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ICD Publications

Big Lots announced that
it has signed a deﬁnitive
agreement to purchase
the outstanding shares
of Brantford, Ontariobased Liquidation World
Inc. To acquire Liquidation World, Big Lots estimated that its initial
investment would total
about $36.7 million. The
transaction should be
completed by July 31, according to the company.
Liquidation World operates 92 stores in Canada,
offering a broad closeout merchandise assortment, Big Lots stated.

Ofﬁce Depot Eyes Consumer-Speciﬁc Furniture
BY MIKE DUFF
SENIOR EDITOR

Ofﬁce Depot has expanded its
Style@Work line with furniture
designed for speciﬁc consumer
segments.

continued on page 10

Will Small Electrics Suppliers Plug In To
New Non-stick Coatings Technologies?
BY BILL MCLOUGHLIN
EXECUTIVE EDITOR

NEW YORK— While non-sticks
on small electrics are used almost
as often as a plug, they are only
slightly more often used as a differentiator. That may be changing.

NEW YORK— Sitting around is not the way
to win a waiting game, and ofﬁce superstores
are preparing for an anticipated surge in
furnishings sales by positioning themselves
to ride a wave of pent-up demand.
Ofﬁce Depot particularly has pulled out all
the stops, reﬁning, reconstituting and introducing product lines to ensure that it is addressing emerging trends that will only be reinforced when consumers and businesses gain
the conﬁdence to spend more freely.

Emerging non-stick technologies stemming from recent shifts
in the cookware business coupled
with the entry of new players
bringing some of these technologies and marketing claims into
the small electrics business could
continued on page 24

Vendors Weigh Rise Of Smaller Dinner Sets
BY LISA COWLEY
ASSOCIATE EDITOR

NEW YORK— The dinnerware industry’s standard, the 16-piece set, is
beginning to change as retailers are
looking to provide consumers different conﬁgurations to better suit their
needs and budgets. Many vendors are
offering sets of 12 or four-set conﬁgurations in order to reach a friendlier
pricepoint and in an effort to offer
consumers options so they can choose
exactly the SKUs they need.
“The recession not only changed
the way people shop, but the way they
think about the future. Both manufacturers and retailers tell us that people
continued on page 38
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Gibson’s Cressa
12-piece set and
4-piece mug set,
part of its new
12 + 4 program.

“Electrics
is a very
price-sensitive
business.”
—John Badner
Whitford Worldwide

“There is a lot of corrosion that can
take place with traditional coatings
used on appliances.”
—Ravin Gandhi
GMM Nonstick Coatings

GMM and Whitford have introduced new
non-stick coatings, Duraslate and Fusion,
respectively.

Week of May 23
Walmart offered a “Your
Choice” at $16.94 of either a
Mr. Coffee Iced Tea Maker
or Hamilton Beach Wave
Station dispensing blender
as part of an outdoor entertaining spread in its weekly
ﬂyer. Advertised deals at
Kmart this week included
a “Your Choice” at $29.99
that included a Hamilton
Beach BrewStation 10-cup
coffeemaker or a George

New Non-sticks Could Spark Interest For Electrics
continued from page 1

soon shine a much brighter light
on non-sticks and their ability to
capture consumer attention and
discretionary dollars. New generations of non-stick coatings
have swept through the cookware industry in recent years
fueled by consumer concerns—
largely unfounded according to
non-stick suppliers— over materials used in coatings manufacture. Media coverage surrounding PFOA, a surfactant used in
the manufacture of traditional
non-stick coatings, among other
household products, has fundamentally altered the marketing
of non-stick cookware in recent
years, opening the door to new
technologies and changing the
way many cookware companies
position their product lines.
As a result, the non-stick business, which had been almost exclusively based on Polytetraﬂuo-

roethylene (PTFE)-based coatings has seen a new generation
of ceramic-type coatings emerge
and begin to gain a signiﬁcant
share of the overall “non-stick”
cookware business. Advocates of
ceramic-style non-stick systems
have promoted them as offering superior durability and heat
resistance to traditional PTFE
coatings. In some cases, suppliers have touted the lower curing
temperatures required to apply
ceramic-style coatings to make
claims that these products are
more “green” than their PTFEbased counterparts.
Advocates of PTFE-based
coatings focus on the material’s
release capabilities and claim
that ceramic-type coatings,
while providing good initial release, will quickly degrade and
offer inferior release to comparable PTFE-based product over
a fairly short period of time.

They also suggest that curing
temperature is only one aspect
of a product’s environmental
friendliness and argue that an
analysis of total product lifecycle
provides a more accurate and
more PTFE-friendly assessment
of a product’s “green” bonaﬁdes.
Consumer Inﬂuence
Consumers have served
as the ultimate arbiter, with
enough of them voting to test
the ceramic waters to create a
meaningful business for cookware makers and encourage
coatings makers to explore the
technology further.
While this consumer perception has had an obvious and notable inﬂuence on the cookware
business, even electrics suppliers
have acknowledged customer
concern regarding conventional non-sticks. “We have gotten

a number of requests for uncoated product,” said Marilyn
Matsuba, marketing manager
at Zojirushi. “But it’s very important for us that our products,
many of which are rice cookers,
be easy to take care of and easy
to clean. If there was no nonstick, it would be more difﬁcult
to clean rice, particularly sticky
rice, off the pan.”
She explained that, particularly for rice cookers, the
high-heat issues that have been
brought up regarding PTFEbased coatings do not apply as
temperatures typically remain
in the 240°F to 250°F range.
Eric Endres, vp/marketing
at Select Brands also acknowledged that queries regarding
non-stick safety issues have
begun to creep into the company’s customer dialogue in recent years. “We occasionally get
continued on page 32

Kohl’s advertised an extra
10% off sale during the
week of May 23.

Foreman grill. Also on ad, a
Hamilton Beach Stay or Go
slow cooker for $29.99; and
a Kenmore 1.2-cubic foot
microwave for $99.99. Target
this week advertised an Emerson portable ice maker for
$119; an Emerson 2.8-cubic
foot compact refrigerator for
$109; a Shark Ninja blender
for $89.99; and a snow cone
maker for $16. Advertised
deals at Fred Meyer this
week included an Oster
continued on page 28

32ÊUÊ7

HOMEWORLD BUSINESS® U SMALL ELECTRICS

ÊUÊÕiÊ£Î]ÊÓä££

Hamilton Beach Rollout Highlights New Irons, Coffeemakers
continued from page 26

is a 24-page booklet created
in the Hamilton Beach test
kitchen with recipes and ideas
for holidays and special occasions. The hand mixer has a
275-watt 6-speed motor with
a “Quick Burst” button that
adds a boost of power.
Also new is the Hamilton
Beach Wave Power Blender
(model 54228), which the
company is positioning as
two-appliances-in-one. The
unit features a three-cup
chopping container and the
six-cup blender jar, each of
which can be used with its
stainless steel base. The
unit’s “Wave-Action” system pulls the mixture
down into the blades for
smooth results, according to
the company. It has a 700-watt

peak power motor and carries a
suggested retail of $49.99.
Just rolling out is the Hamilton Beach Smart Toast Bagel
Toaster with Tongs (model
22323). With a suggested retail

New
Durathon iron
with cord wrap
(above) and full
size iron (right).

of $24.99, the unit includes a
“SureGuard” shock-resistant
concealed heating element,
automatic shut-off in case
toast gets jammed and a
cool-touch. A “toast
boost” feature raises
toast higher after browning for easy access.
The toaster comes with tongs
to help lift bagels and toast and
that store in the back for
easy access. The bagel
function toasts on the
cut side while gently warming the
other. Other
features include slideout
crumb
tray, cord storage and a defrost
setting that allows
additional time for

Dana Gibson slow
cookers in Bamboo (left)
and Shangri-La (below)
designs by Hamilton
Beach.

food to thaw, heat through and
then toast in one step.
The company has also
brought a fashion touch to its
slow cooker line with the introduction of new Dana Gibson 6-quart slow cookers in
Shangri-La (model 33360)
and Bamboo (model 33361)
designs. With suggested retails
of $29.99, the new slow cookers

feature the artwork of Virginiabased designer Dana Gibson.
The 6-quart oval slow cooker offers three temperature settings
and removable, dishwasher-safe
crock and lid.

Non-stick Enhancements Could Ramp Up Coatings Competition In Small Electrics Category
continued from page 24

a question on it,” he said. “It’s
not a huge factor, but there is a
sampling of customers who will
call and ask.”
For most small electrics vendors non-sticks are not a primary
marketing focus with few, if any,
opting to utilize branded coatings or even call out a product’s
non-stick coating as a differentiating feature. Spectrum Brands,
which recently launched a new
marketing campaign for its
George Foreman grill business,
touts its own “George Tough”
coating on the grill line, an emphasis that could soon be growing. The company declined to
be interviewed for this story with
a spokesperson citing pending
related developments to be announced in the near future.
One of the challenges that
hinders suppliers’ use of branded or even upgraded non-stick
coatings on electrics is the segment’s tighter margins requirements. “Electrics is a very pricesensitive business,” said John
Badner, global marketing manager at Whitford Worldwide,
a leading supplier of non-stick
coatings. He noted that for a
product such as a contact grill
with multiple coated surfaces
the coating cost can represent
as much as a $1 per unit of the
product’s cost, a signiﬁcant factor on products that often hit
pricepoints of $19.99 or below.
“If you try to up-sell based on
performance it can be very difﬁcult,” added Ravin Gandhi,
vp/marketing at GMM Nonstick
Coatings, a leading coatings

supplier. “It’s hard to go to a major retailer and say that you’re
going to increase prices by 8%,”
[to justify the cost of a better
quality non-stick].
Instead, suppliers stress products’ ability to deliver on key
performance attributes and
note that consumers often take
a certain level of non-stick quality as a given. “I think the function of the product still has a
higher calling,” said Bill Booth,
vp/marketing at Toastess. “The
attributes of the coating might
be an enhancement, but the basic function of the product has
to be attractive to the consumer
in the ﬁrst place.”
He cited electric skillets as an
example of a basic electrics category, with key pricepoints often
in the $29 to $49 range, where
consumers are typically not willing to spend the extra money to
justify the cost of an enhanced
non-stick. “They all work really
well and they clean up well; the
non-sticks are for the most part
pretty good,” he said. “My perception is that if someone buys
an electric skillet or a good panini maker, it would be because
the product has some brand
recognition and it performs its
function properly, not because
of the coating.”
That perception could be
tested in the coming year as
some non-stick coatings makers
are taking dead aim at the electrics business with new coatings
and new technologies. Coupled
with that is the recent entry of
Green Pan into the electrics
business. In 2007 Green Pan,

which utilizes Thermolonbranded non-stick coating, entered the cookware business
with its debut on HSN. The
rapid success of that line on the
home shopping channel, which
came on the heels of negative
media reports associated with
traditional non-sticks, was a key
factor in launching the current
wave of ceramic-style coatings
development.
At the recent International
Home + Housewares Show,
GreenPan introduced a Steak
King Contact Electric Grill and

GreenPan
has
introduced
kitchen
electrics
with its
signature
ceramic
non-stick
coating.

Multi-Cooker, both
utilizing the Thermolon coating the company has positioned
as a direct counterpoint to traditional PTFE-based non-sticks.
The Steak King Grill is speciﬁcally being touted for its ability to sear, a process that could
challenge traditional PTFEbased non-sticks.
“Due to the high heat resis-

tance of the Thermolon coating, the contact grill can be
used at much higher temperatures than other electric grills,
thus providing consumers with
more options in terms of how
they will be able to cook,” said
Christophe Lambertz, sales
manger for GreenPan.
Both the new contact grill
and multi-cooker have been
featured on HSN (Home Shopping Network), the same venue
the company used to successfully launch its cookware.
Coincidentally, or perhaps
not, both Whitford
Worldwide
and
GMM Nonstick Coatings, among the
leading
non-stick
suppliers to major
cookware and electrics manufacturers,
have recently developed new coatings
employing ceramics
technology and undertaken initiatives
aimed speciﬁcally
at the small electrics business.
Whitford’s new Fusion coating, billed as
a PFOA and PTFE-free
ceramic non-stick touts many
of the beneﬁts associated with
ceramic coatings, including its
ability to withstand high temperatures, a low temperature
curing process and a waterborne rather than solvent-borne
formulation. However, the company believes it goes one step
farther by offering suppliers
a simpler application process,

one that is less subject to error
and more cost efﬁcient; a key
attribute in attracting marginconscious electrics suppliers.
The company has also
brought in housewares industry veteran Becky Tattangelo,
most recently with cookware
supplier Range Kleen, speciﬁcally to address the non-stick
opportunities in the small electrics business.
GMM Nonstick Coatings has
also introduced a new coatings
formulation, called DuraSlate,
that is speciﬁcally designed for
electric appliances. “There has
always been a problem, one that
has been under-reported, which
is there is a lot of corrosion that
can take place with traditional
coatings used on appliances,
due to the acids that come out
of many foods,” Gandhi said.
He noted that DuraSlate is
speciﬁcally designed to address
this issue and reduce the potential for coatings degradation
due to corrosion. He added that
new generations of “hybrid”
coatings that combine ceramics with more traditional resins
are opening new technological
avenues for coatings that could
deliver many of the best attributes of ceramics coupled with
the best attributes of traditional
coatings.
He equated these technologies to making the leap from
wood to steel as a material for
building bridges and noted,
“Today we have the raw materials to build that bridge,
we just have to ﬁgure out the
technology.”

