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All of these UK based manufacturers support The Carpet Foundation and the 1000 independent
retailers in the Registered Specialist network: Abingdon, Axminster, Brintons, Causeway, Cavalier,
Pownall, Ryalux, Ulster, Victoria, Westex, Woodward Grosvenor.
Associate Members: Ball & Young, Bissell, British Wool Marketing Board, Wools of New Zealand.
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We’re sending
out a clear
message to your
customers.
It’s the O.F.T.
advantage.
Only our 1000 Registered Specialist
retailers nationwide have a Consumer
Code of Practice approved by the Ofﬁce
of Fair Trading
Only our retailers can use the OFT
approved code logo in store, on
estimates, on invoices and in their
advertising to stand out from the crowd.
Consumers like that reassurance. In an
independent survey of 2410 magazine
readers, 86% agreed that a retailer
having their selling practices approved by
the OFT was a good thing.
Looking for a point of differentiation in a
difﬁcult market? There has never been a
better time to be a Registered Specialist
retailer.
Call us on 01562 755 568 or email
info@carpetfoundation.com.
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The finest quality Guest Beds
...only available from the largest Folding Guest Bed manufacturer in the U.K.

Order
ve
now & haor
stock f s
Christma

British Made

The J-Bed® Guest Bed
• 5 YEAR FRAME GUARANTEE.
• Quality, reflex foam mattress.
• Sprung slatted base for guaranteed comfort.
• Simple opening and closing patented J-Lok® mechanism.
• Automatic, anti tip legs for added stability.
• Lightweight aluminum frame complete with 360º castors
• Full width head and footboards.

An extensive range of Folding Guest Beds to meet all price points...

The Popular Guest Bed

The Deluxe Guest Bed

The Jubilee Guest Bed

The Jubilee Guest Bed with
Headboard in ‘Branded POS Box’

®
the ultimate BED designers
Tel: 01924 517820

Fax: 01924 517910

Email: sales@jaybe.co.uk

www.jaybe.co.uk

“award winning bed designers & manufacturers”
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Editor’s comment

Finished in a rich, high gloss walnut,
Alstons’ latest range, Bellagio, is a first for
the bedroom market. Tel 01473 725 571.

Andrew Kidd
November 2008
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REPUTATIONS RULE
It seems that large retailers have decided that now is the
time to start concentrating on preserving cashflows to
free up funds. Tesco has told general-merchandise/nonfood suppliers that from 1 December it will operate on
60 terms, rather than 30 – a move that Argos recently
introduced. And the purchase of cabinet supplier Willis
& Gambier by Chinese group Samsom (see p10) has
revealed that W&G was owed almost £4.5m at the
time of its collapse.
Tesco’s move has been calculated as freeing up
£500m of working capital. And who is bearing the
cost of this? Its suppliers, who by the same
calculation would need to lift sales by 11.7% just to
stand still. If this policy was widely adopted across the
retail sector, many suppliers are likely to follow in the
footsteps of W&G.
For those that don’t, the importance of the
independent sector can only grow – especially if they
can become involved with a buying group that has a
quick payment policy. This should give independent
retailers more influence in the sort of products the
supplier is willing to offer them, such as exclusive
ranges or options.
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Ultimately if retailers take too long to pay, they will
be faced with a far smaller pool of suppliers from which
to choose from – and risk leaving customers
disappointed if they cannot fulfil orders because the
supplier has gone under. As we have seen with the
Radio2 Brand and Ross saga, reputations can be
damaged very quickly and take far longer to repair. I’m
sure that the uncertainty over the future of almost half
of MFI’s stores (see p11) and local newspapers
highlighting consumers unsure if they’ll get their orders
isn’t doing its name any good.
The importance of reputation and service is explored
in this month’s furniture profile of Multiyork (see p16)
and the marketing feature (see p63). And it also a major
factor among UK manufacturers, many of which we look
at in this month’s Best of British supplement (see p45).
www.interiorsmonthly.co.uk
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A Shop full of customers,
the till ringing and actually
better than expected
margins...

”

Claire Sullivan,
Pounce Furnishers, Gravesend
3 February 2008

There’s no
need to tell tales
to get clients when you

deliver unparalleled results.
And uncompromising integrity.
The Lynch Sales Company is the original sales
promotion company, the one that many of the
nation’s finest retailers choose to hold their Sales.
Why? Because we’re been delivering real results,
with honesty and integrity for more than 94 years.
After all those years, we still find it the best way to
gain and keep clients.
Our clients understand the difference between profit
and turnover, that is why when Adrian Pounce and
Claire Sullivan sold their store they hired the Lynch
Sales Company to organise their Relocation Sale for
them. We delivered these impressive results:

Contents
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Carpetright in bed deal
W&G was owed £4.5m

11

Safety standard first
Any takers for MFI stores?
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OFT may look at pricing
Asda takes on rivals
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30
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Waving the flag; Why UK carpet
production is important; Selling
dreams; Family values

66

Review: JSWB

• £300,000 new business generated

Regulars

• 31% of annual turnover acheived
• Marketing Costs under 4%
To find out how Lynch Sales Company can help
you, simply contact us and we will send you real
results and testimonials from respected retailers
you can contact to verify the results.
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24

New products

63

Marketing

68

Entertainment
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Final polish

Doesn’t your store deserve the experience, integrity
and results of a Lynch Sales Company sale?
UNCOMPROMISING

I N T E G R I T Y.

U N PA R A L L E L E D

R E S U LT S .

LYNCH
Sales Company

Next issue
Trends for 2009
Domotex preview
Interiors Birmingham preview

Established 1914

CONTACT GARETH PRICE
1 STANLEY ROAD, EMSWORTH, HAMPSHIRE PO10 7BD
TEL: (0) 1243 378369
WWW.LYNCHSALES.CO.UK
www.interiorsmonthly.co.uk
Copyright 2008 Lynch Brothers Licensing Corporation
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ONE

THOUSAND COMPETITORS
In today’s economic climate,
every customer counts!
With so many competitors on
the high street all vying for each
potential customers business,
it becomes more and more
important to be able to offer
them exactly what they want.
At TCS our range of options
and choices are endless,
enabling you to focus on the
individual requirements of each
and every customer.
Contact us to see the endless
possiblilites that we offer that
will help you stay ahead of
your competitors.

See how you can meet your customers needs
at the Furniture Show 2009

Suites - Cabinets - Beds
Making every customer count

UK: 00353 42 9 351 351
www.tcsimports.com

Ireland: 042 9 351 351

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
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ONE

MILLION POSSIBILITIES
With millions of possibilities, across our
entire range of suites, cabinets and
beds, you are assured of meeting your
customers needs time and time again.
With the options in our suite range alone
of Promotional Ranges, Exclusive Lines,
Leathers/Fabrics, Recliners, Swivel
Recliners, Electric Recliners, Power Lift
Recliners, Customised Sizings, Sofa
Beds, 1,2,3,4,5,6+ Seaters, Corner
Units and Pocket Sprung Seating to
offer your customers you have millions
of combinations to offer.
Combined with our range of Royal Coil
Mattresses and ONIT Cabinet Range
you can be confident of meeting every
customers needs.

See it all at the Furniture Show 2009
Suites - Cabinets - Beds
Maximise your profits with TCS

UK: 00353 42 9 351 351
www.tcsimports.com

Ireland: 042 9 351 351

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
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ONE
COMPANY

Whatever you need to know about the millions
of possibilities within the TCS range of suites,
cabinets or mattresses, you only need to make
one call.
Whether you choose to talk to your local
representative or our main office, you can be
assured your query can be dealt with promptly.
Making life easy for our customers is what TCS
are all about. From consistent prices
throughout the year, remarkable delivery
schedules to aftersales service that is second
to none.
So whatever your customers needs are,
contact TCS and let us help you make that all
important sale.

See how you can make your life easier
at the Furniture Show 2009

Suites - Cabinets - Beds
Extraordinary Companies are built on Bold Ideas

UK: 00353 42 9 351 351
www.tcsimports.com

Ireland: 042 9 351 351

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
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News

Carpetright makes bed move permanent
as Harris predicts a tough 18 months
Carpetright is to roll out the
Sleepright bed format across
its UK stores after agreeing to
buy the operator of 94
concessions ‘for a modest
initial cash consideration’.
The chain said Sleepright,
which concentrates on foam
mattresses, had delivered
higher sales since it began
selling in Carpetright branches
18 months ago.
Companies House
documents show that

Anthony Gallagher and
Stephen Burnett own 350,000
preference shares in Sleepright
UK and Mark Ward owns 100
ordinary shares. Ward, Philip
Marshall, Michael Fitzgerald
and James Bradbury are
directors.
The deal came as Lord
Harris repeated that trading
conditions were the most
difficult he had experienced in
50 years, and that he saw no
let up for the next 18 months.

‘The big thing where we’re
losing out is the consumer
who came in buying three or
four carpets before. They’re
not about,’ he says.
UK and Republic of Ireland
like for like sales dropped by
12.5% in the 25 weeks to
25 October, compared with
a 15.4% fall in the first
quarter. Recent business, has
been better but still
disappointing.
‘October has been above

the year to date trend but
continues to be weak,’ he
says.
The chain, says Harris, is
increasing margin and market
share as at least 500
independent retailers closed.
In contrast, European like for
like sales rose by 2.3%.
Harris says that unless
sales improve, full-year profits
were likely to be nearer £30m
than the £40m previously
forecast.

Domo brand survives

Tasty
openings:

Vinyl flooring supplier IVC is
to continue using the Domo
brand after buying the designs
of the Belgian firm.
‘The Domo ranges will
continue to be marketed

Kitchen
retailers
Kitchens
International
and Waterfront
have each

under the Domo brand in
stores, alongside and in
competition with the existing
IVC Leolan family of cushioned
vinyl products,’ says Ortwin
Top, IVC marketing manager.

invested £1m
in new stores.

Pair boost buying power

Chef Nick
Nairn opened

Flooring buying groups
Greendale and Flooring One
have begun joint-buying.
The first products in the
venture include two UK made
80/20 wool twists.
The ranges will be marketed

KI’s fifth
branch at
Broxburn, West
Lothian on 25
October while
fellow chef
Rob Rees

under each group’s respective
branding.
Both groups said the
alliance would improve their
buying power but that a
merger ‘was not on the
horizon’.

(pictured)
opened the

W&G was owed £4.5m

ninth
Waterfront
outlet on
22 October.

Buyers wanted for Rosebys
Some 183 branches of
Rosebys continue to trade as
administrator KPMG
negotiates to sell them as
going concerns.
The 97 poorer performing

10

stores have been closed with
595 staff made redundant.
Meanwhile, Rosebys brand
owner and former parent
GHCL has opened six Rosebys
stores in India.

Interiors Monthly November 2008

Cabinet firm Willis & Gambier
was owed £4.46m when it
went into administration –
almost the same amount its
new owner has paid for the
company.
Samsom, owner of Universal
Furniture, Craftsmaster and
Lacquer Craft, bought W&G
for £4.43m and will pay a
further £1.97m if it recovers all
the debt above £2m.

W&G’s failure came despite
increasing pre-tax profits by
8.7% to £6.37m in 2007.
Samsom has named Mark
Symes, former Universal
Furniture UK md and
International Furniture Direct
md as W&G md.
Mohamad Amini, Samsom
president, says the 2006 MBO
at W&G had left the firm with
too much debt to survive.
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News

For sale notices put
on 81 MFI stores not
included in MBO

Gary Favell has acquired 106 MFI branches

The future of 81 MFI stores
had still to be resolved as
Interiors Monthly went to
press. While the MBO of the
chain headed by Gary Favell
secured 106 branches and
about 1,350 jobs, the
remaining branches are for
sale after MFI put its property
and retail divisions into
administration.
Having been unable to sell
the branches, administrator
Kroll has begun preparing
stores for closure.
‘We have not been able to
complete sales of the
remaining stores. To maximise
the realisation of assets, a
wind-down process has
commenced while we

FRQG sets the standard
for children’s furniture
The first set of standards for
children’s furniture has been
produced by the Furniture
Retail Quality Group (FRQG).
Children’s furniture is not
directly covered by current
British and European
standards.
Toy standards do not
address the furniture aspects
of the products and furniture
standards concentrate on
adult use. This presents
problems for manufacturers,
retailers and enforcement
bodies, such as Trading
Standards, as there is not a
consistent approach to
proving safety.
FRQG has spent a year
developing the standards
with FIRA.

The technical committee
comprises most major UK
retailers of children’s furniture,
including: Asda, Bhs, Early
Learning Centre, Habitat,
Home Retail Group, Instore
Retail, John Lewis, Marks &
Spencer, Matalan, Mamas &
Papas, Morrisons, Mothercare,
Next, Tesco, Toys R Us,
Wilkinson and Woolworths.
The standards contain
requirements for safety,
toxicity, markings and
information as well as
structural strength and
durability.
Requirements are based on
methods used in toy, adult
and educational furniture
standards, but modified to
reflect domestic use.

continue to seek purchasers
for those remaining stores,’
says Fraser Gray, Kroll partner.
Staff say they have not
been given any details. ‘We
in MFI at Charlton are
working for the administrator
without knowing any
timescales for closure –
tomorrow, next week or next
month,’ comments one
employee online. ‘Special
purchase products from the
administrator [are] coming
into the showroom for sale to
the public. [This] means we
can earn commission to
enhance any DTI redundancy
payout. It’s a tough old world
and this is an example of how
the mighty fall. Sad.’

Third
owners

The documents cover all
types of furniture for children
from three to 12 years-old.
‘These documents are a
major step forward in
ensuring this type of product
is safe and fit for purpose. By
having a common approach
we will help manufacturers,
importers and retailers
understand what an
acceptable product is, and
safeguard the safety of
consumers,’ says Phil Reynolds
FIRA head of commercial
services.
’As a group we hope, in
the future, that these
documents can form the basis
of a European Standard,
providing a common
approach across Europe.’

Staff at furniture retailer
Third Brothers have taken
over the store in Keith,
Aberdeenshire following the
retirement of former owner
David Third.
New owners, salesman
George Anthony has
worked at the store for 40
years and Ian Bright has
been administrator for 13.
‘I will miss the customers
but I think it’s time to let
the new blood carry on.
The company has been here
for 60 years and I’ve just
followed on from my
father,’ says Third.
Since the change in
ownership the store now
opens at lunchtimes.

www.interiorsmonthly.co.uk
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News

OFT may examine flooring pricing
claims as it confirms estimate rules
The OFT says it may look into
claims of misleading pricing
polices by flooring retailers.
Charles Wallace, OFT head
of consumer codes says the
regulator is prepared to
consider investigating the
legality and impact of pricing
policies if it is presented with
sufficient evidence.
‘The issue of misleading
pricing is a real bugbear for
our retailers,’ says Mike
Hardiman, Carpet Foundation
chief executive. ‘Some retailers
make wildly exaggerated
claims about the “normal” or
“recommended” prices of

carpets so that they are able
to give seemingly generous
discounts to consumers.
‘This misleads consumers
into thinking they have
bought a high value product
at a bargain price and this
adversely affects retailers who
use honest pricing policies.’
Wallace confirms that the
Doorstep Selling Regulations
apply to flooring retailers who
conclude the contract in a
consumer’s home during a
measuring visit.
The regulations give
consumers seven days to
cancel their order. Details of

the regulations and the
cooling-off period must be
given to the consumer, either
as part of the contract or
separately.
Even if the consumer is not
given a written contract at the
time of the estimate, they
must be given written
information about their right
to cancel the order. Retailers
can be fined up to £5,000 for
breaking the regulations.
The regulations do not
apply to ‘goods made to a
customer’s specifications or
clearly personalised’. As with
upholstery where a consumer

Smart move
by Westco
Flooring supplier Westco has
boosted its management as it
targets the independent
sector.
Lee Smart, has moved from
Kronotex to the new position
of sales director. Markus
Burkhardt has been promoted
from marketing development
controller to director of
operations.
The company already sells
to multiples such as Tesco,
Homebase, Wickes and Focus.

has selected a non-standard
cover or size when buying
online or by mail order,
covered by the Distance
Selling Regulations, the legal
definition of personalised and
customer specifications
remains a grey area.
Under the Doorstep Selling
Regulations if a consumer
cancels ‘goods made to a
customer’s specifications or
clearly personalised’ within the
cooling-off period, they have
to pay for any work done up
until the order is cancelled or
if they have already received
the product.

More closures

From left: Lee Smart, Markus Burkhardt, Nick Gibbs md and Huw Thomas,
finance director

Furniture chain Mark Elliot is
to close a further three
branches, after ceasing trading
at its two Scottish stores
(Interiors Monthly October).
The Belfast; Colchester,
Essex and Beverly, East
Yorkshire stores will shut
leaving it with 12 stores.
Mark Elliot, founder, says:
‘We have had to cut back, but
we still have great furniture
and great managers. It puts us
in the right position to ride
out the ongoing difficulties in
the economy.’

Asda takes on rivals with online sales
Asda has joined the online
furniture arena, taking on
rivals such as Tesco and Argos,
with the launch of Asda
Direct, offering more than
9,000 non-food items.
The website is backed by
three million, 600-page

12

catalogues, half the number
printed by Tesco.
Asda already sells furniture
through its network of Living
stores. The online offer
includes bedroom, home
office, children’s, living room
and dining furniture.

Interiors Monthly November 2008

Argos recently pre-empted
Asda’s move with the release
of its first Home Event
catalogue, featuring 200
homeware price cuts and four
years’ IFC on furniture.
Asda Direct’s flooring
offering is far more limited

than its furniture, with only
11 rugs and runners, ranging
in price from £8 to £35.
Tesco has more than 70
designs, ranging from £7.99
to £160. Argos sells more
than 150 designs, ranging
from £79 to £139.99.
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Ethnicraft.com

www.

Oak - Teak - Walnut - Contemporary design
Living room - Dining room - Bedroom
Solid wood furniture
Short delivery times
Come and check out all our collections in our showroom in Boom, near Antwerp in Belgium
ETHNICRAFT NV - Alf Martin - Scheldeweg 5 - 2850 Boom - Belgium
T +32 3 443 01 26 - F +32 3 443 01 27 - alf.martin@ethnicraft.com
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News

Upholstery and occasional sales slide
in the first half as shoppers cut back
Consumers are holding on to their old furniture rather than replacing it, while those buying are
trading up to three-seater sofas and buying coffee tables to give their living room a new look
Sales of upholstery and
occasional furniture dropped
by almost a fifth in the first
half of the year. Exclusive
research for Interiors Monthly
by GfK shows that consumers
are keeping their existing sofas
and coffee tables, rather than
buying new.
‘Under current climate
conditions, it has been a
tough year for the furniture
market as consumers become
increasingly more reluctant to
part with their cash and
retailers more reliant on
discounting in order to entice
sales,’ says Alexa Nightingale,
GfK Consumerscope account
manager.
‘As a result we have seen a
drop in market expenditure of
19% for both upholstery and
occasional furniture in the
year ended June.’
With household incomes
under pressure, replacement
cycles for upholstery have
slowed down with more
consumers replacing their
suite every 6-10 years (40%)
compared with every 2-5
years (32%).
But, at the same time,
necessity continues to be the
biggest driver with more than
half of consumers replacing
their sofa because it was
worn out or damaged,
showing that consumers are
making do with what they
have for longer.
‘With customers staying
away, it is even more
important that retailers focus
on converting potential sales
from the moment the
consumer walks through the

14

Reasons for buying occasional

5
6

7
4
4
12

15

11

12

35

I No planned
reason
I Free-standing
I Storage space

13
14

I Other

28

34

I Match existing
furniture
I Previous
damage
I New look

2007

2008
Style is key to occasional

Age of previous suite
9
5
11

11
3
9

8

8

19

23

I 20+ years
I 16-20 years
I 13-15 years
I 11-12 years
I 8-10 years

14
17

I 6-7 years
I 2-5 years

32

26

2

3

2007

2008

I Less than 2
years

Suites are having to last longer
Source GfK

door’, says Nightingale. ‘This
is particularly significant with
living room furniture where
merchandising in-store is
becoming increasingly
important, with more than
two-thirds of consumers
choosing their upholstery
from a display model in the
shop as opposed to online
or through a brochure.’
She says that as comfort is
still the most important factor
when buying a suite, wanting

Interiors Monthly November 2008

to test the product before
purchasing means that
upholstery naturally leans
towards buying in-store as
opposed to any other retail
channel.
Therefore it is even more
important that retailers focus
on providing a good service
to create a positive shopping
experience to maximise sales.
Trends for living room
furniture reveal that leather
suites remain the most

popular with evidence of
consumers trading up as
three-seaters become more
popular this year at the
expense of two-seaters.
At the same time, with style
and impulse purchasing
becoming more prominent in
the occasional market,
eye-catching displays and
clever merchandising are just
as important in this market as
for upholstered furniture.
GfK research shows that
more than a third of
occasional furniture purchases
made last year were
motivated by consumers
wanting a ‘new look’, buying
predominantly for the living or
dining room.
Within occasional furniture
there is evidence of a
slowdown in the growth of
TV/DVD and hi-fi storage,
which is perhaps a reflection
of changing nature in the TV
and audio markets. With flat
screen panel TVs and MP3
players becoming more
popular, the need for
traditional TV and hi-fi storage
is declining.
‘However, while some
occasional sectors are
struggling, coffee tables
continue to lead the sector
taking a quarter of all
expenditure in the period,
with 40% of those purchases
motivated by style.
‘With style becoming more
important to the overall
occasional market, solid wood
still remains the most popular
type of material with evidence
of a trend towards oak away
from pine,’ says Nightingale.
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OPTIMISE YOUR
SALES EVENTS
REALISE THE FULL POTENTIAL
OF YOUR SELLING OPPORTUNITIES!

“In the present climate the results were
unbelievable… 32% of our turnover in 17
days… we achieved all targets and more!”
Darren Chappell, M.D. Thatchers of Huddersfield, Greenwood Sale held in June 2008

DON’T HIRE A SALES COMPANY UNTIL
YOU HAVE SPOKEN TO GREENWOOD…
Greenwood Retail’s professionally planned sales events continue to produce record breaking results for
retailers all over the British Isles. The benefits of holding a ‘Greenwood Sale’ are many. First, your sales
event will be a hugely profitable financial success in itself. Plus you’ll generate instant cash flow and clear
out any excess or redundant stock. And, the longer term benefits include increased market share and
enhanced reputation due to the positive publicity created by the event. Also, staff morale is enhanced by the
increased activity – the team love to see the business doing so well.
If you would like to find out more about Greenwood Sales events, why not take look at our online brochure at
www.greenwoodretail.com or call Bernard Eaton or Perry Montgomery now on 01625 521010 or send an
e mail enquiry and we’ll be glad to discuss the possibilities and options we can offer you, without obligation.
Now booking for 2009.

GREENWOOD RETAIL LTD
Britain’s Leading Experts in Retail Sales Promotion
1 Wilmslow House, Grove Way, Wilmslow, Cheshire, SK9 5AG
sales@greenwoodretail.com
www.greenwoodretail.com
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Furniture profile

MULTIYORK
MASTER OF CHOICE
British manufacturing is vital for the
upholstery chain to achieve its USP

Multiyork has stuck firmly to UK
manufacturing while the overwhelming
majority of retailers have embraced the
lower cost economies of China and, to a
lesser extent, Eastern Europe.
As Peter Mallinson, Multiyork chief
executive explains, importing just isn’t an
option for the 61-store chain. Multiyork
differentiates itself from the competition
by offering what is probably the largest
choice in the market. Consumers can
choose from 10,000 fabrics (and leather),
different cushion filling options, alter the
size of the sofa – height and depth – and
many models can be dismantled.
Producing this overseas would be too
complicated. ‘It’s questionable if we
could get the economies of scale as it’s
all about choice – every order,’ says
Mallinson. ‘Every single order that goes
through our factory is different. Different
size, different fabric, different cushion
fillings. There are thousands of options
and you couldn’t offer that out of the Far
East and it’s questionable if you could
offer it from Eastern Europe because of
the cost of transport.
‘You wouldn’t then offer that choice
and our USP is choice. Any fabric,
different cushion fillings, different sizes,
frames. No two orders are the same. You
couldn’t stock it.’
UK manufacturing is more expensive
but Multiyork isn’t about price, it is the
product that counts. Products that deliver
value for money.
‘Manufacturing in the UK is a different
challenge. But we are able to offer what
we do at good value for money. Value for
money is not about just being cheap, it’s
what you are getting for your money.
When I look at some of our more
upmarket models and look at comparable
products in the market, I know we are
very good value for money.’
This is easily demonstrated by the fact
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that Multiyork customers keep their sofas
for an average of 15 to 20 years. While
this will seem a far too long for many
retailers, especially when pre-credit
crunch furniture was seen as a fashion
item, it has brought benefits to the chain.
Not only does it allow it to boast
about its green credentials (something
it hasn’t really done), it generates
recommendations that most retailers
would give a limb for and has created an
extra sales opportunity. About a fifth of
Multiyork’s sales are replacement covers.
Mallinson says: ‘70% of our business is
recommendations. Customer service is at
the forefront of the business and I don’t
believe you’d be able to offer that if you
were importing. That’s not to say there
isn’t a role for importing – we import our
cabinet, but it’s an exclusive product and
we have a major input into its design
and specification. It’d be very difficult to
offer that and value for money on cabinet
if you were manufacturing in this
country.
‘It’s not to say you can’t take
advantage of importing, for example the
wooden arms of Santiago. A lot of our
components are imported but everything
is manufactured here. There are different
ways of dealing with the opportunities.’
Its Thetford, Norfolk, factory has 300
staff – ‘a good strong, loyal workforce
and the most advanced Electra computer
cutting equipment in the country,’ –
producing 850 sofas a week.
Fabrics are sourced from the major
European mills. The best soft covers still
come from the Italian and Belgian mills,
reckons Mallinson. ‘I have yet to see
fabric of the same level of quality and
design outside Europe.’
He describes the chain’s positioning
as more traditional than contemporary
and more middle-better end. Volume
bespoke is the best description, he

says, because every order is different.
And it seems the customers are equally
different.
‘It’s very difficult to say what sort of
person is our customer. Consumers’
buying habits and tastes change
dramatically every year. You have people
who can be described as older because
they are 50-plus, but they are not older –
they think younger, they wear jeans and
came through the 1960s. They don’t
think of themselves as old or traditional,
they probably think of themselves as
more contemporary. I don’t think you
can slot people into groups.
‘There have been a lot of changes in
buying habits in the 30 years I’ve been in
the industry. There is a more casual
approach, certainly in dining. What we
can offer is something totally unique, we
are different. I don’t target competitors,
I’m interested in what we are trying to
do. The ideal customer is everybody who
comes in.’
While the chain may have more of an
emphasis on traditional designs, its fabric
offer means shape is relative. ‘Some of
our models are 15 to 20 years-old and
you might look at it and think that’s a
classic traditional model, but put it in a
different fabric and it’s not,’ he says.
‘That’s very important. We do offer a
unique product because of the
replaceable covers. When shabby chic
was very popular a number of years ago
a lot of consumers bought into that look,
but found it quite frustrating as they find
it difficult to service that product years
later as the retailer isn’t around or the
manufacturer no longer offers that
service. We can.’
Multiyork was one of the first furniture
retailers to have a website, and it forms a
vital plank of its marketing strategy. The
Metro and Express delivery upholstery
ranges can be ordered online, along with
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Grosvenor
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Nadia and Naomi

the cabinet offer, and the website
provides a wealth of information. But
Mallinson still wants shoppers to visit the
stores for the full picture.
‘We are selling on it but I want our
customers to come in [to stores] as I
want them to fully understand everything
we offer, I want them to fully understand
all the options in order for them to be
totally happy. That is crucial to our
business,’ he says.
‘Customers are using our website to
gain information more and more but a
website hasn’t been able to crack comfort
– you can’t sit on the sofa online. You can
visualise colour, but it can’t provide the
depth of colour and all the options.’
This pretty much sums up the chain.
Offer customers practically whatever they
want and make sure you look after them.
After all, who wouldn’t want 70% of
business to come from recommendations.
Arundel
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SVETLANA SHELLSHEAR
LEATHER DREAMS
Red roses are not just for Valentine’s Day with this
collection of rugs and screens that will not wilt

Red is a major colour in all of Shellshear’s designs
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Think interiors and leather and the
likelihood is that the first thing that
comes to mind is a sofa, probably dark
brown.
Designer Svetlana Shellshear wants to
change that thought to rugs. Not rugs
with leather edging or a decorative
pattern, but bold, in your face, 100%
leather rugs.
Shellshear is from Western Ukraine
which has a rich tradition of crafts
including embroidery, wood craft and
ceramics. As a child she was greatly
influenced by the creativity and talent of
her grandmother who, like many other
women in the region, embroidered
clothes, tablecloths, bedlinen and
‘rushniks’ – long strips of linen used for
decoration of furniture – traditional in the
area.
Her upbringing continues to have a
major influence on her work.
‘These embroideries, predominantly in
black and red, or in rich primary colours
on black, shaped my colour palette,
which is based on a red and black
combination,’ she explains.
‘This dramatic colour combination is
primary in Western Ukrainian regional
embroidery. There is even an Ukranian
song about Rushnik which mentions:
“Red is for love and black is for sorrow”.’
Add to this the predominance of rose
motifs in the region’s embroidery and
you begin to suspect Shellshear had little
option but to make her first rug with a
rose design.
Leather petals are sewn together to
create five roses, three 1m in diameter
and two 70cm, which can be arranged in
various clusters. Each petal is hand-cut,
heat sealed and heat manipulated to
achieve a three dimensional effect, with
each rose unique.
But why leather? Shellshear says she
feels connected to it.
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Each leather petal is hand-cut and heat-sealed
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Svetlana Shellshear with her dramatic screens and rugs

‘By using leather as a material in
large-scale projects, I can finally express
myself to the full. I have always been
intrigued by the concept of fantasy in
creative areas and fascinated by haute
couture. My aim is to create eccentric,
unique, extraordinary things with
leather.’
After qualifying as an architect,
Shellshear moved to the UK in the early
1990s, working as a freelance knitwear
and embroidery designer collaborating
with a number of design studios in
London and New York.
During more than a decade she
produced hundreds of design ideas for
women’s knitwear, with her designs sold
across the globe. At the same time she
made her first foray into interiors
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producing wall hangings and cushion
covers, along with oil paintings, knitted
garments and customised clothes.
Six years ago she started making
handbags, first from textile and later from
leather. Within a few years, she
established the handbag label VIVIDA
and started producing her bags in Milan,
selling in London, Russia and privately.
It was this that ignited her interest in
using leather, leading her to set up
interiors operation, VIVIDA Fantasy in
Leather. As well as the rose rugs, she
completed designs such as coordinating
screens and a chair.
In addition to her grandmother’s
influence, Shellshear says John Galliano’s
designs for Dior along with animals and
plants with intense colours and textures

such as flowers, tropical leaves,
butterflies, parrots and tropical fish
provide inspiration.
She also cites feminine fashion prints,
abstract and floral, particularly by Pucci,
Emanuel Ungaro, Valentino, Christian
Lacroix and Etro; contemporary art and
colourful interiors products such as
furniture by the Campana brothers,
wallpapers by Wouter Dolk and glass
chandeliers by Jonas Rooth.
She quotes Andrée Putman, who she
describes as her favourite figure in
interiors design: ‘To not dare is to have
already lost. We should seek out
ambitious, even unrealistic projects…
because things only happen when we
dream.’
As long as those dreams are in leather.
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...are launching their new Wilton Division
with two superb products
Two traditional designs,
available in 12 exciting
colours and produced in
1 million point quality

The

Masterpiece
Collection

heatset polypropylene.

&
Artistic Touch
4 metre wide

Extra heavy domestic

Carved Wilton with a
classic scroll design.
Produced using a new
revolutionary
manufacturing process.
Available in eight superb
colourways.
4 metre wide
Extra heavy domestic
88% Polypropylene, 12% Acrylic

Both products are now available with quality lecterns.
Contact your Ossfloor Representative/Agent for full details.
Gorsey Lane, Coleshill, Birmingham, B46 1JU

Tel: +44 (0)1675 433 031
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1

2

5

4

1 Opus is the third collection to be
added to ORC Interiors’ polyester range.
It is a mixture of its bestselling Oasis and
Chameleon ranges and is available in
nine colours and three sizes.
Tel: 01555 665 959.
2 The Mohawk Group’s new Karastan
POS unit can display 90 samples of
Karastan’s wool and wool-rich carpets in
a 13.5in by 18in format. The unit allows
retailers to show the variety of Karastan
ranges to their customer base.
Tel: 01480 479 830.
3 With everything from heavy slat styles
through to fiddle backs, hoops and
Windsor wheel backs, CPW Furniture
offers a vast range of quality traditional
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3
wool carpets. Tel: 01675 430 430.
chairs without protracted delivery times.
Tel: 01797 225 014.
4 Kersaint Cobb’s debut brochure is a
complete gallery of all its products with
stunning lifestyle images to inspire and
admire. This 88-page guide takes a
journey across the world to introduce its
natural floorcoverings, from sisal, coir,
jute and grasses to beautiful textured

5 Polysafe Mosaic decorative sheet vinyl
safety flooring has been installed in the
floral preparation area at Cassons Flower
Studio in Halifax, West Yorkshire. Clear
aluminium oxide and coloured quartz
particles within the 0.7mm wear layer
provide enhanced, sustainable slip
resistance. The range offers a choice of
nine colours. Tel: 0161 767 1111.

25_IM_1108

30/10/08

14:56

Page 25

It’s all about adding a little bit extra
Sometimes it’s those little extra details that make all the difference. That’s why we provide dedicated business
managers to answer your queries, 24/7 access to your financial information via www.poscredit4u.co.uk and an online
credit authorisation system for quick decisions on your customer’s applications. Because it’s our job to understand that
little things that help make your business something special.
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6

6 CPW’s Rough Sawn range uses 32mm
timbers in its living, dining and bedroom
pieces. Available ex-stock for immediate
delivery and with everything from
dining table to TV corner unit to twin
pedestal dressing table, Rough Sawn
captures the charm of wood in some 30
pieces of furniture with a rustic
contemporary feel. Tel: 01797 225 014.
7 The biOrb Life Collection is a new
range of designer aquariums from Reef
One. Available in three colours and
sizes, the handmade range is finished
with a seamless gloss coloured acrylic
wrap. The new Collection incorporates

7

the biOrb’s advanced filtration system so
water keeps cleaner and clearer for
longer. Tel: 01603 710 339.

8

8 Rugs with Flair has added to several of
its bestselling ranges including Botanical,
Patina, Decotex (pictured), Vitra, Textures
and Infinite, while introducing Omega,
Ultra, Splendour, Monte Carlo and Luxus
– a mixture of shaggy, flatweave, heatset
and acrylic designs. Tel: 0161 320 2530.
9 Curtains, covers and cushions are
given a touch of drama with Grandeur,
a new fabric collection by Prestigious
Textiles which features polished foil
detailing and sumptuous flock motifs on
a full-bodied cotton panama backdrop.
Four companion designs reflect a
classical pedigree while the Grandeur
colourways are rooted firmly in the
present day. Tel: 01274 688 448.
10 Cosiflor’s pleated blinds fit a range of

shapes and sizes and have the style and
presence to blend with any building’s
character. The blinds are available in
over 200 fabrics, colours and designs
and the standard pleat size is a svelte
20mm, keeping the bulk of the blind to
a minimum. Tel: 01342 713 923.
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Guardsman Furniture Solutions Group, Valspar Industries (UK) Limited, 152 Milton Park, Abingdon, Oxon, OX14 4SD.
www.guardsman.co.uk
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11 Amtico’s Tropical Collection
celebrates the beauty and versatility
of rare woods. Tigerwood (pictured)
contrasts soft golden hues with an
exotic allure for a modern take on
eastern styles. Brazilian Rosewood is
perfect for dark, luxurious schemes,
Merbau can be adapted for many
styles, and Caramel Bamboo creates
contemporary and calm spaces.
Tel: 0121 745 0800.
12 Kersaint Cobb’s in-store rug
display allows consumers to browse
the designs, feeling the quality of
the rug using sample blankets
hung on a revolving stand which
takes up only 50sqcm of display
area. The 1.2m by 1.8m rugs are
ex-stock for next day delivery.
Tel: 01675 430 430.

11
15

13 Whitestone Weavers’ Natural
Tones is a sister collection to its ecofriendly 100% wool Nature’s Own
range. Offering similar ecologically
sensitive benefits, Natural Tones is
also made of 100% undyed wool,
using different breeds of sheep from
across the UK to give a unique and
individual shade to the carpet.
Tel: 01429 892 555.
14 Novostrat is building its brand
on a series of distinct selling points:
a low tog rating, which makes the
range ideal for underfloor heating
applications, a low physical weight,
which makes it ideal for storage,
carrying and installing and high
acoustic insulation. Most of all, it is
competitively priced for a very high
performance product. Tel: 00 353
6133 9287.
15 Alternative Flooring’s Fine Lines
offers a trio of classic designs
created to be used together to link
each space in the home. The three
designs include a wide stripe, a slim
stripe and a linear plain. Wool
Blocstripe, Wool Pinstripe and plain
Wool Cord work together in terms
of scale and tone, giving an easy
yet elegant flooring solution to any
interior. Tel: 01264 335 111.
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Showrooms

DRESSED TO IMPRESS
DOUBLE WHAMMY
As well as tempting would-be stockists, suppliers
are investing in showrooms to encourage consumers

Interlübke and COR showrooms are centres for contemporary design

Long gone are the days when a supplier
only opened its showroom for a potential
stockist to see the products or when it
had an At Home show.
After the investment in setting up and
stocking the venue, showrooms have
become permanent exhibitions with
some companies forgoing trade shows.
Having kitted out the space to such a
high degree, many suppliers are opening
their doors to the end-consumer.
Stockists can refer them to the showroom
or shoppers can just turn up.
German companies Interlübke and
COR have recently set the benchmark for
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suppliers showrooms, investing €7.1m
(£5.52m) on their joint showroom in
Rheda-Wiedenbruck in Germany’s
furniture region of Ostwestfalen.
After two years of planning and
construction, the 54,000sqft building has
19,400sqft of COR displays and
18,830sqft of Interlübke displays in
addition to training areas, a restaurant,
offices and conference rooms spread
across four floors.
Having invested so much, including
£1.09m on stock, Leo Lübke, managing
partner of both firms, says the showroom
will be ‘a centre for contemporary

interiors design that has the power to
resonate far beyond national borders.’
Probably the UK’s greatest proponent
of manufacturers’ showrooms is Vale
Upholstery. It has six showrooms –
Hebden Bridge, West Yorkshire (where it
also has a Bridgecraft showroom);
Draycot, Gloucestershire; Nutfield, Surrey;
Loughborough, Leicestershire; Eastleigh,
Hampshire and Lisburn, County Antrim.
‘The regional showrooms are part
of a strategy aimed at creating stability
and strong foundations in an everchanging marketplace,’ says Stuart
Chadwick, Vale md.
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COR displays cover 19,400sqft

Some £1.09m was invested in stock

www.interiorsmonthly.co.uk
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UK & Ireland Sales: Unit 5 Berrywood Business Village Hedge End, Hampshire, SO30 2UN
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Interlübke and COR set the benchmark for suppliers showrooms in Germany

‘They allow the public the opportunity
to view the whole range of products
available from the company. This not
being possible with individual ValeBridgecraft stockists due to the pressure
on retail space.’ he says.
Two further UK showrooms are in the
pipeline, along with the first overseas
venture in the United Arab Emirates. Each
showroom has a staff of two and most
are open from 10am to 4pm every day. In
contrast to stockists’ displays, the
showrooms have 25 to 30 upholstery
ranges on show, allowing Vale to
emphasise its depth of product offer.
Chadwick is quick to point out that
marketing is still needed as showrooms
alone aren’t enough to build awareness
and footfall. Without this spend the
showrooms would be an expensive white
elephant, he says. Showrooms are
supported by regular national
advertising, otherwise they would not be
cost effective.
Successfully combining the two
elements has brought benefits to the
manufacturer and its stockists.
Although Vale’s staff deal directly with
the consumers who visit the showrooms,
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sales are completed through retailers.
Once consumers have finished their visit
to a showroom, they are referred to a
local stockist to complete their order.
Having the showroom network has
proved vital for Vale.
‘About 30% of sales are created

through the showrooms, all of which are
referred back to the stockist of the
customer’s choice,’ explains Chadwick.
‘This strategy creates a sound base for
the future, furthering the company’s
brand in partnership with the company’s
lifeblood – the independent retailer.’

Vale has six UK showrooms and plans to expand overseas
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ALTERNATIVE FLOORING
BOLD STATEMENTS
One supplier’s offer is well placed to take
advantage of carpet designs becoming bolder

Sisal Panama

‘A natural floor can be the perfect
backdrop in interior design and
flooring can also be the accent,
setting the decorative scheme of a
whole room. Whatever its place,
flooring is one of the most
important elements in interiors and
if it’s right everything else falls into
place, says Lorna Haigh, Alternative
Flooring, marketing manager.
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connecting worlds
competence in interior textiles

There are now seven underlays within the range to offer maximum choice where
suitability and budget are concerned. Including the Super High Density (SHD)
range, suited to commercial installations where heavy footfall and equipment with
castors are the norm.
Hyper underlays are made in the UK to the highest
standards utilising the very latest technology.
All products are readily available
throughout the UK and Ireland via our
extensive network of distributors.
For more information call 01509 673974 or
email mailbox@ﬂoorwise.co.uk or go to:
www.carpetunderlay.net

It’s all about choice and value - Hyper
underlays tick all the boxes when it comes to
performance, durability and suitability!

info@uk.messefrankfurt.com
www.heimtextil.messefrankfurt.com
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Rock ’n’ Roll Roxanne

Eco Collection, Nature

The company’s new Rock ’n’ Roll
collection, is a range of rhythmic wool
that takes pattern off the wall and rolls it
out as carpet, runners and rugs.
‘The stripes give great alternative
flooring choices bringing a wider palette
into all interior spaces from living areas to
stairways. Loud stripes become the focus
or add an eye-catching edge to neutral
rooms, while quieter shades add tone
and texture,’ she says.
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‘Our stripes are for anyone with
character; for those who are more
rebellious and with eclectic tastes. Wild
Thing could very well be the answer to
what to put on the stairs whereas, the
more understated cool stripes of
Freebird will work with any
contemporary interior. They are fun
and quirky and we love them.’
As well as colourful stripes,
Alternative’s offer includes the classic Fine

Lines. This trio has been created and
coloured to link each space in the home.
Wool Blocstripe, Wool Pinstripe and Wool
Cord work together in terms of scale and
tone, giving an easy yet elegant flooring
solution.
Blocstripe is a bold and beautiful
stripe and is complemented by Pinstripe,
a subtle yet smart stripe and the
popular plain cord. The palette is
classic and contemporary, with both
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Features - main quote

Sisal Metallics brings texture

timeless and designer naturals.
As well as colour and pattern, texture is
vital for Alternative. ‘From chunky wools
to super sisals, tactile designs work well
in any contemporary and period interior.
Sisals are not only naturally big on texture
but also big on tone.’
Sisal Metallics bring texture to floors
with tones from rich copper and
chromium through to Rhodium, nickel
and titanium.

The Sisal Malay collection has naturals
and strong metallic shades ranging from
pewter to gold.
‘Natural carpets are the ethical but
designer choice for floors. Alternative
Flooring has led the way in creating
flooring with a conscience,’ says Haigh.
Its Eco Collection – Nature and Nurture
– have the International Oeko-tex
certificate. The carpets are hand woven
on traditional looms. Nature (velvet) is

lush and soft while Nurture (loop style) is
organic and textured.
‘We are delighted with the
development of this Eco Collection, a
vital step in providing consumers with a
stylish, contemporary flooring product
which is both ethical and environmentally
friendly. These products have been
thoroughly tested which now allows us
to shout about its fantastically healthy
credentials, a first in the UK carpet arena.’

www.interiorsmonthly.co.uk
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PARADOR
BRAND VALUES
Forget the credit crunch, one manufacturer is
determined to maintain its upmarket position

Parador is positioning itself as leader

Parador has put products in unusual locations
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‘Companies sell products but consumers
buy brands,’ says Volkmar Halbe, Parador
general manager, discussing the firm’s
decision to revise its branding and
marketing.
The German wood, engineered wood
and laminate manufacturer is to switch
from its ‘Room of your dreams’ branding
to ‘Luxury flooring concepts’. It may not
seem much of a change, but it better
explains the company’s position at the
top end, setting itself apart from rivals.
‘Sometimes just letting go and daring
to jump into something completely new
can be very stressful and hard. But
nothing could be more harmful than
standstill and development that comes to
a halt,’ says Halbe.
He says the move reflects the new
values and aspirations of its target
customers. ‘A little bit nicer and a little bit
better won’t do today, not any more.’
The company has set an ambitious
path. ‘Luxury has got flooring under its
feet now. Parador is the international
premium brand for luxurious flooring
concepts. Parador flooring is exclusive
and features highly innovative design, it
uses select materials and very high
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Wood

Consumers want individuality, says Halbe

quality workmanship. When it comes to
floorcoverings, Parador sets the standards
which others only use for orientation
purposes,’ says Halbe. ‘Parador is not one
to follow a trend, instead claiming the
peak. The motto here is clear: no-one
tops us in terms of flooring.’
He insists the change is not merely
superficial, it is about individuality.
‘More than ever, everyone longs to feel
like an individual. Luxury can be
expressed in many different ways:
perceiving the surroundings with sensual
intensity, getting in touch with fine
materials, the beauty and elegance of
design and the freedom to express your
personality through identification with a
brand’s values.’
The company’s marketing has moved
away from traditional roomsets or closeups, although these are available.
Flooring is put in unfamiliar locations,
such as a golf course, desert and sea,
while empty rooms carry those motifs
inviting the consumer to use their
imagination to complete the picture.
January will see the approach applied
to its POS, including a corporate book
and website.

The motifs are carried through

www.interiorsmonthly.co.uk
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Transport

OUTSOURCING
DRIVING ECONOMY
Letting someone else look after your delivery
fleet can save money and lift performance

Ryder operates more than 12,000 vehicles

Against a background of increasing costs
and constantly changing and tougher
legislation governing the operation,
maintenance, speed limits and emissions
of delivery vehicles, retailers and
manufacturers are increasingly
outsourcing their commercial vehicle
requirements to specialist providers.
Getting products from a factory,
warehouse or store to a customer’s
premises on a timely and cost-effective
basis is a prerequisite to the success of
any business running a transport and
logistics operation, according to David
Hunt, Ryder md.
‘Vehicle breakdowns, unreliable drivers
and ineffective unloading equipment will
not be tolerated by customers for very
long before it starts to have an adverse
effect on the company’s standing,
reputation and its bottom line,’ he says.
With business and government
increasingly focusing on environmental
issues, it is also important to take a long
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hard look at the impact your transport
operation is having on the environment
and find ways to reduce your carbon
footprint.
In the past year Ryder has conducted
an audit of the transport operations for a
range of retailers, wholesalers and
manufacturers. In many cases it has
identified where changes to loading
patterns, delivery routes and even truck
body styles and dimensions, can
significantly help reduce the carbon
footprint.
It is essential for transport providers to
understand the customer’s core business
so that the vehicles, equipment, drivers
and management team dedicated to it
match their operational requirements and
expectations. This enables the day to day
resources to be set at the optimum level,
bringing in extra resources for peaks of
business.
Understanding the client’s business is
also key to cost savings, such as

optimising route planning and even
working with suppliers to collect raw
materials when customer vehicles would
otherwise return to base empty. This
gives the client better control of the
supply chain.
Many delivery operations require
specialised vehicles to ensure products
are delivered safely and efficiently, but
such these vehicles can be harder to
dispose of at the end of their useful life.
Contract hiring relieves companies of this
burden and ensures they always have
modern, high-specification and wellmaintained vehicles to meet their
requirements, says Hunt.
Ryder has a flexible approach to
providing customer solutions and
operates 12,885 vehicles from 29 UK fleet
management locations.
Wooden flooring and kitchen furniture
distributor Blackheath Products expanded
its delivery fleet, but had to face the
problems this caused. ‘As the fleet
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Guarante ed Pre -Christmas Delivery!

CHELSEA ROLL
BACK CHAIR

£38

Superb Metal Sprung Seat
with Recon Leather and
Leather Match.
Solid Oak Legs.
Ochs-D109
Brown, Black, Cream And Red

EXTENDABLE DINING TABLE

SOLID
OAK

OITF-EXT01
EXTENDING TABLE
150, 180, 210 X 90CM

£215

No Minimum Order • 7 - 28 Days Delivery

TABLE & FOUR CHAIRS
OCHS-SC-L
CHELSEA CHAIR

£35.50

OCHS-DT02
CHELSEA TABLE
160 X 90CM

£108

Durham Road Trading Estate, Birtley, County Durham DH3 2BG
T: 0191 492 3855 F: 0191 492 1344 E: sales@intfurniture.co.uk www.intfurniture.co.uk

A U S T I N
SCULPTURE • DECORATIVE ACCESSORIES • GARDEN • CANDLES • LAMPS

Sculpture – that looks great anywhere
Sarrington House, Suite 4, 39 High Street, Corby, Northamptonshire NN17 1UU
Tel: 01536 260100 Fax: 01536 260102 www.austin-allaboutyourhome.com
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Transport

Blackheath now has fixed transport costs

size has grown, so have the problems
associated with maintaining a smooth
running operation,’ says Ian Foster,
Blackheath Products chairman.
‘Our third party maintenance provider
could only carry out routine maintenance
or breakdown repairs during the daytime
and this meant holding vehicles back
from distribution duties for servicing. This
resulted in our fleet size being larger than
it needed to be to ensure that we always
had enough trucks to cover for those
under repair.’
The company investigated alternative
distribution methods with a view to
streamlining the operation, increasing
efficiency and returning cash to its
balance sheet. It decided to use the Ryder
Purchase and Leaseback scheme, which
seemed to tick all the right boxes.
To develop recommendations, Ryder
examined Blackheath’s fleet, operation,
delivery schedules and loading patterns.
This resulted in 15 Blackheath vehicles
being purchased by Ryder and leased
back over periods ranging from 12 to 48
months, depending on age, mileage and
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We no longer need
to have spare
vehicles or suffer
vehicle downtime
for routine
maintenance
condition. Ryder then assisted with the
disposal of unsuitable vehicles that were
replaced with new trucks customdesigned to meet Blackheath’s
operational and delivery requirements.
This included the first 5ton curtain-side
trucks in the fleet, built for the economic
delivery of smaller items which would
previously have been delivered on less
efficient larger trucks.
‘One of the immediate benefits of the
Ryder contract was that we could reduce
our fleet size,’ says Foster.
‘The local Ryder depot is conveniently
located so that our trucks can be serviced
overnight and are then ready for work

again the next day. In addition, as our
truck loading shift operates up to 10pm,
we can often arrange to have trucks
serviced as soon as their daytime run is
finished and these are usually returned to
us by 8.30pm, so that they can be
reloaded and ready for work again the
following day. We no longer need to
have spare vehicles or suffer vehicle
downtime for routine maintenance.
Other business benefits include fixed
costs, which enable us to keep to
budget,’ he says.
Ryder provides a monthly management
report on each vehicle to see which
vehicles achieve the best operational and
performance standards and act
accordingly. Rental vehicles can be
provided to supplement Blackheath’s
fleet when demand is high.
Foster says this means: ’We have the
inherent flexibility to “right size” our
distribution operation to meet customer
demands, whatever they may be.
‘Our move to vehicle outsourcing has
enabled us to increase the efficiency of
our operation, while reducing costs.’
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Best of British
The past 15 years has seen a dramatic switch in where furniture and flooring is produced. This is
a result of changing tastes, such as the rise of laminate flooring and a desire by retailers to offer
lower and lower prices, leading to a move to overseas furniture production, particularly the Far
East. Despite doom-laden predictions over the years, UK manufacturing is alive and responding
to ongoing challenges. In the following pages Interiors Monthly highlights some of the leading
players who are producing the Best of British.

BFM
‘Whatever your budget, whatever your taste,
when it comes to furniture, British is best’
Throughout this
year the association
of British Furniture
Manufacturers (BFM)
has been highlighting
UK-made furniture to
consumers through its
Ask If It Is Great British
Furniture campaign. As
well as ongoing Press
advertising, the
campaign’s greatbritish
furniture.co.uk website
has been visited by
200,000 consumers since
its launch in January.
The campaign is
supported by a dozen
manufacturers: Alstons,
Andrena, Arthur Brett,
Corndell, Derwent, HJ
Berry, Joynson Holland, 1
Call Furniture, The Royal
Oak Company, Sutcliffe
Furniture/White & Newton,
Vale Upholstery and WBH.
There are about 7,500
British furniture manufacturers
generating sales of almost
£10bn. Some 125,000 people
are employed, of which 45% are
employed by the 300 largest firms.
About 70% of companies employ less
then 10 staff.
BFM says that as products from all
over the world are readily available,
consumers should have some key facts
to help them make a more informed
decision when buying furniture. It
says:
I Years, decades and centuries of
tradition, go into the manufacture of
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fabulous products.
I Stringent standards of
environmental
management and health
and safety control are in
place in all of our member
companies factories. This
will provide significant
peace of mind for ethically
and morally aware
consumers.
I Design is a major priority
for British furniture
manufacturers and whether
your taste is traditional,
classical reproduction,
cutting-edge contemporary
or anything in between you
can find it in Great Britain.
I British furniture
manufacturers, in general,
offer shorter delivery times
meaning that your purchase
can be in place in your home
as quickly as possible.
I After sales service is more
reliable and more efficient when
dealing with a product
manufactured in Britain. British
companies put their reputation
The Ask If campaign highlights UK manufacturers to providing the best furniture
and the best service.
‘Inspirational design, the most
furniture in Britain. Craft skills that have
been conceived, developed and perfected traditional manufacturing methods, the
in this country over many, many years are most stringent environmental and health
and safety standards, the shortest
still prevalent in factories up and down
delivery times and the best after sales
this great nation of ours.
service. Whatever your budget,
I British furniture manufacturers source
whatever your taste we hope you
and use the finest components that
agree with our sentiments that, when it
become the ingredients used to put into
comes to furniture, British is best!’
practice the innovative design and
says the BFM.
creative craft skills that produce such
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Bellagio
seductively chic

boudoircollection
For more details about Bellagio or the other ranges in our "boudoir collection"
go to www.alstons.co.uk, call 01473 277202 or email boudoir@alstons.co.uk
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Best of British

Ulster Carpets’ Elements

CARPET FOUNDATION
‘There has never been a better
time to promote carpet produced
by UK manufacturers’
Not all that long ago Britishness was
vague and ill-defined, meaning different
things to different people, says Rupert
Anton, the Carpet Foundation marketing
director.
‘As such, I argued, it was not a brand
property that could be communicated
with any great reliability. Regardless of
where a product is made or the
nationality of the company that owns it,
it is consumer perception that counts.
Now, however, patriotism is high on the
agenda and there is certainly, I believe, a
pro-British feel,’ he says.
Consumers want to know where the
product they are buying is from and what
that means. In a recent survey for the
Carpet Foundation among more than
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2,000 magazine readers, 66% claimed
that buying a carpet from a UK
manufacturer was important or very
important to them.
As Anton says: ‘All that is good news
for UK carpet manufacturers because for
those looking for quality, performance
and luxury from their new carpet, the
message is simple – the British make the
best carpet in the world. They are
synonymous with heritage, quality,
integrity and creativity. Indeed, it is a case
of Rule Britannia in locations worldwide
because when the best carpet is required,
be it for the White House, the QE2, the
Kremlin or Hong Kong airport, British
carpet is the choice.
‘While carpeting homes is the core

business of our manufacturers, Carpet
Foundation members have been involved
in some of the most prestigious, difficult
and impressive locations in the world.’
UK manufacturers use the best
materials and techniques, with many
buying, spinning and dyeing their own
yarn, he says. All UK made carpets are
produced in compliance with the
stringent Environment Agency
regulations. Carpet manufacturers also
support the farming industry and
collectively are the biggest users of British
wool in the country. They provide jobs,
skills and a sense of brand identity and
pride.
‘Why does all this matter?,’ he asks.
‘Yes, the Carpet Foundation does indeed
have a vested interest because most of
the carpet sold by our retail members is
produced by our British manufacturers.
However, the brutal truth is that in the
past 10 years, the UK carpet industry has
lost a significant proportion of its
manufacturing base. If this alarming trend
continues, it will have serious
repercussions for independent retailers.’
He says a further loss of production
from UK based companies will lead to
independent retailers losing their
competitive edge. They cannot buy
containers of carpet from overseas so will
be forced to become dependent upon
the wholesaler, putting them in direct
competition with the multiples offering
the same products but at potentially
unfavourable prices. Already, 70% of all
carpet sold in the UK is imported.
‘The story we told in 2002 at the
inception of our unique partnership with
independent retailers is as true now as it
was then – if the UK manufacturing base
goes, it tends to take independent
retailers with it. Look at retailers of
pottery, shoes, clothes and glass,’
explains Anton.
‘Market conditions are tough and in
difficult trading conditions it is essential
to be in tune with your consumers.
Consumer sentiment is pro-British so
there has never been a better time to
promote carpet produced by UK
manufacturers. UK based manufacturers
may struggle to compete on price but
they do compete on quality. Celebrate
something that our country does
best and sell British excellence.’
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country
collection
three qualities
two shearings
one stunning carpet

Cavalier
C A R P E T S
THE CARPET
FOUNDATION

QUALITY
MARK

available in 35, 45 & 55 oz from september
contact your local representative for details

www.cavaliercarpets.co.uk

P50_IMnov_AM

28/10/08

17:26

Page 50

Best of British

ASHLEY MANOR
‘We are selling dreams and
aspirations – it’s not just furniture’

Keaton displayed in a lifestyle setting that appeals to consumers

‘The past 18 months have seen an
upturn in demand for UK made fabric
upholstery,’ says Steve Morgan, Ashley
Manor Upholstery sales director. ‘People
can take the model and add their
personality to it through the cover and
accent fabrics,’ something he says
consumers cannot do if they only have
the choice of container models.
‘We are trying to produce products
that have added value and value for
money. I want consumers to buy our
furniture because they want it, not just
because they need one. Retail price
points have come down so much in the
past few years that everybody needs
more volume just to stand still, but it
has encouraged people to change their
furniture more frequently, which is good
for everybody.’
He says furniture is as much a fashion
accessory as your clothes or watch. ‘We
are selling dreams and aspirations – it’s
not just furniture.
‘Independent retailers have changed
their focus in the past few years –
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they’ve had to look at more interesting
furniture. Consumers want to see the
product displayed in a lifestyle setting,
they fall in love with the whole look. If

the retailer can give them that, the sofa is
halfway sold.’
He says the firm’s growth in the past
two years has come through increased
added value in the products with better
specification, rather than trying to
achieve specific price points, and closer
ties with retailers. ‘It’s all about building
relationships – we’re a lot closer to our
stockists. We’ve put ourselves in good
order for the next six months.’
Central to this is the company’s
exclusivity policy. ‘If someone commits to
us, we commit to them. We don’t deal
with websites or interior designers. I turn
down three or four a week. There is
nothing worse for a retailer than to see
the product on a screen saying “we’ll
beat any price”.
‘The strength of UK products is as
retailers tighten their belts they don’t
want to hold stock. We are now offering
four week delivery on some models.’
The company is trying to add a bit of
glamour and eclectic mixes to its
products. ‘Our place in the independent
marketplace is middle to middle-upper,
for example aspiring Duresta owners.
‘Contemporary designs are doing very
well. We’re mixing contemporary shapes
with traditional fabrics designs and
colours. Our signature has always been
large pieces so we have introduced some
compact models. People want the look
but didn’t always have the room.’

Linear: mixing contemporary shapes with traditional fabrics
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Designed and Manufactured in Britain since 1949.
To arrange a consultation with one of our agents or to request a free
Caxton Catalogue please call 08700 600 555.
To view the complete range and find your nearest stockists
visit www.caxtonfurnitureonline.com
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Best of British

ALSTONS
‘The trade is now seeing us as
being innovative and daring’

Bellagio‘s chic linings and back panels match
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For a company that can trace its
involvement in furniture back to 1776, it
could be forgiven for taking an oldfashioned approach. But in the case of
Alstons, nothing could be further from
the truth. And if evidence were needed,
it is provided with its latest bedroom
range Bellagio.
‘Finished in a rich, high gloss walnut,
Bellagio is a first for the bedroom
market,‘ says John Alston, Alstons
Cabinet md.
‘This is a very glamorous product
which oozes sophistication both inside
and out. On Bellagio, part of the Boudoir
Collection introduced last year, the
exterior back panels of the wardrobes
and chests have a very chic lining which
matches the interiors. Again this is
another first for this market.’
The Boudoir Collection was introduced
to stimulate and expand the company’s
share of the bedroom furniture market.
The aspirational ranges have cross-market
appeal. Attention to the smallest details
has contributed to their success; soft
closers on doors and drawers, attractively
lined interiors teamed with good design.
‘I firmly believe that the trade is now
seeing us in a new light, as being
innovative, daring and putting a bit of
glamour back into the market,’ he says.
‘Yet at the same time we are retaining all
our traditional characteristics, high levels
of service and products that still offer
exceptional quality and great value.’
For Alston, UK manufacturing is at the
heart of the company. Alstons Cabinets
has been making bedroom furniture in
Ipswich since 1942 and being in the UK
means the company can ensure the
quality of its products and offer better
customer service. This is vital for
developing the close relationship it has
with its stockists, many of which have
been selling Alstons cabinet and
upholstery for decades.
Earlier this year Alstons made a major
investment in revamping its cabinet and
upholstery showrooms. ‘This allows our
products to be displayed in what we
would regard as the ideal in-store layout,’
say David Alston, Alstons Upholstery md.
Alstons has been voted AIS Furniture
Industry Supplier of the Year for a record
five consecutive years and achieved a
lifetime achievement award this year.
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Caxton’s Home Office collection

WOODBERRY BROTHERS AND HAINES
‘We promote the benefits of British manufacturing’
Where once the appeal of buying British
was low on the public’s agenda in the
face of cheaper foreign imports, now
Made in Britain labels are sought after,
says Mark Woodberry, Woodberry
Brothers and Haines md.
‘There is no doubt that the furniture
industry has suffered in recent years.
With modern technological advances and
the ease and speed with which products
from all over the world can be imported
into this country, the traditional British
manufacturer has struggled to compete
financially and the British public have
voted with their purses, choosing the
cheaper option,’ he says.
He reckons the tide is now turning
against imports, and with less tangible
issues becoming increasingly important –
such as after-sales service, delivery
options and environmental concerns –
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the consumer realises that British is best
and is turning to those manufacturers
that can meet their expectations.
‘It is the easy option for companies to
import products and open up a
warehouse from which to trade. But this
is very shortsighted. They are planning
for what is in vogue now and what is
cost-effective, but forget the needs of the
consumer.
‘Today’s modern consumer is looking
more from an ethical point of view, with
concerns over employment, the
sustainability of raw materials, reducing
their carbon footprint and so on. They
also want consistent quality of product –
in design and manufacture – customer
service and a guarantee of delivery that
are just not there with imported goods.
‘We have more than 50 years of
heritage in this industry and are fully

committed to the furniture trade and its
consumers. We aren’t saying that our
products are the cheapest because we
aren’t operating on a level playing field in
this respect, but where we are strong is
that we are able to give our customers
and our retailers an unbeatable offer,
which only comes from buying British.’
The company employs some 300 local
people in its factories and can deliver any
quantity of goods anywhere in the
country to retailers or the end user. Full
customer support is offered on all brands.
Consistency of quality and supply has
huge long-term benefits to the retailer
and consumer, especially in the current
financial climate, says Woodberry. ‘We are
proud to say that we one of the few
companies that can still do this, and will
continue in our efforts to promote the
benefits of British manufacturing.’
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VALE-BRIDGECRAFT
‘We have no need to move production to lower
waged countries; our product prices reflect an
acceptable standard of living in the UK’
For Stuart Chadwick, Vale-Bridgecraft md,
being a British manufacturer is an integral
part of its existence.
‘Vale-Bridgecraft’s roots run deep, not
only supporting local employment with
between 120 to 140 staff, but also in the
community around Hebden Bridge. More
than 60 years of continuous production
also means we have close and
meaningful relationships with both
retailers and suppliers within the industry
and we value this greatly.
‘We have no need to move production
to lower waged countries; our product
prices reflect an acceptable standard
of living in the UK and are value for
money, allowing us to operate a
successful profitable company,’ he says.
Upholstery design in the UK is very
diverse, says Chadwick, explaining the
company’s positioning. He believes that

Pompadour

Ella
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it is not possible for manufacturers to be
‘all things to all men,’ preferring to
concentrate on the older customer.
‘We operate in a niche area that
probably only accounts for 10% of the
upholstery market. Our customers are
likely to be over 55, cash buyers requiring
a product that gives good support and
will, if required, last them the rest of their
lives. We therefore produce original
designs that reflect the quality and finish
associated with our brand.’
Chadwick says the company has
enjoyed successful trading since the end
of the last downturn in 1994. But, he
does not expect it to be immune to the
current economic situation. ‘We will
continue to advertise the brand nationally
and hope to add to the regional support
showrooms we are currently operating.
‘A great advantage of being a UK
manufacturer is that we can respond very
quickly to our customers needs as the
economy tightens, giving quick delivery
and service in turn helping liquidity.’
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Best of British
This year has seen
Cavalier Carpets
develop several ranges
offering the retailer
quality and good value
that appeals to fashion
conscious consumers.
‘The modern
consumer is now
looking for something
different to a regular
twist pile carpet, taking
more interest in how
carpet can work as part
of an interior scheme,’
says Russell Clarke,
Cavalier marketing
manager.
‘Texture is certainly
more prominent than it
was a couple of years
ago, with homeowners
looking to give the
floor more visual
appeal. Colour too is
increasing in
prominence, as many
consumers are now
looking to move away
from beige,’ he says.
Country Collection
captures the popularity
of Berber style carpet
and is ideal for those
creating a rustic look
within their home, he says. ‘Adding a
unique twist in a long cut pile texture
that ranges up to 11mm in length, it has
a unique depth and one of the most
varied flecks available, preventing the
striated appearance that may sometimes
occur with these styles.’
Available in 4m and 5m widths, and
made from an 80% wool, 10% nylon and
10% polyester meltbond, the Country
Collection has three qualities – 35oz
Hamlet, 45oz Village and 55oz Parish.
This allows it to be selected on a room
basis, ensuring consumers get maximum
value for each room while retaining
uniformity throughout the home.
Country Collection is available in 10
light rustic tones.
Another new range, Urban Choice,
boasts colours designed to appeal to
those living in an urban dwelling. Subtle
taupes and browns mingle with natural

With growing
demand for low
maintenance carpets,
Cavalier has added to
its Stain-less range.
Available in 10 natural
tones, it has an Extra
Heavy Domestic rating.
Homeowners,
particularly those with
young families want
good value carpet that
can also withstand the
attacks of daily living –
whether that be a spilt
drink, mud or food.
‘Stain-less Luxury
brings the stain
resistant performance of
100% polypropylene
and despite its highly
competitive price, this
performance is
combined with great
looks thanks to its long
Stain-less Luxury cut pile Saxony texture,’
says Clarke.
Stain-less Super Twist
has a two-ply yarn and
a tighter and shorter
construction, increasing
appearance retention. It
has 13 shades in 4m
and 5m widths.
‘We are also ensuring
that our popular existing styles with
consumers are kept up-to-date, meaning
that retailers can maximise existing
loyalties,’ says Clarke. ‘Our Shepherds
Collection has been overhauled to offer
even better value and brings 100% wool
carpets to a price point below what
many have come to expect.’
A three-ply loop pile, it has three
structured loop pile designs, each in five
colours meaning homeowners can unify
pattern and alter colour, or unify colour
and alter pattern between rooms.
Clarke says: ‘2008 has seen significant
developments in our portfolio to refine
and improve our texture and colour
offering. But most importantly, 2008
has seen us improve our level of value
to consumers, answering demands
for improved performance and a
better specification at an even more
competitive price.’

CAVALIER CARPETS
‘2008 has seen us improve our
level of value to consumers’
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tones to soften city interiors and provide
relief from fast paced living.
‘Made from three-ply 100%-pure New
Zealand wool, Urban Choice offers
premium luxury for a segment of
consumers that rate this asset highly. Its
heavy loop pile construction helps to give
the carpet added textural appeal.’
Available in 4m and 5m widths, Urban
Choice can be easily adapted for largescale open plan living areas or small flats.
Following the same 100% wool path,
Rustic Choice can be used alongside
Urban Choice to contrast styles and
colours without sacrificing luxury and
performance. ‘Rustic Choice offers the
exact same three-ply yarn, 50oz pile
weight and 100% pure wool
construction, but with heather tones and
a more natural colour palette, allowing
the two ranges to be fused together
throughout the home,’ Clarke adds.
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It’s time for a British bed

R

Hypnos showrooms open 6 days a week.
Come and see our brand new Regency Collection
Specifically designed for Independent Retailers.
Hypnos Showrooms, Princes Risborough. Buckinghamshire HP27 9DN, England
For further details call 01844 348200 or email: sleep@hypnosbeds.com
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Almost 30 UK carpet manufacturers use British Wool

There are 20million sheep in the UK
producing 38million kg of fleece clip a
year. Of this three-quarters goes into
carpet manufacture. The wool produced
by 60,000 farmers is collected, graded
and auctioned by the British Wool
Marketing Board. It is legally bound to
handle all clips produced in the UK.
Most wool is shorn in the summer and
graded into type and quality at a network
of BWMB depots across the country. The
BWMB markets British Wool as a fibre of
consistently high quality that meets the
specifications and requirements of various
markets and tests the wool pre-auction. It
takes five years to learn how to grade the
wool of the more than 60 breeds of
sheep in UK – more breeds than in any
other country.
To be classified as British Wool, the
wool must come from a British sheep
breed in the UK. If these conditions are
met, producers can use the BWMB’s
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Ulster Carpets

BRITISH WOOL
‘It is Mother
Nature’s own
SMART fibre’

shepherd’s crook quality symbol to
promote the wool. The 29 carpet
manufacturers using the logo must
ensure that at least half of the wool
blend meets the criteria.
‘British Wool is grown on hardy sheep
grazing on open countryside, which
protects the sheep through the harshest
winters thanks to its unique natural
properties,’ says Richard Poole, BWMB
European business manager.
‘British Wool has a true green lineage –

it is Mother Nature’s own SMART fibre,’
he says. ‘It is planet friendly fibre that is a
renewable natural resource. It has the
ability to bio-degrade without harming
the planet and is easily recycled.’
Poole points out that wool has a
complex physical and chemical structure,
made up of more than 20 amino acids
that form chains (polymers) of proteins. ‘It
is this complexity that makes wool so
versatile. Carpet made from made-made
fibres are only “simple” structure, so their
performance characteristics are limited.‘
If you look at a wool fibre under a
microscope, you see that its surface is
made-up of overlapping scales. These
scales envelop an incredibly sophisticated
bio-core more advanced than any manmade carpet fibre. The scaled structure,
along with natural oils, create a shield
against dirt giving wool inherent
resistance to soiling.
‘British Wool is a fibre with bulk and
resilience [the ability to bounce back after
being compressed] that offers superior
durability and performance. A British
Wool carpet will reduce the effects of
tracking and shading, providing longer
lasting retention of appearance,’ he says.
Because of its high moisture and
nitrogen content, wool is difficult to
ignite and has low flame spread and heat
release properties. It doesn’t melt or drip
and has unique self-extinguishing
properties. These properties mean it
complies with many international
flammability regulations without the need
for additional treatments, he adds.
The variety of textures and shades
available in British Wool is shown in the
BWMB’s Shades of Nature yarn collection,
featuring new twist yarn options for
tufted carpets. Featuring nine natural
shades including a natural black and
three blended shades, the collection
highlights the true characteristics and
textures of wool from British sheep
breeds.
‘Shades of Nature is a tool for the
carpet industry, devised to meet the
growing demand for 100% natural wool
within carpet ranges. We are seeing a rise
in the number of yarn spinners and
manufacturers that are now required to
meet tough environmental specifications
and we can help them to address this
with British Wool yarns,’ says Poole.
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BRINTONS – THE
BRAND TO INVEST IN
British-based Brintons has been at
the forefront of quality woven
floorcoverings for over 225 years,
marrying the very latest technologies
with the best raw wool to create truly
luxurious carpets.
The Kidderminster company was
established in 1783 by William Brinton,
and Michael Brinton is the sixth
generation of the family involved in the
company.
Creating luxury wool-rich carpets in
patterns, plains and naturals is what
Brintons does best. The best wool is
selected world-wide but… the wool
from one in eight British sheep ends
up in a Brintons carpet.
Famous for iconic and unique
advertising, Brintons launched its first
campaign in the early 1990’s by
presenting carpets as couture. From
the stunning carpet clothing
campaigns to working with the world
renowned shoe designer Manolo
Blahnik, Brintons aims to inspire its
consumers and retailers. The current
Seasons by Brintons campaign,
launched last autumn, celebrates
design and elegance, while fully
embracing the seasons of nature.

Pure Living Retro Cord

Plains and patterned carpets are
presented together creating striking
images that have engaged consumers
and been embraced by the home
interiors press and retailers.
Spotting trends and forecasting
future fashions has ensured the carpet
company has grown and developed
within its increasingly demanding
consumer and corporate markets. All
of the residential ranges are designed
in Kidderminster by Brintons’ in-house
design team researching the very
latest trends and colours, embracing
both the world of fashion and interiors.
Kelly Butler, design manager,
comments: ‘The residential design
team continues to endeavour to push
the boundaries of carpet creation,
through good design, colour and yarn
development. Our inspiration comes
from all aspects of life from interiors
and the arts, to the catwalks of Paris,
through to the influences in
entertainment and society as a whole.
Carpets are designed to complement
every room in the house, from the
most contemporary to the most
classic.’
With hundreds of designs produced
every year, Brintons has the industry’s
largest archive, consisting of more
than 100,000 custom designs dating
back to 1790.
This autumn, five stripes combining
striking colour with the interest of twist
and stipple yarns are being added to
the Pure Living Collection. Other new
ranges include Abbeyglen, taking its
name from one of Ireland’s most
beautiful castles, and True Velvet, a
woven wilton which is soft and
sumptuous to the touch and
glamorous to the eye. Also recently
introduced is the innovative woven
wilton Stripes Collection featuring a
unique combination of velvet and twist
yarn throughout the four stunning
colour groups.

Winter by Brintons

In the current economic climate
Brintons is even more conscious it
must strive to stimulate interest in its
carpet. Brintons’ strategy is to
continue to invest in new products and
brand advertising. Carl Johnson,
residential sales and marketing director
believes the Brintons brand offers
‘design expertise and originality
supported with a focus on providing
our retailers with a fast and effective
service. This is underpinned by our
commitment to inspire consumers and
build a luxury carpet brand.’
This season Brintons is not just
investing in new products and brand
advertising, but also in its supply
chain. Johnson says: ‘We are
committed to achieving a high quality
customer service and are
demonstrating this with investment in
a new fleet which will be on the road
this autumn and features our iconic
Seasons brand images, giving it a truly
striking appearance.’
Brintons’ secret is that it continues to
invest, inspire and innovate. For more
information visit www.brintons.net or
call 01562 820000.
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Best of British
CORMAR CARPETS
‘Buying British supports
British jobs’
‘Good UK companies continue to thrive
because retailers know that dealing with
a British-based company has many
advantages, especially when it comes to
service issues,’ says David Cormack,
Cormar Carpets marketing director.
‘Retailers know they can rely on us for a
good back-up service and in a
competitive marketplace, that is a vital
reason for choosing to buy from a
company like us.’ Also Cormar carries a
substantial amount of stock rather than
just a few rolls.
Cormack says over the past nine
months the fluctuating exchange rate has
worked in favour of British manufacturers
because they provide a much greater
degree of pricing stability.
‘For the consumer, buying British also
means supporting British jobs, something
that is an increasing concern to people
given the current economic climate.
‘It’s nice to know, for example, that
buying from Cormar helps to support
220 jobs in the north of England as all
Cormar carpets are manufactured in the
UK and much of the yarn is sourced
within the home market,’ he says.

Sweet Dreams makes 400 beds a day

reputation for making the most
comfortable beds in the world,’ says
Chris Ward, Hypnos marketing director.
A Royal Warrant reinforces Hypnos’s
reputation for service excellence and the
very best in British quality. The company
prides itself not only on its expertise in
making luxury pocket spring beds, but
also on its insight into sleep.
‘Deep, uninterrupted sleep not only
rejuvenates the body and the mind, but
also helps to improve daytime alertness
and performance, while improving health
and well-being,’ says Ward.

SWEET DREAMS
‘Beds are at the heart of
the company’

Hypnos’ Sandringham has 4,900 springs

HYPNOS
‘The best in British quality’
Hypnos has been manufacturing luxury
handmade beds using traditional, timehonoured methods for more than a
century. ‘Combining traditional skills with
constant innovation, and using only the
finest natural materials, Hypnos has a
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Sweet Dreams manufactures about 400
divan bases and 700 mattresses a day at
its Burnley, Lancashire factory across its
Sweet Dreams and Moonflower brands.
Although it has recently returned to the
upholstery sector, beds remain at the
heart of the company and account for
the majority of sales.
New treatments to mattress covers
have been a major breakthrough, with
Camomile the debut divan in a new
Nature’s Fresh range, to be expanded
next year. Invisible microcapsules in the
cover lock in fragrances and release them
gradually when subjected to pressure, ie
when someone lies on them.
Sweet Dreams is also offering home
delivery within 15 working days on all
beds, after pioneering the service with
its upholstery.

KINGSTOWN FURNITURE
‘Contemporary interior
design is popular’
With extensive, state-of-the art
manufacturing facilities in Hull, East
Yorkshire, ready assembled bedroom and
living room company Kingstown
Furniture can produce more than
300,000 units a year, with over half being
delivered direct to the consumer’s home
by its own delivery fleet. It has sales of
£26m and more than 30 years of
experience.
‘Recent years have seen an increase in
popularity for contemporary interior
design in the UK,’ says Geoff Brailsford,
Kingstown Furniture group sales director.
‘Consumers are opting for light, sleek
furniture that suits the modern styling in
their home. This is reflected in the current
success of our Signature, Montana and
Insignia painted ranges. While these
ranges remain traditional in style, the
painted finish offers a contemporary twist
that works well in any type of room.
These styles are currently the most
popular in our product portfolio –
outselling our traditional oak effect
ranges.’
But oak effect furniture is still popular –
so much so that a few months ago two
rustic oak style ranges were added.
Middleton and Hampstead are darker
than traditional oak, offering the
consumer something slightly different.
‘At Kingstown, we endeavour to supply
a wide range of furniture to suit every
taste and preference,’ says Brailsford.
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Marketing

PR AND WORD OF MOUTH
THE ECONOMIC HERO
There won’t be instant benefits, but investment in
marketing will pay off especially when times are tough

Trends towards using PR and word of
mouth tools as integral parts of the
marketing plan are increasing daily. Yet
some companies still deem the ‘softer’
sides of marketing as irrelevant with no
immediate benefit.
My advice? Lose these great tools at
your peril. In tougher times the loyalty
built through PR and recommendation of
others will be the strongest form of sales
confidence you can have.
It can take time to see the benefit, but
that is because PR needs a skillful plan,
delivered expertly. If rushed it can lose all
of its merit.
Both PR and word of mouth need
other people to believe in you to lever
the success. Just like your reputation, it
will need a consistent and considered
approach. Thousands can be spent on
PR, but you can achieve so much with
the right ideas and determination. Talk
about your successes.

Link into your team
There are so many people working with
the community, fundraising projects,
amazing sports people and so on who
might appreciate your support and
interest. In return you could help sponsor
them or support them with some time.
This could create a feature for you to
celebrate in-store and create more
awareness of your brand in the local
community.

Engage with the community
Look at how you can get involved with
the people and community around your
store. This does not have to mean
donating money, you can invest time and
add just as much value. Your local council
can help to start your journey.

Mentoring and partnerships
Local business needs local business. There

The good neighbour

Dogs are said to be man’s best friend: what
reputation has your brand got?

is a whole network of non-conflicting
local contacts. Invest the time on how
you might work together and you could
be richer for it.
You could think about teaming up with
retail partners on schemes to promote
one another, or perhaps your skills could
help a younger business get off the
ground through a mentoring scheme.
Contact your local Business Link to start
taking steps in the right direction.

Sing your own praises
Make it easier for your customers to give
you feedback. Keep a service book instore and encourage comments, make
the contact us section prominent on your
website.
Incentivise feedback with prizes for
completed questionnaires etc. Use
positive feedback letters everywhere –
don’t keep them hidden under lock and
key or in a dusty file. Get them on the
wall, on the website and on your point
of sale. The consumer is looking for
reassurances and will take great comfort
in the positive words of others.

A delighted customer is your best sales
person. Recently I have experienced two
totally extreme service standards from
local businesses. My local gym and spa
employ the most inexperienced staff
which frequently disappoint in cleaning,
training and treatments. I have cancelled
my membership and have advised as
many people as I can about the shocking
service. I’m even telling you!
On the flip side, my dog walker saved
my bacon recently. I was stranded on the
M6 and called him to help – he even
turned the lights and heating on for my
return home. He brings my parcels in,
accepts deliveries and genuinely cares
about my canine friend. I was one of his
first customers – and now he is
struggling to fit in any more of my
friends. He deserves the ultimate success.
I never complain or worry about any
price increase as I couldn’t stand to lose
his help.
My point is, that if you ensure that
there is excellence in each of your
transactions, you deserve for all of your
customers to recommend you.
Purchasing items such as furniture and
flooring is an infrequent process. The
customer is always looking for
reassurance and if it comes from a friend
or neighbour, editor of the local
newspaper or magazine or the charity
that your store just assisted, it will carry
much more weight.
These are difficult times, but our
reputation is with us for life. We need to
spend time on it and in turn it will pay
dividends.
As Benjamin Franklin said: ‘He that can
have patience can have what he will.’
Kate Hardcastle is founder of Passion brand
and marketing consultancy
www.passionmarketing.co.uk
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CIFF
GOOD TIMES
Moving the event has brought benefits,
and next year’s show will be even larger

Aris Furniture

Rescheduling the China International
Furniture Fair to September brought
increased international buyers to the
Guangzhou event, with a fifth of the
36,000 visitors non-Chinese. The 677
exhibitors included contemporary
manufacturers Landbond, Kuka, Red
Apple and Opal and overseas firms such
as Colono, Ole, U2Living, Index and Sitra.
Alongside the 130,00sqm show,
furnishing event Homedecor
+Hometextiles hosted 254 exhibitors,
including Landbong, Yifa, Jie You and A3
Home.
The spring edition of the event on
18-21 March will be even bigger,
covering 300,000sqm while the raw
materials, machinery office and contract
furniture event (27-30 March) will cover
200,000sqm.
In March the show will use the Pazhou
Complex, which has been extended by
90,000sqm to 340,000sqm, making it the
second largest exhibition centre in the
world, according to the organiser.
The modern furniture area of CIFFHome Furniture will use 15 halls
including two special pavilions for hotel
furniture and overseas exhibitors.
Classical furniture area will employ eight
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JL&C Furniture

Century Beking

halls, maintaining the exhibition scale of
classical upholstery and European-style
furniture and enlarging the proportion
of American-style and neo-classical
furniture.
Homedecor + Housewares China will

cover two halls alongside CeramEx China
2009. Outdoor + Leisure Guangzhou
will offer outdoor furniture and products
while dates for the kitchen and kitchen
furniture event CKFA has been changed
to coincide with CIFF in March.
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EVERYTHING FOR THE HOME

A front room of a terraced house in
the South Wales Valleys was the
modest starting point for one of the
most successful businesses in Wales.
From those early days of selling
ironmongery and hardware, the
business has developed into three
major department stores, at Cross
Hands, Llantrisant and Melksham,
with a home improvement centre at
Tonypandy. And there are no plans to
stop there, with the search on for a
site along the M4 for a fourth
department store.
Leekes weathered two world wars
and the Depression to become a
highly successful independent familyrun retail business in an era which is
increasingly dominated by major
chains. The business, which is more
than a century old, is now among
Wales’ top 60 businesses.
‘At Leekes you can get virtually
everything for the home in one place
– from the brick, the first thing you
put down, to the fish tank, the last
thing you put into a house,’ says
Martyn Lewis, Leekes marketing
business manager.
And Leekes has the capacity for
further expansion. ‘We’ve a vast
warehouse, the size of three rugby
pitches, at the rear of our
headquarters. It was built to supply

our department stores so there is no
reason why it could not supply
another.’
As with many businesses, finance
plays a key role in Leekes securing
purchases from customers looking
for value for money during tight
financial times. In the past 17 years
Leekes has developed a close
working relationship with Black Horse
Retail Finance. It offers a range of
products with Black Horse, backed
by Lloyds TSB.
‘As a result of our relationship with
Black Horse we offer IFC for up to
three years. We’ve also a home
improvement loan at 9.9% interest, a
store card and a 5.9% loan for
customers buying our conservatories
which we launched in June. When we
offer IFC there is an immediate uplift
in sales. It represents an additional
offer to the sales price. You can
switch it off or on, which works well
for us,’ says Lewis.
‘The minimum amount on the
interest free offer is £1,000, except
on garden furniture, fitness
equipment, where it is £200, and
beds where it’s just £600. Alongside
IFC we also offer a price promise on
matching rivals’ prices. It is a strong
offer.’
Lewis says the chain has seen an

increase in customers taking up IFC
this year compared to previous years
and in today’s financial climate it has
been important to offer free credit to
maintain market share.
‘We have been with Black Horse
for many years, which I suppose says
it all about our relationship,’ he says.
Black Horse has enjoyed close
links and a successful working
relationship with Leekes, which was
the first Black Horse account to offer
POS finance credit.
Leekes, which has 800 sales staff,
built its reputation on good customer
service, after-service care, its refund
policy and the knowledge of the staff,
ensuring customers get a good
experience on every visit.
‘We have a lot of experienced sales
people. There is nothing they don’t
know about the company and the
products they are selling. Our
retention rate for the sales force is
probably the highest of anyone in the
retail industry. It is partly down to
being a family business and also to
the areas the stores are located in,’
Lewis adds.
For more information about working with
Black Horse Retail Finance, contact the
sales support team on
0870 609 1039 or visit
www.poscredit4u.co.uk
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JSWB
THE WAY TO GO
A newcomer joins the show ranks with a significantly different
model that might just prove to be the way of the future

The JSWB Shanghai Furniture Sourcing
Fair is still in its infancy. However, the
sheer magnitude of this second event
makes it a serious contender for a visit
on the busy exhibition circuit, even
though it took place during the same
week of the better-known Shanghai
Furniture Show in September.
Covering more than 3million sqft of
permanent showroom space, the
expansive complex is home to 375

exhibitors who take on a double persona
– open to the trade buyers during the
show and for the consumer during the
rest of the year.
The organiser believes this new
business model that supports businessto-business and business-to-consumer
has the longevity to be financially viable
in a way that High Point never can. It
also says it is a unique opportunity to
get feedback from both sectors to more

realistically gauge market reaction.
Of course, the proof of its success will
come from the individual companies.
Most have entered into the spirit of the
venture with enormous showrooms,
without stinting on the fit-outs or
merchandising. Many brands such as
Cheers, Universal Furnishings, Frandiss,
Artpeak and Natuzzi take up entire
buildings with three floors, showing a
significantly large range that would be

‘The JSWB Fair strives to
carve a niche in the
international furniture
exhibition scene’

The scale of the exhibition is vast with many companies, including Cheers and Frandiss, taking up entire buildings
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impossible in a traditional exhibition
space. Some Chinese companies use the
space for their flagship stores.
In the international brand section,
there were high end companies including
Rolf Benz, Hulsta, Artemide, Poltrona Frau
and B&B Italia. And while the products
may have been launched in April in
Milan, it was a good opportunity for
European brands to have a strong
presence in both a trade and growing
domestic market retail space.
An added feature of the showrooms
was the furniture components and
interior design fair ZOW, which has
moved from its previous venue in
Pudong to a larger space for its 150
exhibitors.
In terms of the practicalities, the venue
has a business centre, offers a free lunch
buffet for buyers and a free shuttle
service to and from the venue and
Shanghai airport.
Possibly one of the biggest issues going
against the show is the transport to the
venue. The shuttle service seemed
somewhat random in terms of its
timetable and little information was
available at the pick-up zone. Using taxis
was a time-consuming experience, taking
around an hour each way out of rush
hour. A train line extension is planned for
the future that could certainly make the
trip easier.
With its high ideals, the JSWB Fair is
dismissive of the local Chinese fairs, not
seeing them as competitors, but would
rather strive to carve a niche in the
international furniture exhibition scene
alongside the likes of Salon del Mobile,
High Point Furniture Fair or Las Vegas.
Whether it lives up to the hype remains
to be seen, but it has all the makings of a
venture that could be an enormous
success in the future – certainly with that
must-visit factor.

Companies can display more products at JSWB than at other shows

Exhibitors open their stores to consumers when there is no show

www.interiorsmonthly.co.uk
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Crossword

Easy

Medium

Difficult

For answers turn to page 70
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Across

Down

1 Strike breaker
5 Transfer
10 Little devils
14 Exhort
15 Military chaplain
16 What’s the big ____?
17 Sullen
18 Dole out
19 Writer Sarah ___ Jewett
20 Chucked weapon
22 Registered
24 Garment of ancient Rome
27 Group of individual facts
28 Illegitimate
32 Furry swimmer
36 The Greatest
37 Having auricular protuberances
39 So spooky as to be frightening
40 Prescribed amount
42 Reasoning
44 Uncouth
45 Potala Palace site
47 Chinese martial arts
49 Animation unit
50 Seaport in the Crimea
51 Disperses
53 Dies ___
56 Lead
57 Primordial
61 Hurried
65 Atmosphere
66 Brightly coloured lizard
69 Final Four org.
70 Civil disturbance
71 Not once
72 Singer Vikki
73 Actress Heche
74 Rare delight
75 Paradise lost

1 Lather
2 Harvest
3 Malaria symptom
4 Rebuke
5 Hot tub
6 Actor Linden
7 Not working
8 Large divided leaf
9 Aquarium fish
10 Worshipper of Baal, Hathor, or
Jupiter
11 Blackbird
12 Window piece
13 Dog-powered snow vehicle
21 Cloak
23 Siouan speaker
25 Score
26 Shaft shot from a bow
28 In an inadequate manner
29 Hawaiian greeting
30 Agave fibre
31 Old Ethiopian emperor
33 Armistice
34 Duck with soft down
35 Staggers
38 Flat circular plates
41 Guess
43 Converse
46 River in central Switzerland
48 Four Corners state
52 Daze
54 ___-garde
55 ____ beaver
57 Graph prefix
58 Undoing
59 Tiger’s choice
60 Wash
62 Great quantity
63 Shipping deduction
64 Aggregate of fibres
67 Give ___ break!
68 Singer Garfunkel
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Osmo’s PolyxOil Rapid,
complete treatment in
just one day

PolyxOil Rapid from Osmo UK is the premium, original hardwax-oil wood
finish that delivers rapid drying times – guaranteed to keep wooden flooring
and all internal joinery as beautiful as the day it was first installed.
● Professional natural looking superior finish for wood, cork and OSB floors
● Extremely quick drying time, can apply two coats in one day
● Available in Satin and Matt
● Strong and durable, as well as easy to spot repair
● Offers highest coverage of any oil on the market (2.5 litre can covers
approx 30m2 with two coats)
Osmo UK
Unit 24, Anglo Business Park, Smeaton Close,
Aylesbury, Bucks HP19 8UP.
Tel: 01296 481 220 Fax: 01296 424 090
www.osmouk.com info@osmouk.com

The
e LOW
W COSTT I.T.. solution
n iss here
Any size of store - 85 pence per day, per user*

Fully Integrated System

Included

Multi-Branch & Warehouse

Zero Setup costs

Financial Accounting

Free 30 Day Trial & Demo

Stock Control (Unit & Bulk)

Free Training & Tutorials

Price Tickets & Price Point

Free Data Transfer of Stock

Custom Management Reports

Free Customer Migration

Website Integration

Free Customised Printing

Postcode Lookup*

Free Order Tracking Website

Customer Service Suite

Free Tech Support for life

Online Customer Order Tracking
AIS Members Catalogue Upload
Sales & Purchase Orders
Barcoding & Container Orders
Text Alerts for Customers
Mail Merge with Targeting
Profit Margin Monitoring
De-Branding Module

For more information
call or email:

Delivery Scheduling

08712 20 64 64

* minimum 4 users. * Postcode lookup is an optional extra and incurs a charge

info@retailsystem.com

IT IS
S NOTT EXPEN$IVE
E ANYMORE
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Final polish
Trouble and strife

Cash pile for museum

The police seem to have had a
busy time with the furniture
and flooring trade of late. Lord
Kirkham, DFS founder, denied
a charge of assault
occasioning actual bodily
harm at Doncaster Crown
Court last month. The trial
begins on 18 December in
relation to an incident in April.
Moving furniture may not
seem a matter for the law, but
it is in Edinburgh when you
do it at midnight. Sonia
Menzies pleaded guilty to
breaking the terms of her
Asbo after a neighbour
complained about the noise.
The neighbour says the noise
was so loud she had to take
her dog for a walk to get
some peace and quiet.
Menzies was arrested shortly
afterwards. Her lawyer says it
was ‘unusual behaviour’.
Five staff at In-House
Flooring, Whitham, Essex
were arrested after a row over
a cheque. Simon Cremer,
In-House owner accused
carpet fitter Mark Gilbert of
taking a company cheque and
making it out to himself for
£845. Gilbert claims he was
driven to Witham town centre
in Essex by colleagues and
had to walk 350 yards to the
police station with a sign
around his neck describing
him as a thief.
He says he was owed

Plans to create a carpet
museum in Kidderminster
have taken a major step
forward with a £1.7m grant
from the Heritage Lottery
Fund. The Carpet Museum
Trust hopes to open the
museum in Grade II Listed
Stourvale Mill in 2011.
Next year it intends to make
an application to the HLF for
stage two funding but still has
to raise £625,000 itself.
The central attraction will be
a working power loom, while
display galleries will interpret
the development of the
industry in Kidderminster since
the 18th century. There will
be hands-on opportunities to
learn about the technical
aspects of carpet production,
while the Carpet Archives
Centre will be relocated to the
new site. In addition there will
be an education and resource
area and a temporary
exhibition area.

According to a Sleep Council survey, a third of women and a quarter of men
believe the safest place for their money is in or under their mattress. We
reckon the best place is In the till of their local interiors store

wages so took the cheque to
Cash Converters, but then
reconsidered and paid the
money back, hoping it would
be the end of the matter.
Cremer claims it was a
citizen’s arrest while Gilbert
says he plans to take legal
action. Essex Police says five
men were arrested and
released on police bail until
27 November.

New ball game
Things are more positive for
another carpet fitter, Ryan
Esders. A month after being

made redundant he signed a
one-year contract with rugby
league club Hull Kingston
Rovers. ‘I wasn’t sure what I
would have done if I hadn’t
got this opportunity to play
professional rugby,’ he says.

Cheers to Challicoms
Challicoms, the Clevedon,
Bristol, furniture and flooring
retailer is celebrating its 150th
anniversary with a makeover.
Founded by CE Challicom, the
company was bought by
Victor Dark in 1949 and is run
by his son Edward.

Entertainment answers

Easy

70

Medium
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Difficult

Life in Luton
One Luton resident took
offence at the Fun on the
Floor’s poster campaign,
covering the image of the
naked woman with paint. It
was in good company though
– a poster featuring an
apparently naked Olympic
Team GB swimmer Gregor Tair
rising out of the pool, was
also covered up. Why?
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Building Excellence
Vale-Bridgecraft
a brand the market
knows and trusts.
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Multiyork
Choice, choice, choice

Best of British
Why being local matters

Great British Furniture, National Advertising, Showroom Support, Superior Design, Quality & Craftsmanship, Realistic
Delivery Periods, Reliable After Sales, High Standards Environmental Management, Supports Local Industry

See our full range at: www.valebridgecraft.co.uk Telephone: 01422 885000

HRH The Duke of Edinburgh KG KT
PATRON
HRH The Duke of York KG KCVO
CHAIRMAN OF THE TRUSTEES
The Outward Bound Trust

Best Fabric Upholstery
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Alston’s Bellagio
Seductively chic
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