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Tabletop Innovation
Served Up In Frankfurt

Scoop
Server in
metal alloy
by Nambe.

BY LISA COWLEY
associate eDitoR

FRANKFURT— Tabletop introductions at Ambiente at Messe Frankfurt will feature the latest
design innovation in a variety of materials and
segments, including dinnerware, serveware and
glassware. Hydration continues to be a popular category and reusable water bottles will be no stranger
to design updates, including spill-proof technology
and built-in carbon filters.

Included with this
issue of HOMEWORLD
BUSINESS® is the 2011
Cookware & Bakeware
Report, giving an
overview of the
category.

continued on page 18

Lifetime Brands In Four-Way Joint Design Awards Presents ‘Best In Category’ Winners
Venture To Expand Direct Imports
HOMEWORLD BUSINESS®
RepoRt

BY DIANE FALVEY
senioR eDitoR

Jeff Siegel, Lifetime
Brands president
and CEO.

GARDEN CITY, NY— Through
the formation of a new business
entity, Housewares Corporation of
Asia Ltd.— a joint venture between
Lifetime Brands, Fackelmann
GmbH Co. KG, Accent-Fairchild
Group, Inc. and Grupo Vasconia
S.A.B.— the four companies plan
to enhance their direct-import capabilities for retailers while streamlining supply-chain efficiencies.
continued on page 8

NEW YORK— Three “Best of the Best” and 13
“Best in Category” winners were announced at
the 2011 Housewares Design Awards gala, here.
Bringing home the “Best of the Best – Gold”
for 2011 is the Air Multiplier (AM01) from Dyson
Inc. Featuring a first-of-its-kind bladeless design that revolutionizes the
electric fan category, the Air
Multiplier maximizes air capacity in a fan, while offering smooth and uninterrupted air every second.
The Dyson Air Multiplier
also took home Best in
Category honors in Home

2011

Environment Electrics.
Weighing in with the “Best of the Best – Silver”
honor is Perfect Portions Food Scale + Nutrition
Facts from Design Manufacture Distribution
LLC. Offering personalized tracking and customization features, the Perfect Portions Scale is
designed to help consumers make healthy choices
when it comes to eating. The Perfect Portions
Food Scale also was a Best in Category winner in Food Preparation Electrics.
The “Best of the Best – Bronze”
was presented to the Orka
4-inch Ceramic Paring Knife
from Mastrad Inc. The Orka
ceramic paring knife earned
the Best in Category nod in
® Cutlery & Accessories.

OUSEWARES
DESIGNAWARDS

continued on page 50
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Coatings Makers Increase Prices To Offset Rising Materials Costs
by Diane Falvey
Senior editor

NEW YORK— The latest challenge for the non-stick coatings
industry, which has struggled
to keep costs down during the
recession, comes in the form of
raw materials price increases.
According to non-stick coatings
vendors, the price of fluorspar,
the primary ingredient in PTFE
coatings, has been on the rise
since the second quarter of 2010
and has reached a level where
coatings manufacturers can no
longer absorb the costs.
Coatings manufacturers speculated on the cause of fluorspar
price increases, focusing most of
their attention on the concentration of fluorspar production
in China and suggesting that
current shortages may in fact be
aimed at boosting prices.
According to coatings manufacturers, fluorspar prices could
be up by as much as 30% by the
first quarter of 2011 from where
they were mid last year, causing
a spike in PTFE prices, in turn
raising the prices for non-stick
coatings. Some of that increase
will have to be passed on to
cookware suppliers, coatings
manufacturers have said.
“We’ve been told of possible
price increases from about 13%
to 28%,” said John Badner,
worldwide manager/consumer
at Whitford. “PTFE comprises
approximately 60% of the coating for the products. We’re waiting to hear what our prices will
be. As soon as we hear what our
PTFE prices will be, our prices

will go up to cover the costs.”
In addition to the materials
price hikes, said Badner, it has
been mandated that all PTFE
coatings must be PFOA-free
by the year 2015. PFOA-free
PTFE coatings are more expensive to produce than products containing PFOA, a cost
that coatings manufacturers
have absorbed. The change
requires all-new equipment
since non-PFOA products

“As soon as we hear
what our PTFE prices
will be, our prices will
go up to cover the
costs.”
— John Badner
Whitford
can’t be made on the same
equipment as coatings containing PFOA.
As consumers and retailers are
looking for PFOA-free non-stick
coatings now, coatings manufacturers have accelerated the
changeover to meet demand. Estimates by coatings manufactur-

ers are that most PTFE coatings
will be PFOA-free by the end of
this year.
According to Ravin Gandhi,
principal at GMM Development,
the company has seen the price
of PTFE jump 30% since the second quarter of 2010. “We’ve never seen anything this dramatic,”
Gandhi said. Like Whitford, the
coatings manufacturer is unable
to absorb the increases. “We absorbed the losses the first two
quarters. We raised our prices in
this last quarter,” he added.
In a statement, DuPont also
acknowledged the fluorspar
price increases, although how
the company will handle the increases is yet to be seen.
“Fluorspar is a primary raw
material for many DuPont fluoropolymer products including
non-stick cookware coatings.
Increasing fluorspar costs certainly impact our overall costs,
and they continue to be an important factor as we consider
pricing levels for our product offerings,” the company said.
Just how much coatings manufacturers can or will pass on to
their cookware vendors is still
uncertain. GMM will pass on
only a fraction of the increase
to the cookware manufacturers it services, Gandhi said.
“Our prices have gone up about
15%,” he noted, “but we like to
remind our customers that it’s a
very small increase from an absolute perspective. If you look
at the cost of non-stick coating
versus the cost of the vessel, coatings are a very small percentage
of that cost.” However, Gandhi

“We’ve never seen
anything this dramatic.
We absorbed the prices
the first two quarters.
We raised our prices in
this last quarter.”
— Ravin Gandhi
GMM Development
added, “They still don’t want us
to raise our prices.”
Even more difficult for cookware manufacturers to hear is
that prices can’t be guaranteed
right now. “I’ve had to tell key
customers for the first time that
we aren’t guaranteeing our prices for a long time,” Gandhi said.
“They want us to stand behind
our prices for 12 months, but
our [PTFE] vendors won’t do
the same for us.”
Operational efficiencies, according to coatings manufacturers aren’t going to be enough to
cover this price increase or any
others that may follow. “Coatings manufacturers don’t have
room to take more out of it,” said
Whitford’s Badner. “Manufac-

turing efficiencies aren’t going
to do it.”
GMM had hoped to mitigate
some of the increase by buying
in bulk, said Gandhi. “We tried
to lock in more advantageous
pricing from our [PTFE] vendors. The vendors pushed back
on us though because their prices have gone up so much.”
Some cookware suppliers
commented that they are as of
yet unaware of the impact PTFE
prices increases will have on
their costs. Others, however, are
preparing for the cost increases
and working with their retail
customers to find the best solution all around.
“We did get notification that
we’re seeing cost increases,” said
Mary Regan, svp/bakeware for
Lifetime Brands, noting that
coatings costs are not the only
increases the company will experience in 2011. “We are going to try to mitigate some of
these cost increases. Some will
be passed along, but it won’t be
a full pass-along,” she said. “We
are working with our retail customers to find ways to overcome
these price increases.” Lifetime
will work individually with its
retailers to tailor programs that
will be advantageous for its retail
customers as well. The company
is not doing anything across the
board, Regan said.
“The way I gauge the response from our customers
is that they understand,” said
GMM’s Gandhi.
However, concluded Whitford’s Badner, “This is going to
have a measurable impact.”

Could Induction-Ready Magnetize The Consumer As The Next ‘Green’ Cookware Message?
by Diane Falvey
Senior editor

NEW YORK— The “green”
movement has meant many
things in the cookware industry in the past several years:
recyclable and renewable materials, changes to non-stick
coatings and manufacturing
processes. Now, a notable addition to that list appears to be
“induction-ready.”
Could induction-ready be the
new “green” marketing message
in the U.S. cookware industry
for 2011?
According to Suzanne Murphy, vp/marketing at Meyer,
“Consumers dedicated to going ‘green’ in the kitchen with
more energy-efficient appliances are helping fuel demand for
induction.”
Popular in Europe for some

time now, induction-ready cookware utilizes magnetized metal
in the body or the base of the
cookware, allowing it to work
with the electromagnetic technology of the induction cooking
surface. The heating element in
an induction cooktop produces
a high-frequency electromagnetic field that penetrates
the magnetic metal base or exterior of inductionready cookware.
This connection sets up a
circulating electric current, which
generates heat between
the cooking element and
the cookware.
Induction reportedly
cooks more efficiently,
saving energy and time,
as only the cooking vessel

is heated by the electric field. As
soon as the cookware is removed
from the element, heat generation stops.
In addition, because the heat
is generated between the mag-

netized surfaces, induction
cooktops are considered safer,
staying cool to the touch.
High-end cookware suppliers
have long offered inductioncapable cookware, although the
feature hasn’t been a primary
marketing focus in the United
States because induction cook-

All of Fagor’s cookware is induction-ready, including new
colorful introductions by designer Michele Bernstein.

ing has not reached the level of
acceptance here that it has in
Europe. The installed base of
induction-capable cooktops and
ranges is relatively small in the
U.S. and only a small percentage
of new ovens and cooktops offer
consumers the option of induction cooking.
Even s o, more cookware manufacturers rolled out inductioncapable cookware in 2010 and
started calling attention to the
eco-friendly feature in
the U.S. And introductions slated for 2011
don’t seem to be letting
up on that marketing focus.
Why the sudden shift? “It’s
very simple,” said Khristina
Westbrook, manager/marketing and communications for
Fagor. “Induction cooking saves
a lot of energy, and people are
continued on page 6A
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