the right direction in
environmental terms.’
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KENTON FLOORS
GOOD TIMES
In the face of a slower market, one supplier’s 
system is allowing stockists to boost sales

Faced with a market where sales are
slowing, Kenton Floors says its
Woodpecker retail system is bucking 
the trend and allowing retailers to
generate increased sales without
sacrificing margins.

‘Designed to support the independent
retailer, the Woodpecker system offers a
unique package whereby Kenton
provides a complete marketing 
package making it very easy for retailers
to clinch the sales,’ according to Kenton
Floors.

The system includes a range of 174
solid and engineered woods and
laminates held in stock for immediate
delivery; high quality retail priced
catalogues; POS; consumer retail finance;
a 24-hour sampling
service direct to
consumers and
accessories held in stock
including matching trims
for all floors, underlay,
subfloor preparation
products, lacquers, oils,
maintenance products
and fitting tools.

Kenton says the
products were selected
to cover a broad price
spectrum to appeal to
the widest possible
market and live up to its
Affordable Quality
slogan.

‘We are are very aware
of the growing concerns
for the environment and
have sourced and located
products to address these
concerns,’ says Kenton. 

Most of the wood products are either
FSC or PEFC certified and it has just
launched an Eco range made up of the
most sustainable floors on the market.

Skenfrith in Cappaccino

Estilo cork in Prague

Kenton also offers less common
materials, including strand woven
bamboo. This is twice as hard as
commonly available hardwoods, is

available in long, wide boards in four
colours and uses the Uniclic system.

Its Estilo cork range uses the same
system and is available in six colours. 

Natural Bamboo 
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ATKINSON & KIRBY
CONCEPT II
The latest range promises to be ‘unlike
anything you have ever seen before’

The range can be used for domestic and commercial applications

Summer Blue Elite

Following years of
investment and
development at
Atkinson & Kirby, it has
launched Concept II.

The company has
invested massively in
its manufacturing and
finishing technology to
enable it to deliver
‘the quality led fusion
of colour that is
Concept II. The new
range will sit alongside
the existing Concept
collection to give a
truly broad spectrum
of bespoke colours
and finishes.’

Atkinson & Kirby
says the range is likely to be unlike
anything most retailers have seen before.
‘There are no natural colour finishes,
instead retailers will be astounded by a
virtual rainbow of colour comprising 18
distinctive variations.’ These range from
the dark mysterious Midnight Black to
Flame Red and Ocean Turquoise to Pure
White.

The company describes the pewter
finishes as ‘the ultimate in style’ giving
the wow factor with a stunning silver
metallic floor. 

‘There is a colour to reflect all moods,
styles and personalities and there is
certainly something for those who dare
to be a little different; to realise their
imagination.’

The distinctive colour palette includes
nine Elite colours, which go through an
extra, unique finishing process to give a
distinguishing finish. 

Concept II is manufactured and finished
in the UK on a bespoke basis at Atkinson
& Kirby’s Ormskirk, Lancashire factory. It
is available in solid and engineered plank

formats and is finished with durable
Hardwax Oil ensuring good wear
characteristics suitable for both domestic
and commercial environments.

The company says because of Concept
II’s outstanding quality, the range is only
available through a select distribution
network.

Midnight Black
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KRONOSPAN
COMPLETE CONTROL
Vertical integration gives the 
company an unique advantage

Kronospan‘s vertical integration and
control over every aspect of its
manufacturing process makes it unique.
This holistic approach includes owning
forests and paper mills; creating the
chemicals and resins for the production
process; making the board; and
ultimately profiling, packing and
distributing the finished product from its
Chirk base in North Wales. 

Nick Barker, Kronospan commercial
manager, says this gives it an advantage,
not only in producing the highest quality
products but also creating products ideal
for the current and forthcoming markets.

‘Kronospan’s ultimate objective is to
provide an excellent product at the best
price. This is achieved through a number
of measures, such as offering a broad
range of product lines, from the most
cost effective 7mm Kronofix range
through to the luxury 12mm Floordreams
collection,’ he says. 

‘Another important factor is the
extensive research which goes into
creating commercially viable decors in line
with market trends. Additionally, the easy,
no mess fitting offers important time
savings, and the tough and durable
surfaces provide resistance to footfall and
movement of furniture. Crucially, the
smooth, fibre-less surface is easy to clean
and is an excellent solution to reducing
allergies and the effects of asthma.’

Current market conditions dictate that
cost is key and the challenge for laminate
flooring manufacturers is not only to
maintain quality, but to continue to
expand and update ranges while keeping
the costs constant, he says. This is
particularly challenging during a period
that has witnessed dramatic increases in
raw timber, energy and transport costs
alongside a drop in disposable income.

Despite this, Kronospan has continued
to introduce new decors, more than

Narrow Plank

Stoneline in Lunar Stone

doubling the number of designs available
within its Stoneline range – a collection of
natural looking stone finishes. The new
Kronostep Super Natural collection is
available in five decors and combines a
matt texture with a glossy pore design.

It incorporates a match between the
surface texture and the grain of the decor
to create a realistic finish. This, combined
with a true four-sided V-groove, provides
the look and feel of real wood, with all
the advantages of laminate. Decors
available are Aspen Oak (the lightest),
through to Light Brushed Oak, Castle
Oak, Shire Oak and Colonial Oak. 

‘Advances such as these ensure that
decors and textures are constantly
refreshed, and no products look tired or
dated, which is important when
competing against other flooring options
and particularly during periods of
economic downturn,’ says Barker. Tropic Jatoba
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Airborne and impact noise needs to be reducedAcoustica presenter

Acoustica Good has a Sone score of 54

Bailey says Acoustica underlay has been
independently recognised as helping to
reduce the presence of airborne sound
through the Association of European
Producers of Laminate Flooring’s Sone
test. This has also been shown to
dramatically reduce impact sound
through the weighted impact sound
improvement index. 

The lower the Sone rating the better
equipped the product is to deal with
airborne sound. Bailey says Floorwise’s
premium laminate underlay, Acoustica
Best, achieves a Sone value of 53, while
Acoustica Better scores a rating of 54, as
does Acoustica Good. In the weighted
impact sound improvement index,

One of the biggest concerns surrounding
hard flooring, and laminate in particular,
is noise and how best homeowners can
combat it. 

‘The practicality and ease of laminate
flooring has made it a popular choice for
homes, but sound reducing underlay is a
critical part of making the floor liveable
with on a daily basis. There are two
factors to consider in terms of sound –
airborne and impact – and any good
underlay will work to combat both of
these,’ says Richard Bailey, Floorwise md.

Deadening sound between floors is the
role of reducing impact sound, while
airborne sound deals with footfall,
conversation and music. 

FLOORWISE
DOUBLE ACTION
Noise can be a problem for laminate flooring 
unless the right underlay is used

Acoustica Good achieves 22dB, Acoustica
Better, 23dB and Acoustica Best tops the
pile with 24dB. 

‘These results, proven under strict
laboratory conditions, show that the
varying density and thickness of rubber
sponge used in the Acoustica range are
effective insulators of sound and make
the ideal underlay material for use with
laminate floors. Compared with standard
PE cell and foam type products touted as
sound reducing underlays, Acoustica
underlays are a world apart and have
been designed from the ground up to
provide the very best in sound reducing
ability to make the home a quieter and
more comfortable space.’
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Packaging is tested to withstand shipping and handling

withstand shipping and handling and
the company is actively aiming for
100% recyclable packaging, thereby
helping to reduce retailer’s costs in
disposal of waste.

In the event that an item is faulty or
damaged what is the likely response
from your supplier, he asks? Is it, ‘Oh
it’s the shop’s fault? They haven’t
stored or handled the item properly,’ or
is it as is the case with a good supplier
a 100% unconditional guarantee to
replace or credit any faulty or
damaged item, thereby reducing your
costs and stress, as is the case at
Flexiload. 

‘How rigorous is your wholesale
supplier in ensuring Furniture and
Furnishings (Fire) (Safety) Regulations
are adhered to? If required, could your
supplier send you a copy of test
certificates at short notice or would
there be weeks or months of delay
before they produced a certificate that
was years old? 

‘How often do they retest to make
sure their factories are complying with
current UK regulations? We have heard
of suppliers who haven’t retested for
several years. In fact, we refused a
container earlier this year as we

customers have also benefited from
increased volumes in our products.
Likewise we keep our suppliers busy
and in business, for us it’s short term
pain for long term gain.’

True value from a supplier is down to
the whole package being offered, he
says. For example, are you absolutely
sure that the products you are being
offered at what appear to be low
prices are not cheap copies of another
supplier’s registered designs? Retailers
are jointly responsible with their
supplier if they offer copies, with all the
attendant potential financial penalties.

‘Can you be sure when you deliver
to your customer that the product, in
most cases, will be in first class
condition when taken out of its
packaging? Obviously the additional
costs in sending out replacements, not
to mention the hassle factor for you
and your customer, are areas that any
retailer will wish to minimise. We take
real pride in our extremely low level of
returns of less than 0.5% This is due
to rigorous quality controls in our
factories in China by staff directly
employed by us who are paid a bonus
for every “clean” load shipped.’

All packaging is subject to testing to

In these recessionary times, all
businesses are, or should be,
questioning every area of their
business practices. As it becomes
tougher to make profits, retailers will
be looking at their product ranges to
maximise stockturn and minimise
wastage and additional costs due to
damages and faulty merchandise.
Naturally this turns the spotlight on to
their suppliers.

‘It becomes more and more
important that suppliers give real value
and service. Value doesn’t necessarily
mean just price, although we are all
aware how important the price element
is, with the consumer constantly being
bombarded by TV and Press articles
telling them that shops are desperate
for business and will more or less sell
at any price,’ says Simon Bonham,
Flexiload md. 

‘At Flexiload we have taken this on
board, and have actively supported
our retailers by holding prices despite
sharp falls in the value of sterling
against the US dollar. This policy has
paid off handsomely, as our turnover
has shot up in the first four months of
2009 compared to 2008. Obviously
this can only have happened if our

IT’S NOT IT’S NOT ALL ALL ABOUTABOUT
THE MONEYTHE MONEY

The team is trained in all aspects of testing
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‘As one of the original container
companies, Flexiload is still one of the
largest suppliers of quality solid wood
furniture in container quantities and is
certainly one of the most financially

thought it probable that there had
been cross-contamination between
compliant and non-compliant material.
The factory sold that container within
48 hours to an UK wholesaler and
those chairs are sitting in a UK store –
it could be your shop!’

Flexiload caries out regular tests and
has strict working practices at all of its
factories to ensure all products meet
and exceed required legislation
requirements. 

‘We even go to the length of flying
staff from China to the UK for training
in all aspects of testing. Retailers must
remember that they are just as liable
as their supplier if they fail to ensure
that stock they supply is up to spec.’

A major consideration, especially in
today’s challenging market conditions,
is the financial health of a supplier.
What good is it to buy purely for a
slightly lower price then find your
supplier has gone bust, leaving you
with unfulfilled customer orders and
the consequent pain of refunding
deposits on sales that have been hard
won, Bonham asks.

With container furniture suppliers
this is even more important, as most
suppliers require a deposit with orders.

sound with more than $3m of stock at
any time in its climate controlled
warehouses in China for delivery door
to door in 35 days.’

Bonham says retailers should take
time and think before placing orders,
asking the following questions:
� Will I get my stock on time and in
perfect condition?
� Will I pay the price quoted?
� Can I be sure the supplier owns the
design rights to the ranges?
� Have they complied with all the
regulations?
� Will they look after me if I have a
problem?
� Can I be sure they have thoroughly
checked that the factories comply with
Health and Safety and employment
laws?

‘We all know there will be casualties
during the next year, so retailers
should spend their money with the
importers who do a thorough job, who
will invest in new designs and who are
supporting you now. It would be a
shame if the copycat suppliers survive
and the importers doing the job
properly did not.’

For more information, tel: 01455 557222

Jay Tasker, Taskers of Liverpool
‘We endeavour at all times to provide our customers with excellent service, and
in order to achieve this we rely on the same high standard from our suppliers.
Communication is an important factor in achieving this. Even bad news is
welcome as it alerts us to potential problems which can then be successfully
managed. Flexiload, thankfully, has rarely had to give us bad news but
understands the need for communication – information is always clear and
realistic. There is no doubt that this gives our sales staff the confidence to sell
its products in the knowledge that they will have service support from Flexiload
both before and after delivery.’

Stewart Brown, Branches of Glasgow
‘In any service industry the efficient supply of the required commodity is
paramount to the provider of the service. In our industry that means that the
quality and pricing of product as well as service is most important. 

‘We have found Flexiload to do exactly what it says it will do, which in the
current economic climate is both refreshing and essential. From the method of
ordering, the variety of product, the speed of shipping, to the informative
communication, we have found Flexiload to be just what we require. On the
very odd occasion It has been called upon to solve a problem, it has done so
without question or delay. If only all suppliers could be this efficient. Thank you,
Flexiload.’

WHAT THE RETAILERS SAY

Flexiload has $3m of stock at its climate controlled warehouses in China
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For seating, the message at Milan this
year was loud and clear: buttons are
back. Many stands, especially in the
design halls, sported sofas or chairs with
button-backs or seating or quilting to
give the appearance of buttoning.

The second noticeable feature was
how almost all Italian leather upholstery
manufacturers had several soft cover
models on their stands. Whether this is
conclusive evidence that hide is past its
peak or simply reflects the position of the
firms concerned remains to be seen.

Apart from the button style,

Top: XO Bite Me family

Above: Seven Salotti’s Nap

Above: Moroso’s Rift

Right: Natuzzi’s Soprano

Upholstery

Left: De Sede’s 159 

ISALONE
ON THE BUTTON
Milan played host to the 48th Salone Internazionale
del Mobile, the place to find future furnishing trends
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Above: Busnelli’s Harvest

Left: Wittman’s Burnham

Below: Kasmania’s KouchBelow: Bonacina Pierantonio’s

Lima

Bottom: Arketipo’s Cicladai

squashy shapes and extra-thick cushions
were seen on more stands than in 2008. 

This is a style move that has firmly
reached the mass-market sector and is no
longer the preserve of the top of the
market.

Many companies also branched out
into bean bags (although fillings varied)
in a variety of shapes and materials. While
they looked at home on the stands, it
remains to be seen if they perform as
well in the UK as they are likely to do in
continental Europe. 

Button-backs, squashy shapes and
beanbags – is 2009 really 1979? In Milan
it seemed so.
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Dining

Above: SCP’s Peggy

Left: Calligaris’ Park

Naos’ Flying

Kartell’s Masters

Adaptability was the key message for dining. Whether it was
a plethora of expandable dining tables, such as Zanotta’s
Canaletto, or tables that performed more than one function,
such as Naos’ Flying dining/cocktail table, practicality was
central to many exhibitors.

As has come to be expected, designers have been busy
shaving thicknesses off legs and tabletops and producing
angles that try to turn the furniture into art – why be dull
when practical and style can go hand in hand. Arflex’s
Octopus was a notable example, combining curves in
the legs and tabletop.

Zanotta’s Canaletto
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Above: Arflex’s Octopus

Left:  Edra’s Capriccio

Bottom left: Vitra

Bottom right: Glas Italia’s

Ghiacciolo

There was an increase in the number of
companies promoting wood and
emphasising its natural credentials.

When it came to chairs, designers
largely opted for thin and angular or
open spaces.

The latter was perfectly demonstrated
by Kartell’s Masters. Phillippe Stark has
taken three of the most iconic chair
shapes – Arne Jacobsen’s Series 7, Eero
Saarinen’s Tulip armchair and 
Charles Eames’ Eiffel chair – 
and combined them into 
one design.

Above: Horm’s Lux 
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Copyright 2009 Lynch Brothers Licensing Corporation

Serving the United States, Canada, and the United Kingdom

“The result - over 35% of our annual turnover in
22 days, clearing dead stock, discontinued lines,

and lots of new orders, all whilst still 
maintaining a good margin.”

Chris Barrow, Owner
Barrow Clark Furnishers

North Devon
18th April 2009

For nearly a century,  retailers have depended
on the Lynch Sales Company to be there through thick
and thin, helping them reduce inventory while
improving cash flow and profits. And today is no
different.  Regardless of economic climate, you can
depend on our 95 years of stability, because we have
helped our retail clients weather every economic
storm since 1914. 

In fact, we originated the entire concept
of promotional sales to generate cash, expand or
change location, remodel stores, or update your
inventory – all designed to make successful stores even
more successful, without the gimmicks promised by
liquidators.

Isn’t this the perfect time for a Lynch Sale
event? OUR clients are doing substantial business even
during these harsh economic times. Call today for an
outline of our copyrighted SALE PLANS. Find out how
a Lynch Sale can help your business weather the
current storm and prepare for the future.   

There’s never
been a better
time to call us
than times like
these.

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

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

®
LYNCH

Saless Company
Establishedd 1914
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Straight lines, right angles and white
summed up the overwhelming majority
of living room products on show. Those
that weren’t white were generally a
primary colour in a lacquer finish, such as
Presotto’s offering. 

Moroso celebrated its four-year
furniture licensing deal with clothing
brand Diesel (Foscarini is producing the
lighting, while Zucchi already makes the
textile range) offering a different look
from its own ranges. Moroso will
produce the collection, but it will be
designed by Diesel.

Left: Molteni 
& C’s Sequence

Living room

Above: Moroso’s

Xradyio by Diesel

Right: Magis’ 360

Below left: storage

from Presotto

Below right: MDF’s 

Vita  
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F EDMONDSON & SONS
f u r n i t u r e t r a n s p o r t

For  fu r ther  in fo rmat ion  and to  d i scuss  your
requirements please call +44 (0)1524 382211
or email garry@edmondsonfreight.co.uk

Specialising in the collection, distribution and
delivery of furniture throughout Europe for
manufacturers, retailers and private clients,
F Edmondson & Sons is a family owned company
with a proud heritage spanning six decades.

Where we go
� Europe
� UK
� Ireland

What we do
� Nationwide delivery service
� Bookings for all deliveries
� Home/Site deliveries
� Full loads/Part loads
� Receiving containers &

Redelivering of goods
� Storage/Stock records
� Seven day week service

Exclusive (U.K) LTD
Thorpe Drive, Thorpe Way, Banbury, Oxon, OX16 4UZ
T: (0044) 01295 701114 F: (0044) 01295 701014 e-mail: sales@exclusiveuk.co.uk

NEW FOR 2009
Launched at the NEC our bar stool ranges have sold superbly.

A collection of
modern and

contemporary designs
they are simply a

must for all
showroom floors.

Contact us to make an appointment to visit our showroom
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Bedrooms

Below: Wogg

wardrobe

Bottom:

Porro’s Storage

Above: Zanotta’s
Caracalla

Left: Flou’s Mix

Storage was the important issue for
bedrooms at Milan. The high gloss
finishes of the past two shows were
largely conspicuous by their absence and
as ever, lines were sleek.

Hulsta took inspiration from the
kitchen with the pullout unit in its
Mioletto, while Wogg used roller doors as

it made its first foray into the bedroom
market. Flou also introduced its first
cabinet range, Mix, while Porro
introduced a semi-transparent finish to its
long-established Storage collection.

Zanotta captured the mood of the
upholstery market with its button-back
Caracalla.

Above: Hulsta’s Mioletto
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Left: Flos’

Smithfield

Right: Donegani

& Lauda’s

Rotaliana Diva

Show review

Outdoor and lighting

Serralunga’s HugFontana Atre’s Adubai

Emu’s Inrecci

Go back a few years and outdoor and lighting were
largely forgotten areas. Now they are 100% up front.

The dividing line between the garden and inside has
been thrown way, especially with the UK climate in mind.
People will spend on upmarket outdoor furniture if it can
be used for more than four weeks a year – so
manufacturers have made it as stylish as indoor designs.
Garden, conservatory or living room – it’s all the same. 

In lighting, Euroluce was affected by the global
recession with several revamps of 2007 designs, but
embraced LED technology. Donegani & Lauda’s Rotaliana
Diva made a lamp the new hi-fi, for example.
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Dublin’s Furniture & Home
Accessories Fair dispelled concerns
about the health of the Republic
of Ireland’s economy. The 4,000
visitors attending the 29 March -
1 April exhibition found 110
exhibitors covering more than
10,000sqm.

Leading Irish and international
suppliers such as Morris Furniture
Group, Gleneagle, Blue Bone,
Vogue Beds, Tornado, XYZ
Agencies, TCS Imports, Julian
Bowen, West Décor, Minster
Stylish Living and Lebus
Upholstery were among those
taking part.

The event also celebrated Irish
manufacturing with the
Monaghan Furniture Association
Pavilion. Some of the biggest
names in Irish manufacturing
came together to showcase the
best of contemporary and
traditionally designed pieces from
the centre of Ireland’s furniture
manufacturing industry. 

Companies in the pavilion
included Drumbriston Furniture;
Glaslough Furniture; John Lynch
Upholstery; Millwood; Mono

DUBLIN
CAPITAL SUCCESS
With more than 100 exhibitors, the 
event dispelled economic worries

Top: West Décor

Above: Hepthorn’s

Lille

Left: Airacoil

Below left:

Limelight’s Pandora

Below right:

Melrose’s faux 

silk rugs
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Established in1988, Sweet Dreams is primarily known as a bed
manufacturer. Last year, we introduced bedroom cabinet and
upholstery,and in 2009 we launched our living and dining collections.

We are known for high levels of service and quality and for being nice
people to deal with!

Agent
required for

Republic of Ireland

We’re looking for a motivated agent with a can-do attitude and established
contacts across the Republic who can sell our beds and furniture into
retailers of all sizes.

We help you to do this with competitive products, strong after care and
excellent sales literature. We stock all bedroom, dining and living ranges
ready for immediate delivery and provide a very speedy service on our
manufactured beds across all collections.

We offer very good terms to our agents and ask for loyalty and hard work
in return.We would prefer our agent to be based in the Republic.

Please send your CV and covering letter as soon as possible, either by post
to: Mr Riaz Ahmed, Managing Director, Sweet Dreams Ltd, Primrose Mill,
Martin St,Burnley,Lancashire BB10 1SH or email Riaz@sweetdreamsuk.com

www.sweetdreamsuk.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

Vale-Bridgecraft are pleased to offer
approximately 3000 sq feet to let of
serviced showroom space in our
Eastleigh showroom near
Southampton, Hampshire. 

If you are a carpet, cabinet or bedding 
manufacturer and are interested in supporting
your stockists and increasing business in the
South of England then this is a real opportunity
to join forces with a successful well established
national company.

For more information please call Lisa Greenwood Tel:01422 885000
email: office@valebridgecraft.co.uk www.valebridgecraft.co.uk

MMAAKKEE TTHHEE SSWWIITTCCHH -- CCUUTT CCOOSSTTSS

YYOOUU CCAANN AAFFFFOORRDD IITT
TThhee LLOOWW CCOOSSTT II..TT.. ssoolluuttiioonn iiss hheerree

Any size of store - 90 pence per day, per user*

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 30 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

*
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Packages galore!
Top Seller Offer In to Summer Offer

Multi Storage Offer Summer Package Offer Latest Summer Offer
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At amazing prices!
 Stunning Storage Offer Package Deal Offer

Ultimate Storage OfferAll This For OfferTop Of The Range Offer

Bargain Buys!!!

 Unit 5 Berrywood Business Village Hedge End, Hampshire, SO30 2UN 
t: +44(0)1489 778890   f: +44(0)1489 796408    e: sales@steens.dk    www.steens.dk
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Furniture by Design and Sherry Designs. 
‘There was concern from the industry

going into the show this year, but high
quality buyers were visiting from a
bustling opening day proving that there
were deals to be made and orders to be
taken. All of this made the Furniture &
Home Accessories Fair a success against
very difficult market conditions,’ says
David Skinner, Furniture & Home
Accessories Fair md.

Cavendish Upholstery’s Mark McCann
was impressed. ‘Our first visit to the
show was a resounding success with
new accounts being opened and many
old friends back on board.’

Vogue Group demonstrated its Vogue
Beds, Hampton Bed Company and
Repose Beds brands while Melrose
Textiles celebrated the launch of its faux
silk rug collection.

Hepthorn showed its oak Lille bedroom
range with curved fronts and legs. The
bed base has a two-part sprung slat unit
for support.

Limelight introduced the Pandora
bedroom collection to coordinate with its
American oak Cordelia, Dione and
Phoebe beds.

The positive mood was echoed by
exhibitors. ‘For the times we are in,
painted by the media, we were pleasantly
surprised at the orders taken,’
commented one. 

‘The quality of customers for us was
very good. The show exceeded our
expectations,’ says another.’ 

The show was summed up nicely by
one exhibitor: ‘In this climate we need 
to entice the customers to buy, and 
they did!’ 

Above:

Cavendish’s

Carlo

Left: Julian

Bowen

Below right:

Vogue’s

Pocketmaster

Below left:

Sherry Designs
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The best support in
the business

Vale-Bridgecraft stockists benefit from referrals from the
companies regional showrooms. Our professional team
are on hand to welcome and guide the customer
through the buying process and accept their order
requirements. The order is passed to the stockist who
simply takes the payment and delivers the goods. The

customer is very satisfied as they receive an extra gift worth £170 for 
placing the order on the day of the visit. This is a unique way of 
generating sales and certainly helps our retailers create a more 
comfortable bottom line.

ale

Handcrafted for 
Generations.

For more information on becoming a 
Vale-Bridgecraft stockist 
call us on 01422 885000

www.valeonline.co.uk

Dawn, David,
Pauline, Sue, Jane
Mytholmroyd
West Yorkshire 

Sharon, Maureen,
Loughborough
Leicestershire 

Rex, Wendy, 
Draycott 
Gloucestershire

Penny, Rita, 
Nutfield 
Surrey

Roger, Gloria, 
Eastleigh 
Hampshire

Adriana, Jackie, 
Lisburn
County Antrim 

Best Fabric Upholstery

Extra gift
worth £170
with orders

placed at the
showrooms!
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