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EXECUTIVE SUMMARY 

The SSCDI (Stainless Steel Co-operative Development Initiative) is an industry initiative that brings together various role players in the stainless-steel sector to identify opportunities and design strategies that contribute to growth in the local stainless-steel sector 

As part of examining growth strategies for the stainless steel consumer products,the initial observation made by industry observers was that local manufacturers of stainless-steel consumer products limited most of their products to low-value, basic designs. Another finding was that most high-value products are being imported, implying that local manufacturers are ignoring a potentially lucrative market opportunity.

A market study was then commissioned by the SSCDI to investigate the problem including : 

· Determining pertinent facts and trends about stainless-steel consumer product markets  both locally and internationally 

· Identifying high-potential products

· Determining what local manufacturers need to produce high-quality products for the domestic and foreign markets. 

The study comprised desk and field research, including interviews with manufacturers ,retailers, distributors and agents. 

KEY FINDINGS MADE WERE THE FOLLOWING:

· Product categories in this sector include kitchenware, interior household furniture, outdoor furniture, decorative goods, items for houses, safety equipment and jewellery.  Due to project constraints, it was agreed that the study should focus on household goods, kitchenware, outdoor furniture and decorative goods.

· No precise quantities could be extracted from import and export statistics because no specific harmonised Tariff System (HTS) code numbers were available to identify stainless-steel consumer products.  Information on quantities was obtained from retailers and distributors who confirmed that the bulk of the identified products were imported for various reasons.  It was difficult to obtain quantitative data from key role players due to the confidentiality of such information.

· A number of constraints in local manufacturing were identified among these:

·  
Inadequate skills and training

·  
Inadequate design capabilities

·  
Insufficient information on market opportunities


·  
High raw material cost

·  
Inadequate capital equipment.
 4)
Insufficient communication and mistrust between key role players in this 
industry sector hamper development and growth in the sector and have to be 
addressed.

5) 
Manufacturers and some retailers were enthusiastic about participating in 
industry development initiatives.

6) 
Manufacturers in key international markets including Spain, Italy, India, China, Britain and the United States were identified. These could be further contacted by the SSCDI with the purpose of exploring joint venture opportunities for local manufacturers.

7) 
The following were identified as high-potential products for local manufacturers, based on demand:

· Slotted spoons

· Potato mashers

· Solid spoons

· Soup ladles

· Slot turners

· Cake servers

· Fruit balers

· Pizza cutters

· Apple corers

· Potato peelers

· Canisters

· Milk jugs

· Sugar bowls

· Tea pots

· Creamers

· Coffee pots

 


The following products were also identified as having good potential for local manufacturers although currently sold in  smaller quantities:

· Colanders

· Strainers

· Mixing bowls

· Gravy boats

· Bread bins

· Pedal bins 

· Catering equipment

· Bathroom accessories.

8) 
An industry sector initiative to improve the sector’s general competitiveness  
was considered crucial by most role players. Such an initiative should cover:

·  
dissemination of relevant market information-

·  
transfer of skills and technology-

·  
improved production efficiencies of local manufacturers 

·  
dealing with inefficiencies in the industry’s value chain

·  
increased investment in research and development to improve design and 
innovation competencies among local manufacturers. 

DEFINITION
“Products that would typically be bought by consumers from retail outlets for use in homes.” 

1. Product categories:

· Kitchenware

· Interior Household Furniture

· Outdoor Furniture

· Decorative Goods

· Components For Houses

· Safety Equipment And

· Jewellery. 

2    Focus of the market study 

Due to project implementation constraints, it was agreed that the study should focus on household goods, kitchenware, outdoor furniture and decorative goods. 

3.  FINDINGS
3.1 QUANTITIES OF CONSUMER PRODUCTS  IMPORTED

3.1.1
ELECTRICAL APPLIANCES
	Electrical appliances by product type
	Quantities imported

(no of units per annum)
	Estimated market potential

(no of units per annum)

	Toasters
	45 000
	56 000

	Kettles
	45 000
	56 000

	Sandwich makers
	45 000
	56 000

	Pressure cookers
	45 000
	56 000

	
	
	


   NB: 
Electrical appliances are not high-potential products for local 
manufacturers as high set-up and mould costs could prove  prohibitive 
for small and medium-sized companies

3.1.2 KITCHEN UTENSILS

	Product type
	Quantities imported
	(no of units per annum)

	Estimated market potential
	(no of units per annum)
	

	Slotted spoons
	12 000
	75 000

	Potato masher
	12 000
	75 000

	Solid spoons
	12 000
	75 000

	Soup ladles
	12 000
	75 000

	Slot turner
	12 000
	75 000

	Cake forks
	12 000
	75 000

	Fruit balers
	12 000
	75 000

	Pizza cutters
	12 000
	75 000

	Apple corers
	12 000
	75 000

	Potato peeler
	12 000
	75 000


                      NB 
The above figures have been extrapolated from data obtained from a retailer who indicated a 20% market share.
3.1.3. TABLEWARE AND CATERING EQUIPMENT

	Products
	Quantities imported
	Estimated market potential

	Peppermills
	20 000
	25 000

	Salt and pepper sets
	15 000
	18 750

	Pepper dispenser
	10 000
	12 500

	Spice dispenser
	10 000
	12 500

	Sugar dispenser
	10 000
	12 500

	Butter dish
	3 000
	3 750

	Tea pots
	6 000
	7 500

	Milk jugs
	20 000
	18 750

	Sugar bowls
	20 000
	25 000

	Canisters
	20 000
	25 000

	Coffee pots
	N/A
	N/A

	Trivets
	1 500
	8 750

	Mixing bowls
	N/A
	N/A




The above figures have been extrapolated from data obtained 
from a retailer who indicated a 10% market share.
3.2
OTHER PRODUCTS WITH 
POTENTIAL
· Bread bins

· Pedal bins 

Imported quantities for these products are estimated at between 6 500 and 8 500 units 

· Colanders

· Strainers

· Mixing bowls

· Gravy boats

Hold potential for local producers due to relatively lower equipment costs and skills requirements 

3.3  FOREIGN MARKET DATA 

Manufacturers, traders and distributors were identified in the following countries:

· India

· China

· Turkey

· Indonesia

· Spain

· Germany

· Italy

· UK

· USA 

3.5    SWOT ANALYSIS

Strengths

·  
Steady supply of fairly good-quality raw material

·  
Flexible production facilities

·  
Willingness of manufacturers and some retailers to participate in a sector 
development initiative  

 

 

 
Swot Analysis(continued)

Weaknesses

·   
Poor design and new product development 
capacity

·  
Insufficient market information 

·  
Poor quality management

·  
Insufficient skills development programmes

·  
Poor marketing infrastructure of manufacturers

·  
Local products have limited added value

·  
High input costs due to import parity pricing

·  
Limited capacity to meet local demand

·  
Poor performance in supply chain (lead times, service levels)

·  
Limited product differentiation 

·  
Limited raw material dimensions  

Opportunities 

· Willingness of local retailers to cooperate with sector partners to improve local manufacturing capabilities

· Sustained decline in the rand exchange value could stimulate local sourcing and boost exports

· Exploiting ethnic designs to provide competitive edge

· Growing consumer preferences for stainless- steel products
· Increased environmental concerns

· Health and hygiene requirements in the catering and hospitality industry

Threats 

· Import duties and illegal imports of stainless-steel products diminish the price competitiveness locally

· Mistrust of stainless-steel raw material suppliers by distributors and retailers

· Perceptions that local raw material prices are equivalent to import prices

4.   RECOMMENDED STRATEGY 
Short to medium-term Strategic focus:

Manufacture niche products with high added value at medium to high price for domestic market, then extend to cover global markets

Base strategy on the following :

· Address identified constraints and weaknesses

· Take advantage of identified strengths and source of competitive advantage

· Establish South Africa as a producer of high-quality stainless-steel products with unique designs 

 
5.  ACTION PLAN 
· Workshop to brainstorm proposed market development plan and develop ongoing communication channels

· Match identified products with suitable 
manufacturers

· Determine production requirements and costs

· Confirm quantities and product 
requirements with selected buyers and 
distributors 

· Invest in research and development to 
upgrade design capabilities 

· Introduce automated production of semi-designer-like pieces to reduce production 
costs

· Appoint foreign-based industry associate 

· Develop market information networks especially for SME manufacturers 


· Assist manufacturers to improve production efficiencies 

· Reduce purchase price of raw materials by working with supply chain partners

· Invest in design and new product research capacity for stainless steel consumer product sector

· Improve quality (best practice, management methodologies and systems)

· Explore joint ventures among local manufactures and with foreign manufacturers 

· Audit selected manufacturers to identify capacity and efficiency levels 

· Design improvement strategies

· Design supplier improvement strategies 

WHAT NPI CONSULTING CAN CONTRIBUTE TO THIS INITIATIVE 

·  
Productivity audit of the selected manufacturers

·  
Skills assessment and development of training skills

·  
Operations management and production layout assessment

·  
Capacity assessments

·  
Export readiness audits

·  
Export market research

·  
Export marketing plans

·  
Facilitation of a co-operative marketing structure for a cluster

·  
Monitoring and evaluation of project implementation

·  
Productivity improvement training

·  
Productivity awareness programmes

·  
ISO accreditation

·  
Quality management systems

