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Is heating now a high-tech product?

WHILE SUMMER IS still well and truly upon us, it’s that time of year 

when stocking up on heating products is top of mind. For suppliers 

in the heating category, the last year brought some major successes, 

which was a pleasant surprise as we experienced one of the warmest 

winters in recent memory. 

Good marketing, advertising, raising consumer awareness and 

knowledge, as well as new product lines and a developing replacement 

market seem to be the main factors behind the sector’s strong 

performance.

Brett Avery of Dyson distributor Avery Robinson is delighted with 

the results the company had last season and feels it refl ected the 

market as a whole: “We had an absolute blinder to be honest. The 

Dyson Air Multiplier heater last year went through the roof, it was 

awesome. The market was up.”

The last year has also been a success for BDT with Mitsubishi 

Electric as consumer confi dence has grown: “As far as the peak heating 

season went, we experienced growth and we were quite pleased with 

that.” 

That’s the view of BDT’s Sarah Ellison, who feels that, in spite of 

the mild winter, the sector certainly experienced some areas of growth: 

“Although we had a relatively mild winter in some areas, in other areas 

it was cold as usual, but the great thing was that those areas that didn’t 

experience the cold didn’t slow down.”

Over at Panasonic, Product & Sales Manager for Heat Pumps, 

As the mercury falls and winter 
approaches, heating products will be 
top of mind for suppliers and retailers. 
But will they be for consumers? And 
should heating now be treated as a 
technology rather than an appliance 
product? Phil Weafer reports.

Darren Hayward, says that the company had a successful year, adding 

that heat pumps give retailers the chance to make sales in summer too. 

“We’re almost at the end of our fi nancial year and it’s been very 

good, defi nitely up on the year before. Winter went very well, it’s 

obviously the key selling period but with heat pumps you get a second 

bite at the cherry with summer as well. Certainly winter went 

extremely well for us for the heating side of it. I think it was one of the 

warmest winters on record but sales still went pretty well, particularly 

in the Auckland market.”

Also experiencing success, in the convection heater market last year 

was Noirot and Lee James, who says customer demand has risen as 

more information is available: “2013 was a very successful year with 

INSTANT EXPERT – HEATING

• Last year’s heating season was a scorcher!

• Even those regions that experienced a warmer winter didn’t see a 

slowdown.

• Can it be that the market has fi rmly latched on to the cooling 

functions of heat pumps?

• Has the replacement market for heat pumps become signifi cant?

• New home starts and rejuvenated building activity have been 

factors.

• Maybe heating should now be seen as a technology rather than an 

appliance category?

• And, as with all categories, the heating consumer is an increasingly 

educated consumer.

• So – making sure staff have their regular PK sessions is vital.
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consumer demand increasing as further choice is being sought as well 

as engagement into further research prior to purchase.”

A less reactive, more proactive year?
In the past, heating products have been seen as somewhat of a 

reactionary purchase, one that consumers only really think about 

when that fi rst cold snap hits. But the positive results from last year’s 

warm winter are as strong an indication as ever that this usually 

weather dependant outlook is one that is not as prominent in the 

market as previous years.

Nicole Williams, Marketing Manager for BDT, points to the recent 

Canstar Blue survey that revealed heat pumps as a “must-have” 

product: “Consumers have got used to the idea of having heat pumps, 

they enjoy having them in their homes and if they move they’ll 

probably install another one.”

Over at Avery Robinson, Brett Avery feels that with so much 

information so readily available, consumers are a lot more educated 

about the products in the sector and this has been a factor in the 

reduction of reactionary purchases. 

“I think the actual turn of the season is a reminder to the consumers. 

I do think that people are doing a lot more research now and that they 

are looking at products that might be suitable for them for the coming 

season and that when it starts getting cold they might make the 

purchase but they may be more educated and ready to go.”
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Is the market ready for replacements?
One factor behind the success many experienced in heating last 

year was the number of consumers looking to replace or upgrade. 

Speaking about the company’s electric blanket range, Sunbeam’s 

Christine Johnston says a lot of business stems from upgrading or 

replacing a model.

“People often upgrade electric blankets because you’re only 

supposed to use them for so long. We get people that have them for 50 

years so our product is too good in that respect! The moment people 

feel cold at night, they want an electric blanket right away. If you’ve 

had a working electric blanket and it doesn’t go and it is winter, you’re 

going to have to buy a new one.”

The replacement factor has also been evident in the heat pump 

market, with Panasonic’s Darren Hayward saying: “I think we’re at 

that period where we’re starting to get some replacement business as 

well so heat pumps have been around for long enough now that 

people are starting to take out old ones and put in a new one.”

New heating for new homes!
It may be stating the obvious, but new homes result in new heating 

products. Speaking to suppliers, heat pumps have emerged as one of 

the most popular products for new houses. 

“I think definitely for new builds that people are considering the 

options and heat pumps are obviously a popular option for new 

CHANGES AFOOT FOR HEAT PUMPS

EECA INTRODUCED NEW specifications for heat pumps late last 

year. The aims of the specification are to have ENERGY STAR partners 

agreeing to the specifications over the next three years; to provide 

clear, robust and comparable heating performance information to 

allow consumers to choose the best heat pumps for their conditions 

and to align with ENERGY STAR brand values.

Changes to H1 heating (effective 1 April 2014) – Based on 

industry feedback that the primary focus is heating only, the products 

are categorised based on the H1 rated heating capacity. The focus 

is now on H1 and H2; AEER is no longer a requirement of ENERGY 

STAR.

The H1 levels will be increased as follows:

ENERGY STAR
H1 ACOP

Non-ducted  split <4 kW 4.4

Non-ducted  split systems 4 kW to <7.5 kW 3.8

Non-ducted split systems 7.5 kW to <10 kW 3.5

Non-ducted split systems 10 kW to 18.9kW 3.7

Ducted Systems 3.6

Changes to H2 cold temperature heating (effective 1 April 

2015) – Heat pumps need to produce an acceptable level of heating 

at low temperatures, and an acceptable level of efficiency to produce 

that heat. So next year, H2 COP levels will be increased slightly and 

set by a formula based on a function of H1 rated capacity.

Because EECA understands some manufacturers may wish to retest 

products, these changes will not come into effect until 1 April 2015. 

EECA also notes that, due to industry concerns regarding public 

interpretation of H2 data, it will not be made publicly available.

The updated specifications can be found here www.eeca.govt.

nz/node/6121 and here www.eeca.govt.nz/node/16291 for ducted 

heat pumps.

www.eeca.govt.nz 

NIWA OUTLOOK: FEBRUARY-APRIL 2014

According to 

a seasonal 

climate outlook 

for the months 

of February to 

April by NIWA, 

temperatures for 

those coming 

months are just 

about equally 

likely to be 

average or above 

average for all 

North Island 

regions and to be 

average or below 

average in the west of the South Island and most likely to be near 

average in other South Island regions. 

February-April rainfall totals are equally likely to be normal or above 

normal in the north of the North Island, and to be normal or below 

normal in the north and west of the South Island, and most likely to 

be normal or below normal in the north and west of the South Island, 

and most likely to be near normal for all remaining regions.

Soil moisture levels are most likely to be near normal for all regions 

except the east of the South Island where soil moisture levels are likely 

to be normal or below normal in the north and west of the South 

Island, and most likely to be near normal for all remaining regions.

www.niwa.co.nz 

Continued on page 42 8
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HEATING CATEGORY WARMS UP AGAIN IN 2013, DESPITE TOASTY CONDITIONS

FLYING IN THE face of the category’s assertions that winter 2013 was 

warm as, GfK’s stats for the 2012 and 2013 heating seasons make for 

substantially more positive reading than the dire 2011 season which was 

–12.4% by value overall. 2011, you may recall, was the result of what 

some called “perfect storm” conditions for heating – a warm winter 

followed by a late cold snap.

But, in the 2013 calendar year, GfK’s stats say that electric heating 

showed a second consecutive year of improvement. Boasting an 

impressive overall 20.9% increase in total category value there is 

however a parallel 12.2% increase in volume which may also suggest 

that not as much profit was made from electric heating last year 

compared to 2012.

Still, the big movers in 2013 with further positive changes in value over 

the 2012 calendar year include Ceramic type (+57.6% on 2012; note this 

includes Dyson’s Hot+Cool product), Panel radiant heaters (+93.9%) and 

good old Electric fires (+125.6%!)

Possibly still suffering from having somewhat fallen out of fashion were 

Oil radiators (–11.1% value on 2012), while Convectors (+4.2%) and Bar 

radiant heaters (+0.9%) all showed less growth than in 2012.

Source: GfK (www.gfk.com/nz/).

2013 vs 2012 2012 vs 2011 

Volume Value Volume Value

Fan heater –9.0% +2.3% –21.6% –3.0%

Ceramic type +84.6% +57.6% +2.5 +37.2%

Oil radiator –16.6% –11.1% –6.8 +7.9%

Convector +4.9% +4.2% +16.8% +25.8%

Panel radiant heater +153.5% +93.9% +117.5% +72.9%

Bar radiant heater +1.8% +0.9% –1.2% +14.4%

Electric fire +152.7% +125.6% +34.3% +9.8%

Total +12.2% +20.9% –4.0% +19.6%
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A STYLISH NEW RANGE OF HEATERS FROM DE’LONGHI 

Driven by style, high performance and the latest technology, De’Longhi are launching a stylish new range of 
heaters for 2014. The new Dragon 4 Oil Column heater gets a digital update, plus 25% more radiant surface. 
Less is more with the new Slim Line Panel convection heaters, a particularly attractive option at just 7cm deep 

and wall mountable. Ceramic heaters go fashionably compact, with oscillation and remote control.

 The De’Longhi experience is Better Everyday.

COMFORT
INNOVATION

STYLE

For more information contact your local  
representative or visit delonghi.co.nz
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builds and renovations because of the efficiency factors. When 

people are planning a house now they’re planning a whole solution 

and it’s either a ducted system or multiple units,” says Panasonic’s 

Darren Hayward, who also says that more consumers are investing 

in multiple units around the house and sees this trend especially 

evident in bathrooms.

Nicole Williams certainly echoes the sentiment that the growth 

we’re seeing in the new housing market reflects strongly on heat 

pumps: “If you’re building or renovating, you’re looking at a heat 

pump as an upgrade option and there’s certainly evidence too in 

rental markets that heat pumps are something that people are 

looking to have in the homes so there is an expectation for landlords 

to have them.”

Help consumers help themselves
Like any product in the appliance channel, sales of heating products 

hinge on the product knowledge of retail staff. Particularly with 

the process of a heat pump purchase also involving installation, 

knowledgeable staff are key.

Nicole Williams emphasises the work that BDT does with its retail 

partners to ensure staff are up to date on the company’s product line: 

“I think it’s really important, BDT has always had a strong focus on 

training and with the Wi-Fi [a new model – see sidebar on page 44] it 

will be no different. Consumers tend to know quite a bit about our 

brand and what’s superior about our brand.”

Williams also feels that keeping the customers best interest in mind 

ultimately serves retailers very well: “It’s really important for the 

NEW REFRIGERANT TO  
RESHAPE THE MARKET?

Fujitsu General recently launched its e3 series heat pumps into the 

New Zealand market. This is seen by some around the sector as a 

huge innovation. One supplier described it thus: “I would see it as a 

game changer…” 

The big news around the e3 series is the first use on an NZ product 

of a refrigerant called R32. Heat Pumps using R32 exclusively are 

significantly more efficient than traditional heat pumps, as well as 

having 60% less Global Warming Potential (GWP) and also have zero 

ozone depletion.

New Zealand isn’t by any means the first country to see R32 

refrigerant models. For the last couple of years, R32 products have 

been heating cold climate markets like Scandinavia, other parts of 

Northern Europe and Japan, as well as cooling markets like India, 

other Asian countries and Australia. 

In fact, we hear demand has outstripped supply in the Australian 

market and manufacturers can barely keep up with stock. 

Now the use of R32 isn’t an exclusive technology and all the major 

manufacturers are developing their own models, but in NZ, Fujitsu 

with its just launched e3 Series, is one that’s leading the way here.

What does R32 mean for retailers? 

In short, you will be able to tell a story of the latest most efficient 

and cost effective heating so far. Heat pumps may already be the 

most energy efficient heat source but the new R32 models step up to 

another level in power saving. 

Installers have been taking a keen interest in the new technology, 

as they will need to be geared up to install these new models with 

a slightly different sealing mechanism is used as an added safety 

precaution. 

The majority of Fujitsu accredited installers have received training 

from the company in recent months, and the new e3 Series is already 

being installed across all regions of NZ.

www.fujitsugeneral.co.nz

FOUR SEASONS IN ONE FAN

Dyson has launched the new AM05 bladeless fan heater, 

combining fast and even room heating in winter with high-velocity air 

cooling in the summer. It features Dyson’s digital motor technology, 

which has been improved to deliver a third more output than its 

predecessors, and ensuring greater airflow – drawing in 28 litres of air 

per second via a mixed flow impeller. Nine asymmetrically aligned fins, 

with rows of tiny holes, reduce friction. 

During heating the air travels over ceramic stones, self-regulating 

the heat transferred. The air is then accelerated through a 2.5mm 

aperture set within the loop amplifier. This creates a jet of air which 

passes over an airfoil-shaped ramp angled at 5°. Creating an area of 

low pressure behind the fan, air is drawn-in through a process known 

as inducement. Surrounding air is drawn into the airflow in a process 

called entrainment. 

www.dyson.co.nz
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Heaters with 
the star sell.

Everyone wants to stay warm over winter, but no one wants big power bills. That’s why 
it’s easy to sell heaters displaying the ENERGY STAR because they’re the most energy 
efficient heaters on the market.

NEW ZEALAND’S MOST 
ENERGY EFFICIENT PRODUCTS

Visit www.energywise.govt.nz/energy-star
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Made in France
Founded in Laon France, Noirot has been warming the 
hearts and homes of thousands of families for over 
75 years.

LiFetiMe warranty
It is a commitment to developing the latest in technology 
and quality that allows Noirot to bring to you our Noirot 
Lifetime Warranty. Comfort and peace of mind now means 
Noirot is for life.

energy eFFicient
Every Noirot heater is fitted with a Noirot Precision 
Thermostat. Even after years of functioning it maintains 
your desired temperature within 0.1 degree Celsius, 
ultimately reducing your heating costs.

100% siLent
The revolutionary Monobloc heating element is totally 
silent. The non-expanding front panel means no rattles or 
cracks whilst you’re keeping warm, guaranteed.

a range oF sizes
Our extensive range comes in many sizes, suitable 
for all rooms and applications both domestically and 
commercially.

A warmth you can trust.

European innovation
 French sophistication

noirot.co.nz

retailers to really push the features that they want to, the model that 

will give them the best margin, but ultimately what product will best 

suit the consumer.”

Christine Johnston feels that it is on the suppliers to educate 

retailers to help them in their dealing with customers. Johnston says 

having retail staff well trained and up-to-date is vital. 

“It’s not a cheap purchase so we’d hope that people were getting 

good advice and we go to a lot of trouble to make sure we train our 

retailers well so they do have to be quite informed and give the right 

information. Our packaging gives a lot of information too, but if a 

customer asks a question and is given a wrong answer then they won’t 

be happy spending that much money on something.”

As a result of consumers up-skilling themselves ahead of a purchase, 

Lee James says that Noirot has begun to engage with consumers earlier 

in the in the process which in turn offers more chance to offer 

specifi cs on offers and answer the more in-depth and consumer or 

location specifi c questions.

Merchandising and store representation also play a big part in the 

performance of goods in the sector, but, says Brett Avery, it’s retail 

staff who are the bottom line: “If you walk into a shop and the 

people seem to know what they’re talking about it certainly puts the 

consumer’s mind at ease if they’re being told the right things, it’s 

absolutely important.”

Looking purely at heat pumps, Darren Hayward points out that 

with them being a more technical product, extra strides must be made 

to ensure that the correct information and practices are available.

“We put a lot of effort and resource into educating and training the 

retailers we well because the fact is there is a fair bit to putting a heat 

pump in and if it’s not right, it’s got the Panasonic name on the product. 

WONDERFUL WI-FI CONTROL!

From winter 2014 Mitsubishi Electric is unleashing a new way to 

control heat pumps with the introduction of the ComfortMaster Wi-

Fi adaptor. Exclusive to the Designer Series, customers will be able 

to control their heat pump anywhere they have internet connection. 

Wi-Fi control is made possible with the addition of a ComfortMaster 

Wi-Fi adaptor which can be sold with new systems or retrofi tted to 

previously installed Designer Series Heat Pumps. Mitsubishi Electric 

ComfortMaster Wi-Fi control enables users to switch the unit on and 

off; change temperature of the system; change fan speeds and vane 

direction; switch between cooling and heating; set minimum room 

temperatures; and set timer patterns. Wi-Fi control is already available 

in European and Australian markets and has received positive 

feedback so far.

www.mitsubishi-electric.co.nz/wifi  

“If you walk into a shop and the people 
seem to know what they’re talking about 
it certainly puts the consumer’s mind at 
ease if they’re being told the right things, 
it’s absolutely important”
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Panasonic would like to thank the everyday kiwis who voted their Air Conditioners 

the ‘most trusted’ brand in 2013. With a history in New Zealand dating back to 1971, 

Panasonic couldn’t be prouder that its products continue to be recognised 

for their reliability and ease of use.
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FEEL PERFECT WITH SUNBEAM

Sunbeam has released three new additions to its range of heated 

throw rugs and cushions. All three products have Sunbeam’s 

exclusive SleepPerfect Technology, are economical to run with a 

10-minute heat up time, have a small detachable controller, are 

machine washable and can be tumble dried. The Feel Perfect 

Plush is a plush micro fl eece fabric with six heat settings. The Feel 

Perfect Luxe Faux Fur is a polyester 580g/m2 faux fur fabric 

lined with micro fl eece. Like the Feel Perfect Plush, the Feel Perfect 

Luxe Faux Fur has six heat settings. The Feel Perfect Heated 

Cushion has a 90-minute automatic shut-off and is made of a 

polyester faux fur fabric.

www.sunbeam.co.nz 

The thing we have to face is that if the product is undersized or hasn’t 

been installed properly, the customer just sees it as a Panasonic product 

that isn’t functioning properly – so it’s important that at the time of sale, 

the right product is sold and then it’s installed correctly.”

Factoring in effi ciency and safety
When it comes to electrical heating products, the importance of 

safety and effi ciency cannot be understated. One issue has been the 

emergence of cheaper lower-end products on the market. 

Darren Hayward outlines the frustrations shared by many suppliers 

across the market: “I think one thing that is perhaps somewhat of a 

bugbear for suppliers is in regards to MEPs and star ratings and 

things. Heat pumps are held to very strict standards and then the 

consumer can still go and buy a cheap fan heater and it doesn’t 

actually have any requirement to be MEPs rated or anything like that.”

Hayward continues: “It’s almost like the most effi cient products are 

held to a very high standard whereas someone can buy a cheap fan heater 

without any worries. Probably all the suppliers feel the same about that.”

Christine Johnston also emphasises the importance of highlighting 

safety features on products. “All heating products are very safety-

driven and as a result people are being forced into buying safer 

heaters, the lower-end items are not available as much as they were. 

Safety is really paramount with heating products.” 

Coming back to retail
There was a feeling in the market this time last year that the appliance 

channel had taken its eyes off heat pumps somewhat. However, 

speaking to people in the market this year, the impression I have is 

that this can change on a year-to-year basis, with last year showing 

strong returns for the appliance channel. 

Sarah Ellison at BDT sees consumer confi dence as the most important 

factor: “I think with retail, we’re defi nitely at the mercy of consumer 

confi dence and last year we saw they had a relatively strong performance 

during the peak months. Given what we’ve seen, consumer confi dence is 

rather strong and there is a lot of confi dence in the market and I see no 

reason why retail won’t perform just as strongly.”

Nicole Williams feels that a lack of knowledge of the product was a 

factor but also sees the growth continuing through the appliance 

channel: “I think there was possibly a move away because it’s a 

complicated product and there wasn’t as much catalogue focus there 

but that certainly came back last year to being a top of mind product.”

Williams feels that continued focus will certainly help: “The retail 

partners are now all supporting it and they know it’s a good margin 

product to be focusing on so I think they’ll continue to push with it.”

These sentiments are echoed by Brett Avery. He feels that the 

consumer demand for products provides a large amount of incremental 

turnover, sales and revenue for retailers: “I think it’s really important 

that they are ready for the demand so they also support with good 

stockholdings pre-season to maximise that opportunity.”

Enough said!  

Given what we’ve seen, there is a 
lot of confi dence in the market and I 
see no reason why retail won’t perform 
just as strongly”
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