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In all likelihood, the pace of economic recovery in 

South Africa will remain slow. In addition, the local 

currency will at some point weaken and result in new 

cost pressures, which in turn will promote intensified 

competition. It must also be expected that the country 

will become a destination for investment by 

international companies, which will further influence 

the shape of the retail environment. 

In the context outlined above, management believes 

that to maintain Italtile’s leadership position in the local 

market, the Group must achieve the status of a world 

class, low-cost retailer, aligned with lean retailing 

principles and embodied by an optimal combination 

of profitability and customer satisfaction. Integral to 

this ambition is the belief that business models are 

easy to replicate, and hence the Group’s current 

strategic advantage must continue to be enhanced 

and remain unassailable.

The Group is confident that the industry continues to 

afford growth opportunities for innovative businesses. 

Research indicates that per capita consumption of 

tiles and sanitaryware in South Africa is still in its 

infancy compared to global counterparts. Likewise, 

the Group’s constant re-invention of components of 

the business ensures that it too, is far from mature. In 

the traditional markets, serviced by established 

brands CTM and Italtile, market share continues to be 

gained through the expansion of the offering; while in 

the new market segments in which TopT operates, 

substantial growth is afforded by providing first-time 

access to product in previously under-serviced areas. 

Key to the Group’s growth strategy will be to drive 

top-line growth within the existing cost structure. This 

will require continued simplification of the business, 

including the use of innovation and technology, as well 

as further efforts to fine-tune the supply chain to 

maximise profits. 

Overview

The Group’s trading environment remained sluggish in 

the review period, featuring similar subdued market 

characteristics to those experienced over the previous 

two years. Whilst the new build market continued to 

be restrained by conservative lending policies 

employed by financial institutions, high levels of 

consumer personal debt and limited wage inflation, 

the renovation segment fared slightly better with 

homeowners favouring investment in home 

improvements over the uncertainty of new property 

acquisitions. In the absence of consumer confidence, 

aggressive trading and price-cutting intensified, and 

further consolidation was experienced among industry 

participants.

Notwithstanding these conditions, the Group reported 

a pleasing performance, in line with management 

expectations. The solid results delivered are a 

reflection of the ongoing efforts to improve the quality 

of the business. Key focus areas remained: customer 

service, underpinned by training and development of 

human capital; a distinctive shopping experience, 

supported by an unrivalled range and value 

proposition; and dynamism in enhancing in-house 

efficiencies through technology and innovation. 

Market share was extended in both the entry level as 

well as the middle to top-end segments, reflecting 

customers’ positive response to our endeavours.

As new consumer spending patterns continue to 

shape the retail environment, retailers globally are re-

visiting the way they do business. Lean manufacturing 

techniques invoked by Japanese automakers in the 

1980s are being adopted in the retail environment in 

an effort to promote sustainability. A focus on 

simplifying work processes and eliminating waste – of 

resources, time, effort, materials, and motion – are 

becoming standard operating procedures for astute 

businesses.

Operational review
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In addition to its strong cash generating 
ability, Italtile’s proven business model 
is underpinned by sound fundamentals 
including an established supply chain, 
a strong market reputation, powerful 
technology and talented people.
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Operational review continued

Divisional review

Retail

Italtile

Italtile is the leading fashion retailer of exclusive ranges 

of tiles, bathware and related products, servicing the 

premium segment of the market.

Management’s ambitions for the brand as expressed 

in the previous annual report were to make further 

inroads into the commercial projects sector and to 

expand the upper end of the middle income market. 

The business’s success in achieving this gain in 

market share is reflected by the double digit growth 

recorded for the period. Notwithstanding aggressive 

competition and fragmentation of the market resulting 

from the influx of imports, Italtile reported sustained 

margins.

A number of initiatives were accomplished during 

the  review period. The brand launched its new 

corporate identity, which centres on an “exclusive, yet 

inclusive” ethos, to better reflect Italtile’s concerted 

effort to grow the top end of the mid-level market not 

serviced by the CTM brand. Whilst remaining loyal to 

its premium brand positioning and product offering, 

the new identity has a humorous, educational slant 

which is more encompassing and accessible than 

previously.

In addition to this strategy to enhance the offering for 

middle income consumers, attention was also paid to 

fine-tuning the trading formula for the projects division. 

Now better designed to benefit from synergies 

In keeping with the Group’s confident outlook, 

aggressive targets are in place for the  

forthcoming year.

Financial review

Like-on-like system-wide turnover increased 10% to 

R3,02 billion (2010: R2,75 billion) reflecting growth 

across each of the Group’s retail brands: Italtile, CTM 

and TopT. With a net increase of only two stores 

during the review period, growth was organic and 

attributable to enhanced efficiencies in the business 

and supply chain, as well as a gain in market share.

Trading profit grew 15% to R448 million (2010: R389 

million). In the current competitive environment the 

Group restricted average selling price increases 

across the board and passed on cost savings derived 

from the strong rand to its consumers. This strategy 

had the effect of containing margins at previous levels.

With continued intensive inventory management, 

product balance continued to improve and stock  

levels of R241 million remained in line with the prior year.

Notwithstanding capital expenditure of R135 million, 

cash reserves increased to R839 million, an 18% 

improvement on the prior year (2010: R711 million) 

reflecting the Group’s strong cash generating ability. 

The healthy balance sheet will be used to fund future 

expansion.

The Group’s net asset value per share increased by 

16% to 186 cents (2010: 161 cents).
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Plans for the year ahead include an expansion of the 

division’s existing facilities. In addition, continued 

enhancement of the range and offering will be 

conducted. Attracting and retaining high calibre staff 

is a prevailing challenge in the industry. Accordingly, 

training and development of human capital is a key 

priority. Over the past two years, a primary goal has 

been to build leadership talent and depth of 

management, and rewarding achievements have 

been made in this regard. Ongoing attention will be 

paid to this vital facet of the business.

There is little indication of an improvement in trading 

conditions in the forthcoming period, but management 

remains confident that current and planned initiatives 

will entrench Italtile’s leadership position in the 

premium market. 

CTM

CTM is the country’s biggest specialist tile and 

bathroom retailer, targeting the middle income 

segment of the market. The brand holds strong 

appeal for DIY customers and small builders.

Several marked trends developed in the review 

period, including increasingly aggressive competition 

from small and independent industry participants as 

they fought for survival; a heightened awareness of 

and demand for fashionable product in the rural areas; 

and an influx of imported product facilitated by the 

strong rand, which created a vigorous market for 

polished and glazed porcelain tiles across the 

consumer income spectrum. In the 2010 Annual 

Report management noted that their expectation was 

for “the imported product segment of the market to 

become the site of future price wars”, a prediction 

which proved prescient. This trend will continue to 

shape the industry in the short term. The Group’s 

status as one of the leading buyers of tiles globally, 

and its long-standing supplier relationships enabled it 

to take advantage of the opportunities offered by this 

development.

afforded by the retail structure, this division is poised 

for good growth in the year ahead. Inroads achieved 

in the Gauteng market have provided the impetus to 

roll out the offering to other regions and the brand’s 

national footprint provides a solid platform for this 

strategy.

Consumers continued to respond positively to Italtile’s 

efforts to enhance its bathroom-ware offering, with 

strong growth reported in this category. The brand 

also further advanced its niche role as the leading 

supplier of environmentally conscious new-technology 

products, including inkjet designed tiles such as the 

eco-friendly Earth range, and water-wise bathroom- 

ware from Laufen and Cotto: international 

manufacturers with impeccable environmentally-

friendly credentials.

During the review period Italtile opened its New 

Generation store in Northgate Estate in Cape Town. 

The store features an appealing user-friendly 

showroom and merchandise layout, and an unrivalled 

representation of sanitaryware. The brand’s new 

corporate identity has been incorporated into the 

building structure which serves as an interactive 

educational billboard.

A further store is under construction in Boksburg and 

is scheduled for opening in the last quarter of this 

calendar year. Other new locations nationwide are 

also currently being explored as part the brand’s 

expansion programme.

Italtile’s stores are all situated on premium sites which 

require trading operations to deliver a high rate of 

return. Management’s intensified focus on improved 

stock distribution and capacity utilisation of centralised 

warehousing out of existing larger stores is aimed at 

ensuring that set-up costs of new stores will in future 

be significantly reduced in terms of outlay on stock 

and warehouse size, consequently facilitating an 

enhanced return on investment.
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Operational review continued

The Group’s status as one of the leading 
buyers of tiles globally and long-standing 
supplier relationships enabled it to take 
advantage of opportunities presented.

•  An unwavering ambition to deliver superior 

customer service centred on improving the 

shopping experience. This translates into a 

continuous review and refinement of store layouts, 

in-store efficiencies, training and technology;

•  In order to maximise the value proposition and 

customer service, CTM depends on a committed, 

inventive supply chain dedicated to delivering an 

unsurpassed range.

In the year ahead, CTM’s priority challenges will be to 

improve its offering in collaboration with the supply 

chain; progress training initiatives and leadership 

development; and capitalise on opportunities to 

innovate and set new trends. As discussed in the 

Overview, the latter ambition is demonstrated by the 

implementation of revolutionary hand-held point-of-

sales devices which will significantly improve the 

efficiency and quality of service in the stores. As the 

only retailer in the industry implementing this 

technology, CTM will be afforded a strong competitive 

advantage.

In the context of limited discretionary spend, CTM’s 

high profile reputable value proposition stood the 

business in good stead. The brand benefitted from 

continued strong growth in rural and outlying markets. 

On a regional basis, Gauteng delivered robust sales in 

contrast with the coastal provinces which continued 

to lag the inland markets.

CTM’s in-house brand campaigns featuring the Tivoli 

and Amalfi tap ranges, Kilimanjaro extruded tiles and 

ELF laminate flooring range continued to gain 

momentum – with ELF in particular making strong 

inroads into new markets.

As the leading retail brand in an aggressively 

competitive category, CTM constantly strives to 

entrench and grow its market share. Key to this 

philosophy are the fundamentals which underpin  

the offering:

•  An unbeatable value proposition across all 

merchandise categories in the business, including 

the high-fashion segment;
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and store operators, it is anticipated that the brand’s 

footprint will be increased by a further four stores in 

the forthcoming financial year.

The long-term vision for TopT is to utilise this business 

as the Group’s vehicle to penetrate the African market 

on a significant scale.

Support services

The Group’s vertically integrated supply chain 

comprises International Tap Distributors (“ITD”), an 

importer and distributor of taps and accessories, and 

Cedar Point, an importer and distributor of tiling tools, 

laminated boards, cabinets and accessories. The 

Group holds a controlling interest in both of these 

businesses. ITD services the CTM and TopT retail 

network as well as the open market, while Cedar 

Point’s offering is exclusive to CTM.

The Group’s Distribution Centre, located in Durban, 

sources imported tiles for the CTM network and 

provides warehousing and distribution facilities to 

CTM, Italtile and TopT. It is also responsible for 

arranging logistics and foreign exchange for the 

Group’s retail brands as well as ITD and Cedar Point.

International Tap Distributors

The year under review was a significant one for this 

business. Sales grew and net profit increased strongly 

as a result of intensified cost controls and improved 

operating procedures. Enhanced inventory 

management resulted in a reduction in stockholding 

by 40%, positively impacting on cash flow and 

reserves.

The trading environment featured continued 

aggressive competition and the emergence of a 

number of small, independent operators. Despite 

these constraints, ITD succeeded in gaining market 

share from long-standing industry participants as a 

result of a vastly improved range and service offering.

During the review period CTM opened its New 

Generation store in Northgate Estate in the Western 

Cape. New store openings are planned for Nairobi  

and Northriding in the new financial year.

TopT

Strategically positioned below CTM, TopT is the 

Group’s fledgling, entry-level brand, whose reputation 

for tiles, taps, toilets and tubs at factory prices sums 

up the no-frills, value offering.

During the review period, TopT underwent further 

refinement of the business model and consolidated its 

presence on a regional basis. Management’s 

deliberate strategy to enter the market cautiously 

during the brand’s infancy proved correct, with TopT 

delivering a satisfying performance, in line with 

expectations. Organic growth improved 25% and the 

business made a nominal contribution to Group 

profits for the first time since its launch in 2007. 

Despite being a value-driven offering, margins 

increased slightly due to improved operating 

efficiencies. Bedding down reliable relationships with 

the supply chain has also proved beneficial for the 

business.

An expanded range, opportunistic product offering 

and localised, highly specific marketing campaigns 

targeted at price-sensitive customers, succeeded in 

raising awareness of the brand and enabled TopT to 

gain market share.

The cornerstone of this brand is to be a strong 

participant in the under-serviced, entry-level mass 

market. This rationale will be supported by locating 

stores in rural areas and smaller outlying markets on 

accessible, highly visible sites. Two new stores were 

opened during the year in Newcastle and Jane Furse, 

bringing the total network to 13 stores. TopT’s roll-out 

strategy will remain conservative in the short term, 

based on building a solid presence on a region-by-

region basis. Pending the availability of suitable sites 



It
al

ti
le

 L
im

it
ed

A
nn

ua
l r

ep
or

t 
20

11

22

Operational review continued

Cedar Point

Building on its pleasing performance in the prior year, 

Cedar Point delivered another creditable set of results, 

improving turnover and gross profit. Average selling 

prices remained constant, and in certain instances 

declined as a result of the company passing on cost 

savings on imported product derived from the strong 

rand.

Cedar Point’s robust results are attributable to 

intensified focus on cost control and stock turn, 

improved efficiencies gained from doubling the 

warehouse capacity, and an enhanced offering, which 

drove growth in market share.

Further fine-tuning of the business model concentrated 

on improving in-store service and the customer 

shopping experience, supported by initiatives which 

include streamlining the supply chain and increasing 

the efficiency of the agent network.

Strong growth was achieved in the laminate flooring 

division, with sales improving 60% against the prior 

year. Continued penetration of the previously under-

serviced rural and emerging market areas underpinned 

this growth. Consistent improvement in sales was 

achieved in the mosaics and tools divisions, while sales 

of cabinets remained in line with the previous year.

Key innovations achieved in the review period include 

improved sales and merchandising aids such as 

DVD’s for staff and customer training, and the 

introduction of a product specific website and a 

comprehensive merchandise catalogue – initiatives 

which all delivered notable results.

A key development during the period was the 

decline  in international supplier price points by an 

average 30%. This was largely a reflection of economic 

environmental pressure on manufacturers to design 

better taps at lower prices. Contributing further to the 

availability of well-priced product in South Africa was 

the strength of the local currency which favoured 

importers. In response to these trends, ITD passed 

cost-savings onto consumers, which boosted sales 

but served to constrain margins.

ITD implemented a range of operational innovations 

during the year, including the upgrade of its robotic 

warehouse, which afforded important time and 

efficiency savings, and enhanced its information 

management systems which enabled the business to 

improve stock control, stock turn and product mix.

Research has confirmed that advertising campaigns 

conducted in the reporting period for in-house brands 

such as Tivoli and Amalfi taps continued to deliver 

strong benefits and will therefore be implemented on 

an ongoing basis.

A key goal for the forthcoming period will be to obtain 

SABS accreditation for all ITD ranges. In the light of the 

recently introduced Consumer Protection Act, this 

achievement will have an important effect on growing 

the business’s customer base. It will also be invaluable 

in supporting ITD’s ambitions to enter the project 

market, thereby expanding its open market client base.

Continued improvements in inventory management 

and product mix will remain a priority in the year 

ahead. ITD will also launch an exclusive range of Hans 

Grohe products into the CTM stores, as well as an 

extensive range of other well priced products to 

enhance its offering.
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new markets with the introduction of ranges of 

products previously not available in this country. In 

addition, an entirely new category – polished glazed 

porcelain – was launched during the reporting period, 

to extremely favourable customer response.

Operating profit declined slightly as a result of 

increased transport costs and the Group’s deliberate 

strategy of buying low margin product to compete in 

the aggressive entry level market.

The challenges facing the business in the year ahead 

are product and transport cost increases, exchange 

rate fluctuations and the ongoing prerequisite to 

improve buying decisions. Inventory management will 

continue to be a major focus, with a stock turn of 

45 days targeted.

Management is confident that the local market‘s 

demand for imported product will continue to grow 

vigorously and accordingly has set ambitious sales 

targets in the order of 30%.

Information technology

In pursuit of its goal to be a world class low-cost 

retailer, the Group made an investment of R10,6 million 

in Information Technology, the primary objective of 

which is to increase the speed and quality of service 

to customers, thereby enhancing the shopping 

experience, which in turn will translate into revenue 

growth.

Uniquely designed for the Group’s specific 

environment, this software technology is installed in 

wireless hand held units which function as mobile 

point of sale devices. In a typical scenario, a 

salesperson can physically accompany a customer 

throughout the store and throughout the process of 

selecting a range of products, checking availability 

and pricing, and issuing an invoice. This innovation will 

dramatically reduce the traditional retail phenomenon 

of customer frustration at till points. Trials have proved 

that stock counts are completed in one quarter of the 

time compared with current methods, while customer 

Cedar Point has identified a number of growth areas 

for the future. Opportunities include the introduction of 

a new range of shiny laminate flooring – a first for this 

country; the introduction of cladding and sandstone 

décor products and a range of mosaics to complement 

the Group’s colour sanitaryware selection; and the 

introduction of a niche range of wall-hung toilets and 

special-order customised baths. Greater focus will 

also be given to improving the tool offering and the 

cabinet range.

Management’s priorities in the forthcoming period will 

be on enhancing the in-store customer experience by 

developing innovative merchandising and display 

stands across its product category, continuing to drive 

staff and customer training via new methods and 

growing market share with the same overhead 

structure.

Cedar Point’s philosophy of “absolutely, positively, 

every week” sums up this business’s ambition for 

growth based on enthusiastic, consistent service.

Distribution Centre

As the single largest importer of polished and glazed 

porcelain tiles in South Africa, the Group’s Distribution 

Centre is an integral part of the supply chain. Having 

specialised in import procurement over three  decades, 

this business affords the CTM network a 

strong  competitive advantage via its long-standing 

relationships with international suppliers and transport 

agents. During the review period, product was sourced 

from China, Spain and Italy, with strong emphasis on 

polished and glazed porcelain tiles. The Distribution 

Centre is also responsible for providing warehousing 

and distribution facilities for CTM, TopT and Italtile, and 

arranging the logistics and foreign exchange for the 

Group’s retail brands as well as ITD and Cedar Point.

Turnover for the period increased, reflecting the robust 

progress made in the polished porcelain market and 

to a slightly lesser degree, the glazed porcelain 

segment. Key to this achievement was stimulating 
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sites which will require minimal intervention over the 

next decade other than to assess the continued 

viability of each property and if need be, to relocate 

them. During the review period one new store 

commenced trading, in Northgate Estate in Cape 

Town. Alterations and extensions were conducted at 

Montana and Polokwane, while stores in Newcastle, 

Mosselbay, Gaborone and Secunda were relocated. 

At present stores in Witbank, Mafikeng and Upington 

are under construction and a new store is planned for 

Nairobi and Northriding in 2012.

•  Italtile is represented by seven stores nationally, the 

most recent opened in Northgate Estate in the Western 

Cape. All of these properties are owned by the Group. 

A new store is currently under construction in Boksburg 

and is scheduled for opening in the last quarter of 

2011. Improved stock distribution and utilisation of 

existing warehouse capacity at the larger stores will 

henceforth enable all new Italtile stores to have smaller 

warehouses, thereby improving their rate of return.

•  At present, approximately 80% of TopT’s sites are 

rental properties. Ultimately, in line with the Group’s 

traditional portfolio strategy the intention is to own all 

the sites from which the brand trades. A range of 

prospective areas are currently under consideration in 

the North West Province, Limpopo and Mpumalanga 

regions.

It is important to note that all new properties and 

renovations to existing sites are structured according  

to a low energy consumption programme. Optimal 

utilisation of resources is facilitated through designing 

buildings to maximise natural light, reviewing and 

reducing existing electricity consumption patterns, 

implementation of water capturing and recycling 

programmes, introduction of water-wise gardens, and 

in  pilot programmes such as the new Italtile store in 

Boksburg, the installation of photovoltaic panels to 

provide some 60% of required electricity capacity.  

service has been speeded up by 20%. Once fully 

operational, it is anticipated that 80% to 90% of all 

transactions will be concluded via these units. 

The roll out of this technology to the CTM stores will 

be completed by December 2011. If appropriate, the 

programme may be extended to include the TopT 

stores.

In support of the sustainability strategy outlined in this 

report, the Group will strive for optimal operation of 

the IT environment and continue to unlock the 

potential of information systems with a view to 

improving profitability and customer satisfaction.

Property investment

The Group’s property portfolio underpins the retail 

operations by ensuring that stores are optimally located 

on high profile destination sites. In this regard, 

management’s policy is one of continuous evaluation of 

new areas with a view to relocating or opening new 

stores.

The commercial property market remained sluggish, with 

banks continuing to employ highly discerning lending 

policies, inhibiting speculative developments. Whilst 

activity generally in the industry was subdued, well 

located sites remained in demand. During the review 

period three new properties were acquired, while three 

others were sold, as part of the ongoing strategy to 

ensure ownership of superior quality investments which 

will produce the required rate of return. 

Valued at in excess of R1,3 billion, the portfolio delivered 

returns in line with the Group’s trading operations. Cash 

reserves are healthy and afford nimble investment if 

opportunities are presented. Capital expenditure of  

R86 million was employed on alterations and extensions 

of existing properties during the review period.

A tailored three-pronged strategy has been developed in 

terms of each of the Group’s retail brands:

•  CTM currently trades of out of 65 owned properties. 

These are all currently prominent, well-established 
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The Group’s strategy of top-line growth 
within the existing cost structure, 
centres on continued simplification of 
the business employing innovation and 
technology.
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Operational review continued

•  in the absence of an industry classification standard, 

CTM developed a green accreditation label,  

Eco-Icons, which applies to products and packaging 

that meet certain criteria including water efficiency, 

CO2 emission reduction, use of recycled materials and 

forest rehabilitation; and

•  awareness among staff will be promoted through an 

annual carbon-neutral conference and a Green 

Excellence Award.

In the year ahead, the department’s priorities are to fit 

water and electricity meters in the stores to afford real-

time, reliable monitoring; conduct ongoing store audits 

which will deliver recommendations specific to each 

store; and submit store projects to Eskom to derive 

benefit from its rebate programme.

As evidence of the Group’s commitment to its Green 

agenda, a company will be established under the 

auspices of the property portfolio to fund the retrofit of 

stores with resource-saving devices and technologies. 

Investments made in this sustainability programme will 

be paid back through savings gained.

Human resources and training

Nurturing human capital is fundamental to the Group’s 

goal of developing people that make a difference to the 

business and the community which they serve. By 

building a resource of highly trained, motivated staff,  

the Group believes it will make a significant contribution 

to establishing a culture of empowerment and 

entrepreneurship among its people. A total of R4 million 

was invested in training and staff communication during 

the review period, demonstrating Italtile’s commitment in 

this regard.

The Group’s Green agenda is discussed in further detail 

in the Environmental Sustainability review below.

Environmental sustainability

Italtile’s long-standing environmental consciousness 

values were formalised with the appointment of an 

environmental manager and the establishment of an 

environmental department, the aim of which is to 

measure, manage and reduce the Group’s impact on the 

environment and promote its long-term sustainability.

A key challenge has been to align and integrate the 

department’s agenda into the day-to-day processes and 

functioning of the business. 

The year under review featured the successful 

implementation of a range of initiatives including:

•  commencement of the second Carbon Footprint 

study, including automating the data gathering 

process from business units and integrating the data 

at store level for their use;

•  identification of energy efficient technologies for retrofit 

at the Group’s Gauteng stores and installation of 

energy efficient lighting at all new stores built;

•  identification of water-saving strategies and the 

implementation of rainwater storage tanks at new 

stores;

•  distribution of one million water aerating filters to 

customers, which if correctly used, will save up to 

9,1 million kilolitres of water, equating to an estimated 

R77 million in saving;

•  a 30% increase in the number of stores committed to 

the recycling programme;

•  the planting of 80 trees in the Dobsonville area as part 

of an ongoing re-forestation programme;
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to the future of the business. The Group is involved in a 

Management Development programme in conjunction 

with the Gordon Institute of Business Science, and an 

ongoing monthly Leadership/Mentorship programme is 

also conducted by the Chairman with a view to aligning 

store operations with Group strategy.

This division’s main challenge for the year ahead is to 

provide a comprehensive offering to the store network 

aimed at improving their return on investment in people. 

This package will be designed to assist with analysing skills 

gaps, evaluating training requirements and implementing 

sound recruitment and retention programmes.

Targets set in the Employment Equity Plan were once 

again exceeded – an achievement recorded consistently 

over a number of years – and one which remains a 

priority for the Group.

Future priorities

The period ahead will be focused on achieving the 

Group’s goal to be a world class, low-cost retailer. Every 

effort will be directed to refining the business model to 

achieve an optimal balance of profitability and customer 

satisfaction. The cornerstones of the business: our 

people, our supply chain, our range and value proposition, 

and our service offering, will be reviewed and, where 

necessary, realigned to meet lean retail criteria designed 

to grow our customer base and ensure the long-term 

sustainability of the business. Innovation will be key to 

our success.

Prospects

The retail environment in South Africa will continue  

to face challenges presented by subdued trading 

conditions. The resultant constraints, together with new 

consumer spending behaviour and the likely advent of 

international players in the local market will serve to 

shape the future of the retail industry in this country.

Management is satisfied that the Group is well positioned 

to take advantage of this changing landscape. In addition 

In 2009 the Group launched its R6 million state-of-the-

art Tiling, Plumbing and Laminate Academy designed to 

provide practical product training for staff and equip 

them to offer informed advice to customers, thereby 

enhancing the shopping experience. 

During the year a key decision was taken to improve 

the  offering of the Academy into a world class facility, 

with the option of providing training for external 

candidates as well as for the Group’s employees. 

Training for staff was enhanced to include all products 

that the Group offers to the market. At the end of the 

reporting period, 40% of the Group’s employees had 

been trained at the Academy, with the ultimate goal 

being 100% by July 2012. Significant to the success of 

the Academy is the commitment from the Group’s 

suppliers, who have not only donated product, but have 

dedicated their time to collaborating on course content 

and training.

A DIY course held on Saturday mornings for external 

candidates was launched in February 2011 and has met 

with favourable response. Some 30 learners have been 

trained to date. Having concluded the pilot phase, this 

course will now be marketed aggressively and is 

expected to create substantial interest.

In addition to courses conducted at the Academy, a 

comprehensive set of training interventions are 

implemented across the business, ranging from 

orientation to advanced levels. In total, 842 staff 

members were trained, increasing overall staff 

competencies from 57% in the prior year to 67%.

Continuous refinement of existing interventions takes 

place to ensure optimum results. In this regard, special 

attention was paid to developing an orientation 

programme that promotes improved coaching and 

mentoring of new employees with the objective of 

ensuring a high level of productivity from the outset. 

Innovative new video-based training also proved 

extremely successful and the intention is to expand on 

this methodology. Advancement of leadership is critical 
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Operational review continued

Every effort will be directed to achieving 
the status of a world-class, low-
cost retailer, embodied by an optimal 
combination of profitability and customer 
satisfaction.

Tribute must be paid to the team at Peter Place who 

rallied magnificently in very sad circumstances. The 

Board of Directors, our franchisees, the staff throughout 

the Group, and our business partners were 

a source of support and caring throughout this time, 

which is greatly appreciated.

Once again, the financial results presented in this report 

are a credit to everyone in the business who worked  

with continued commitment to achieve them. Your 

dedication to excellence is valued.

to its strong cash generating ability, Italtile’s proven 

business model is underpinned by sound fundamentals 

including an established supply chain, a strong market 

reputation, powerful technology and talented people. 

Equally importantly, our commitment to innovating and 

adapting to meet challenges and opportunities will prove 

vital in achieving the Group’s ambitious growth targets.

Appreciation

This past year has been an extremely difficult one for the 

people of this Group. The tragic loss of our colleagues 

and business partners in the aeroplane accident in 

February 2011 affected each one of us intensely.


