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BENEATH THE SURFACE OF GORENJE'S 
NEW GENERATION BUILT-IN APPLIANCES
new stories are coming to life. The stories from your home. Stories created with  – a unique 
innovation allowing wood-fi red oven eff ects for perfect baking results. Stories endowed with elegant touch of 
the patented DirecTOUCH electronic programme module. These patented innovations are a fresh view of how 
we live: each in our own distinct way. The new generation of Gorenje built-in appliances is a perfect setting for 
your own private story. The story you experience: the inside story.

‹ PURE line ›
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Gorenje's six decades are an endless in-

terweave of stories, challenging situations 

and their milestone outcomes, of which we 

also write in this anniversary issue of Gorenje 

Lifestyle Magazine.

Since the fi rst solid fuel stoves in the fi f-

ties, followed by simple refrigerators and the 

fi rst washing machines in the sixties – the lat-

ter unleashing a revolution in the organiza-

tion of households – we have come a long 

way on our path of creativity and technologi-

cal advancement. Gorenje has been a trend-

setter in the home appliance industry. From 

one generation to the next, our appliances 

were closer to technological perfection; they 

delivered in terms of increasingly important 

rational use of resources; and they featured 

unique superior design – a hallmark and an 

essential point of distinction in the harsh 

world of international competition.

Today, Gorenje is pursuing a vision of be-

coming the world's most innovative design 

We are celebrating. 
Sixty years of creativity and devel-
opment. A long period in which time 
alone, one would expect, would give 
our face a wrinkle or two. Yet the 
development and progress accom-
plished through the years seem to 
have smoothened out these wrinkles 
and today, we stand as vigorous as 
ever. 

Greta Kokot Rajkovič

Executive editor

minded creator of products for the home. 

Its appliances employ cutting-edge technol-

ogy to aff ord simple operation. Ergonomic 

shapes make their use easier. Authentic ma-

terials and innovative forms are forged into 

timelessness to blend harmoniously with any 

individual's lifestyle. Thus, our products have 

repeatedly thrilled the consumers and pro-

fessionals alike, winning a number of presti-

gious awards.

Throughout our development, we bear in 

mind our impact on the environment; to pro-

tect it is our commitment for the future. In-

deed, care for the generations to succeed us 

is a major guiding principle in development 

of our products; the thought of what our 

world will be like tomorrow and the thought 

of our conduct in this world today. Our goal 

is to keep this world in good shape. Hence, 

we shall continue to invest in environmentally 

friendly production and products, to recycle, 

and constantly seek improvements. For the 

next 60 years of creativity – and beyond. 
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14 Inspired by 60 years of development 

in technology, design, types of use, and simplicity 

of control for household appliances, our company 

is entering a new decade of fruition driven by the 

eternal human desire to lead a better and simpler life. 

Any innovation from Gorenje is based upon respect 

for life! After all: Gorenje is more than an established 

name for household appliances; it is a hub for people 

who believe in their creative power!

51 The new generation of 

Gorenje kitchens boasts a varied choice 

of materials, excellent design, and highly 

functional technological solutions. A 

wide array of colours and countless 

possibilities of cabinet combinations 

lead to breathtaking layouts, fully 

tailored to the modern consumers with 

individual and daring visions of their 

homes.
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26 The new collection Gorenje 

designed by Karim Rashid is a unique fusion 

of minimalism and colour, purity and boldness, 

functionality and interactivity. It introduces new 

standards of modern kitchen appliance design. 

A hallmark of the collection is the vertical LED 

stripe which, employing the innovative MoodLite 

technology, allows you to select one of the 

seven light hues by a single gentle touch. The 

touch of light. 

34 The Gorenje Simplicity Line is tailored to the modern 

user who feels that making repeated decisions between a plethora 

of programs and functions is basically superfluous. They, instead, 

wish for a simpler way to control the household appliances. Gorenje 

Simplicity appliances are made to simplify your life and save your 

time. So simple – with a single twist of the logical knob.
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Green Plug for Gorenje Retro fridge

Readers of the Austrian daily paper Österreich 

and the Elektro & Wirtschaft magazine voted Goren-

je’s black fridge freezer with 1950's style retro de-

sign the most energy effi  cient major home appliance 

and awarded it the ‘Grüner Stecker’ (The Green Plug) 

Prize. 

Gorenje refrigerator impressed the respondents in 

a web survey with its annual power consumption of 

193 kWh which ranks it in the top A++ energy class. 

This performance rating won the appliance the fi rst 

place in the rankings of twelve ‘green’ products in the 

category of home appliances. The nostalgic design 

and power effi  ciency of the retro fridges have earned 

them a warm acceptance among the consumers. 

Austrians are considered highly environmentally 

aware consumers and power effi  ciency of home ap-

pliances and other electric products is among the 

major criteria when making a purchase decision.

www.gorenje.at

The ‘Grüner Stecker’ award, voted by the readers of the Österreich daily 

and the Elektro & Wirtschaft magazine, was presented to the director of 

Gorenje’s Austrian offi  ce, Mrs. Sandra Lubej. 

Product of the year

Gorenje has won the Get Connected 

Magazine’s Product of the Year Award for 

its range of Pure built-in ovens. Voted for 

by an independent panel of judges, industry 

professionals as well as an electrical trade 

audience, the Gorenje Pure ovens shone 

through the stiff  competition to be voted 

winner in the cooking category. 

All single ovens of the Pure line have a 

large 60 litre cavity, with a unique arched 

roof, harking back to the traditional bread 

ovens of the past. The oven combines 

this with a modern contemporary twist of 

powerful functionality, including a FastPre-

heat setting that brings the oven to a tem-

perature of 200 °C in a market-leading six 

minutes, to multi-function settings, plate 

warming, meat probe cooking and Stay-

Warm functions. Simple and intuitive to use 

with unique DirecTouch touch screen con-

trols and large clear symbols, it adds conve-

nience and simplicity. 

www.gorenje.co.uk

Gorenje’s Pure ovens won the Get Connected Magazine’s Product of the Year 

Award 2010, in the cooking category. 



Entering Asian Markets

Opening ceremony with the shop owner 

Mr. Fu and Managing Director of Gorenje 

China, Mr. Andy Miklav.

Gorenje China is successfully introducing Gorenje brand 

products to Asian consumers both in Mainland China and in 

Hong Kong and Taiwan.

Gorenje entered the Chinese market fi ve years ago with 

its luxury category appliances. Among these designs are all 

previous Gorenje appliance collections. The company and its 

business partner opened their fi rst store exclusively featuring 

Gorenje trademark appliances in February 2010. The store is lo-

cated in the city of Wenzhou with a population of seven million.

www.gorenje.cn
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ATAG wins Red Dot Design 
Award 2010

Gorenje’s high-end brand ATAG has won 

a prestigious international design award - 

Red Dot Design Award 2010 in the category 

Kitchen Appliances for its MAGNA Stainless 

Steel gas hob. According to the jury it was 

an exceptional example of top quality, and in-

novative design.

ATAG also received two honourable men-

tions: an induction hob with the intuitive Iris 

Slide Control®  and a gas hob with wok burner 

and Easy Flame Control from the New Matrix 

Line.  

www.atag.nl

The jury assessed the ATAG hobs on such aspects as design, 

innovation, functionality, ergonomics, durability and product context. 
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Having started in the early 1920’s with lu-
minaries and legends such as Albert Einstein as keynote 
speakers, IFA is the world’s leading show for the Con-
sumer Lifestyle market today. For its 50th edition, show 
organisers expect to break new records in terms of in-
novations and deals done at the show. Gorenje will be 
there.

COUNTDOWN TO THE 50th IFA 

Franjo Bobinac, Gorenje President and CEO: “The fair is a great 

opportunity for Gorenje to consolidate the existing business 

partnerships and to forge new ones.”

It is important to be present at the fair and to address our cus-

tomers even in times of hardship which still loom over the globe. 

The crisis is here, but it will surely end one day. “We are determined 

to fi ght it today – with new and innovative products,” avows Franjo 

Bobinac, Gorenje President and CEO.

Last year, the innovative collection Gorenje designed by Karim 

Rashid saw its global premiere at this Berlin show, taking Gorenje’s 

highly successful strategy of working with designer stars yet another 

step further. “Gorenje’s new collection is the fi rst in the industry to 

include the advanced LED technology and to off er a solution that 

allows the user to change the colour of the appliance exterior,” com-

mented Mr. Aleksander Uranc, Head of Marketing at Gorenje, upon a 

prominent launch in Berlin.
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Polona Bobinac, Executive Sales Director, with the Gorenje 

Simplicity Line.

The innovative interactive application for Microsoft Surface, 

displayed among Gorenje’s innovations, was a true attention 

magnet.

Gorenje invites to the 50th IFA in Berlin, Germany; September 3rd – 8th 2010, Hall 1.1

In addition, Gorenje Simplicity collection was also launched at 

IFA 09, announcing its availability in most European markets shortly 

after the en of the fair. With this line, it should be noted that it was 

developed entirely by Gorenje experts and designed at the Gorenje 

Design Studio. “First response by the customers and distributors are 

very encouraging and we believe the line will be a sales hit in most 

markets,” asserted Mrs. Polona Bobinac, Executive Sales Director at 

Gorenje.

Refl ecting the spirit of current times, ecology and energy effi  -

ciency delivered by the class A++ appliances were the key topics of 

the fair, in addition to design and innovation. Majority of fridge freez-

ers of the new Gorenje Retro Collection, also unveiled at last year’s 

IFA, is rated in that energy effi  ciency class. 

Following a notable appearance in 2008 and 2009, Gorenje 

will challenge the global streams of innovative design at this Berlin-

based fair again this year, from September 3rd – 8th. 

The fair is a great opportunity for Gorenje to consolidate the 

existing business partnerships and to forge new ones. “Last year, 

Gorenje hosted over 2,300 business partners from across the globe; 

this year, it will be an opportunity our sixty years of creativity in their 

company,” believes Mrs. Saša Košec, Deputy Marketing Director and 

chief coordinator of Gorenje’s appearance at the fair.

The countdown to IFA’s 50th jubilee has started. See you there! 

IFA fair is the top international event for 
the home applaince and consumer electronics industry. 
Last year, this global display of innovation and new tech-
nologies was attended by over 228,500 visitors and 6,219 
media representatives from 78 countries. A total of 1,164 
exhibitors presented their products on total exhibition 
area of 121,000 square meters, completing EUR 3 billion 
worth of deals. 

www.ifa-berlin.com 

German reporters voted Gorenje exhibition area as one of the three most attractive among the white goods exhibitors. 



LESS DECISION, MORE LIFE! JOIN THE SIMPLICITY 
TREND

www.gorenje.com



Value your time. Don't waste it on tough decisions and intricate controls. Don't waste energy and money. Start 
living a simpler life. Choose the smartly designed appliances operated by a single logical knob – appliances 
that are easy on your budget and the environment. Choose .
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At times, when the economic crisis is still ‘bearing 
its teeth’, it is somewhat bold to predict the growth of sales and 
the return to the full swing of operations of the better times.

We set up guidelines that are going to ensure a long-term stability 

in the operations and development of Gorenje Group. I am convinced 

that the teamwork of our co-workers coupled with our consistency, 

responsibility and superiority in plan execution, will lead to our target 

The world was shocked by a fi nancial and 
economic crisis just before Gorenje’s 60th anniversary. 
The predicament also had a big impact on the business 
operation of this reputable European producer of home 
goods. Household appliances are a so called durable 
goods which in economic terms means that consumers 
postpone purchases of such goods until after the end 
of crisis. In this new reality, Gorenje adopted an ambi-
tious strategic plan at the beginning of the year which 
incorporates a concept for renewed growth. Gorenje’s 
president and CEO, Franjo Bobinac, decided to stay 
grounded and ready for any new changes, even though 
there is a cautious optimism as the markets are starting 
to stabilize. In our conversation we looked into the past 
and then into the future, as we discussed how Gorenje is 
going to reach its target objectives.

INTERVIEW WITH FRANJO BOBINAC, PRESIDENT & CEO
goals. At the same time this will bring a bigger consumer satisfaction. 

We strive to meet the expectations of the owners, shareholders, em-

ployees and other stakeholders in a socially responsible way.

Gorenje brand, in its 60-year existence, has 
undergone big changes in consumer perception. Are these 
changes a result of a carefully crafted strategy?

Yes, by all means. Our attitude towards household appliances 

shows that we don’t perceive them as mere practical assistants for 

our house chores but that they also have an aesthetic value. They 

are a beautifully designed element which is making a statement as to 

who we are. We have put a lot of eff ort into this transformation: we’ve 

invested capital in new technologies, new production lines, human 

potential, research and development, and marketing. Now we are able 

to pick the proverbial fruits of that labour. These days our appliances 

are technologically advanced, innovative, nature friendly and have a 

superior design. 

How do you perceive the role of the design in the 
world today?

It costs the same whether you make an ugly or a beautiful prod-

uct. Anything can be less or more beautifully done and you will spend 

the same amount of money. We want to give the consumer that extra 

PEOPLE ARE THE KEY
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value. Slovenia lies at the crossroads of two cultures – Germanic to the 

north, which is renowned for its quality and reliability, and Mediterra-

nean to the south, which is well-known for its improvisational skills and 

even more so by aesthetics. This can bring a wonderful coexistence. 

Gorenje consequently creates appliances that are of ‘German’ quality 

and have a marvellous design. We have a world-class design team. A 

little over a year ago, we have allowed our Gorenje Design Studio to 

go outside its scope of work – which gives us knowledge, experience 

and ideas from other areas outside of household appliance business. 

Not to mention that we can also promote our brand in the design fi eld.

Your vision is to become the most original design 
minded home appliance creator devoted to sustainable devel-
opment and able to fl exibly adapt to customer needs. How are 
you fulfi lling this vision?

Gorenje’s achievements in the design and innovation fi eld are 

the result of deliberate investments in R&D. We are a design minded 

company. We may even assert that we are taking the role of a design 

trend-setter in the household appliance fi eld. The development of new 

appliances at Gorenje is a process where all of company’s technical 

and expert departments are equally included. We should add that the 

fact that we deliver exceptionally well designed models to the mar-

ket, does in no terms mean that the design plays the key role in our 

development. On the contrary: it comes to us spontaneously, as it is 

our thinking that our primary job is to develop effi  cient, innovative and 

technologically advanced appliances. However the design represents 

a segment where we wish to be recognizable at the fi rst glance.

The advancements in technologies are present 
and visible everywhere in today’s world. What, in your opinion, 
is the most important thing arising from these new technolo-
gies? And what role does the design play? 

Any technological advancement coming to the market must pri-

marily be user friendly. Put in simple words; it must be easy to use. 

Functional and ergonomic form are one way in ‘how to’ bring this re-

ally sophisticated technology to the customer in the most appropriate 

and friendly way. Even more important are its presentation content 

and method. Gorenje’s experts are an excellent team that has been 

constantly developing new technological solutions. When working 

in the new technologies fi eld, we are partnering with a multitude of 

global companies on several projects. We are in a constant search for 

improvements in all areas – whether in the sense of functionality or in 

the sense of a user friendly design. 

Gorenje is well known for its dedication to envi-
ronment protection and sustainability. How do you incorporate 

the design and innovation into the philosophy of social respon-
sibility?

Design must be socially responsible. A good manufacturer, which I 

dare to say we are, has to be able to detect social changes and, while 

caring for the customer, has to be better at anticipating the changes 

than the customer is. We start relying on customer surveys in the early 

research and planning stages, we monitor trends, we detect social 

changes and specifi c needs; such as the ageing of the population or 

nutritional habits. Socially responsible design translates into off ering 

a wide range of environmentally and user friendly quality products 

to diff erent segments of customers. At the same time it has to serve 

the consumer, and cater to his needs, in a safe and correct manner of 

everyday use.

Gorenje has been incorporating futuristic visions 
into the design of household appliances. What is your opinion 
of what future holds for such developments? 

We use our ‘futuristic vision’ to foresee and detect changes, react 

to them accordingly and off er new solutions. Trends are indicating 

that advanced technology will continue to develop at a very fast pace. 

And we are partaking in this process. Innovations are the foundation 

of growth and development of all industrial corporations, including 

our company which operates within a very mature branch. In our fi eld, 

perpetual development and search for new, innovative products rep-

resent the basic condition for survival in a fi erce competition for the 

market share. We have been trying to incorporate the attitude of in-

novation into all areas of our lives and work. 

People are the key. This has been the motto of 
Gorenje for decades. How important is this today and for the 
future development?

Gorenje’s employees are and have always been the key to achiev-

ing the company’s ambitious strategic plans. We would have not 

achieved the degree of development you see today, have we not had 

ambitious individuals, motivated teams and cooperative work of the 

whole working collective. They made us into the corporation that has 

an international character and has an infl uential role in the areas that 

we are working on developing. Investing in our employees is therefore 

a very high priority for Gorenje. 

”Socially responsible design has to serve the 
consumer, and cater to his needs, in a safe 
and correct manner of everyday use.”
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GORENJE’S
SIX DECADES

The roots of present-day Gorenje can 

be traced back to the Špeh blacksmith 

shop operating in the village of Gorenje in 

the period immediately after World War 

II. After nationalization in 1950, it was re-

named to District Metal Works Gorenje – a 

company with ten employees.

In March 1953, Ivan Atelšek, the fi rst 

of Gorenje’s visionary managers, was ap-

pointed head of the company. To him, im-

proving performance of the shop was far 

from enough; he sought to develop the 

workshop into a real enterprise. He reor-

ganized the company, improved labour 

effi  ciency, upgraded the products, and ex-

tended the production program. The range 

of fruit mills was a success, and Gorenje’s 

thresher machine was even awarded a 

patent in 1956. This is viewed as the kick-

off  point of employee innovation at the 

company; to this day, it was followed by 

over 150 patents and numerous innovation 

awards.

They say there are 
no coincidences. But for Gore-
nje to emerge in a form that has 
persisted to this day, several cir-
cumstances had to fall into place 
simultaneously: impending clo-
sure of the existing workshop that 
could employ the local population; 
government’s post-war industrial-
ization incentives; and ambitious 
and brave individuals with a clear 
vision. 

Author: Dagmar Vrtačnik
Photos: Gorenje Archive

FIRST SOLID FUEL STOVES

The next watershed in Gorenje’s history 

was the relocation in 1958 which allowed 

the company to launch the production of 

‘Tobi’ solid fuel stoves. The number of em-

ployees grew tenfold in fi ve years. In this 

period, the fi rst principles of serial produc-

It all started with agricultural machinery 

and construction materials, followed by 

solid fuel stoves in 1958.
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tion were introduced. Furthermore, Ivan 

Atelšek was already aware of how impor-

tant motivated employees are to success; 

hence, a sense of loyalty to the company 

was deliberately built in those years. In 

those days, it was not uncommon to see 

workers come together in so-called ‘shock 

labour campaigns’ when they worked 

diligently and enthusiastically in their free 

time, waiving any claim for income, in order 

to boost productivity by making use of 

new machinery and production capacity, 

and also to make their future tasks easier. 

RELOCATION TO VELENJE

This year is actually a double anniver-

sary – it has also been fi fty years since the 

company’s relocation to Velenje. At the 

time, Velenje was a rapidly developing min-

ing town which provided conditions con-

ducive to Gorenje’s further development 

and expansion. The coalmine had a lot of 

available premises next to the old shaft and 

it was in the interest of the mine’s manage-

ment to fi nd employment for coalminer’s 

wives as well. The company was renamed 

to Gorenje, Home Equipment Factory, 

Velenje. Modern facilities and improved 

In the sixties, Gorenje 
initially produced solid 
fuel stoves; subsequently, 
production was expanded 
to electric and gas cookers, 
followed by the fi rst 
washing machines and, 
at the end of the decade, 
refrigerators. 

technology allowed expansion of produc-

tion to electric and gas cookers / ranges. 

DESIGN PAVES THE WAY
TO FOREIGN MARKETS

With a solid position in the markets 

of Yugoslavia at the time, Gorenje started 

looking beyond the borders and in 1961, the 

fi rst batch of 200 stoves was sold to the 

demanding German market. High product 

quality opened the possibilities of exports 

to other countries as well. However, to 

cope with the stringent competition, an-

other aspect of home appliance production 

had to be mastered: design. As a result, the 

fi rst industrial designer was employed by 

Gorenje in 1963. Seven years later, in-house 

design centre was founded which has re-

mained in operation to this day when it is 

called Gorenje Design Studio. The centre 

developed quickly and design became a 

distinctive comparative advantage of the 

Gorenje brand. 

THE FIRST WASHING MACHINES

Nineteen sixties were the decade when 

women were emancipated and freed from 

household tasks as these were increasingly 

performed by machines – home appliances. 

The fi rst automatic washing machines were 

manufactured in Velenje in 1964. Thus, 

Gorenje became the fi rst washing machine 

supplier in Yugoslavia and by its 20th anni-

versary in 1970, the company was already 

producing over 200 thousand washing ma-

chines per year. 

In nineteen sixties, home appliances gradually took over some household tasks. In Velenje, 

the fi rst automatic washing machines were made in 1964. 
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In February 1968, Gorenje’s 
one millionth product was 
manufactured. 

ESTABLISHMENT AND EXPANSION 
OF THE AFTER SALES SERVICE 
NETWORK

As appliances became more techno-

logically advanced and sales volumes rose 

both in Yugoslavia and abroad, the need 

for after sales services increased. Gore-

nje responded by establishing a modern 

and fl exible customer service department 

in 1967. The policy of maintaining a good 

relationship with the customers has been 

proven the right approach and for decades 

it has remained one of the most powerful 

arguments for choosing a Gorenje appli-

ance.

PRODUCT RANGE EXTENDED
WITH REFRIGERATORS

Off er of major appliances would not be 

complete without refrigeration equipment. 

Market research has confi rmed a need for 

refrigerators and freezers, and in 1968, im-

provised production of compressor refrig-

erators was launched. Annual output in the 

following decade averaged at 300 thou-

sand refrigerators. 

EVERYTHING FOR YOUR HOME

Involving a very wide range of prod-

ucts, the HOME Program became Gore-

nje’s development priority. Production of 

small home appliances was launched, and 

a year later the fi rst TV set under the Kört-

ing brand was produced; the ‘Electronics’ 

plant also launched the fi rst Gorenje TV 

sets. Soon after, the off er of products was 

further extended with kitchen furniture. 

Most products were a result of Gorenje’s 

in-house research and development activi-

ties that yielded original solutions and im-

provements.

Employing the capital accumulated 

through successful performance, the com-

pany carried out several acquisitions. By 

1978, mergers with companies from across 

Yugoslavia pushed the total number of em-

ployees to over 20 thousand. This was also 

the period when the company was able to 

give back to the employees and the local 

communities: instead of construction sites 

and shop fl oors, workers spent their lei-

sure time at cultural events and engaging 

in sports activities organized by Gorenje. 

High commitment to work and education, 

solidarity, and care for the social standard 

were forged into a rock-solid corporate 

culture. Loyalty to the company all the 

way to retirement was an important part 

thereof.

DELIBERATE GLOBAL EXPANSION
OF DOWNSTREAM MARKETS

Taking its internationalization eff orts a 

notch further, the company extended the 

network of its overseas subsidiaries and 

offi  ces, which again resulted in steep in-

crease of sales. The fi rst foreign offi  ce, es-

tablished in 1972 in Munich, Germany, was 

the fi rst sign of Gorenje’s integration into 

international trade.

In the late sixties, production range was 

extended with refrigerators. In the decade 

to follow, an average of 300 thousand was 

made each year. 

DOM (Home) program became Gorenje's core activity and development priority in 1974. As 

a result, production of small appliances was also launched. 
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velopment of cooking appliances as the 

production of glass ceramic cookers was 

launched. In 1992, evacuation dryers joined 

the product range. Electronic washing ma-

chine Simple&Logical with touch control 

operation was a milestone in terms of de-

sign. This was followed by condenser dry-

ers. The refrigerator freezer program was 

focused on reducing the environmental 

impact. Gorenje was among the fi rst man-

ufacturers to phase out the use of ozone 

depleting gasses.

White was no longer the only colour 

in white goods; washing machines took an 

elegant silver fi nish and refrigerators soon 

followed suit; the legendary Old Timer 

model was available in other colours as 

well. 

INNOVATIVE AND CREATIVE
COOPERATION

Gorenje’s jubilee and the concur-

rent entry into the new millennium were 

The design of Gorenje’s 
products won several 
domestic and international 
awards; the fi rst one was 
presented to Gorenje in 1979.

In the seventies, growth was fueled 

mainly by expansion of output volume. In 

the eighties, however, there was a shift 

towards increased reliance on manage-

rial, IT, process, technological, and design 

development. Production of 500 mm gas 

stoves was launched and the fi rst fan and 

multi-system ovens, built-in and double 

ovens, built-in cookers, and built-in refrig-

erators were also produced. Stainless steel 

tub washing machines with spinning rates 

of 800 to 1000 rpm were introduced in the 

markets. Average annual output was 1.65 

million major appliances.

Events in the beginning of the nineteen 

nineties had a strong eff ect on Gorenje’s 

operations. Disintegration of the domestic 

market compelled the company to consoli-

date its position in the West and to look for 

new opportunities in the emerging markets 

of Eastern Europe. Share of exports in total 

sales rose to over 90 percent. By 1997, the 

company was privatized and transformed 

into a joint stock company.

HIGHLY COMMITTED
DEVELOPMENT AND INNOVATION

 

Nineteen nineties opened the door 

to intensive development of appliances 

in terms of both technology and design. 

Numerous innovations defined the de-

celebrated by the launch of the Gorenje 

Pininfarina line. Teaming up with globally 

renowned Pininfarina design studio, Gore-

nje off ered for the fi rst time an entire fam-

ily of large appliances with uniform design. 

Sales performance exceeded all expecta-

tions.

Next, Gorenje’s in-house designers 

developed the Alux line and new, innova-

tive generations of washing machines and 

dryers, refrigerator freezers, and cooking 

appliances. Nevertheless, the strategy of 

collaboration with famous foreign design-

ers was also pursued further as Gorenje 

worked with the young French designer 

Ora-Ïto, Swarovski crystal makers, and – 

just before celebrating the 60th anniversary 

– the New York-based designer icon, Karim 

Rashid. 

EXPANSION: A PRECONDITION
FOR FURTHER DEVELOPMENT

The beginning of new millennium was 

also a period of lively investment activity. In 

2004, a cutting-edge logistics centre was 

opened in Velenje. Two plants were built 

in Serbia: a refrigerator freezer factory in 

Valjevo and a boiler plant in Stara Pazova. 

A new facility was built in Šoštanj to ac-

commodate the needs of auxiliary pro-

grams. Czech cooker factory Mora Moravia 

and Dutch home appliance supplier Atag 

were acquired and merged. 

A VISION OF THE FUTURE

Company’s ambitious plans saw a sub-

stantial setback last year with the onset of 

the global economic crisis. New measures 

were taken to secure Gorenje’s existence 

and further development. Professional 

approach and immense eff ort resulted in 

a timely and responsible reaction to the 

changed market conditions, allowing the 

company to retain the confi dence of the 

consumers and even boost market shares. 

Everyone at Gorenje believes that after the 

crisis, high level of innovation and develop-

ment activities are the only way to success. 

Gorenje is more than a brand; it is a junc-

tion of people who believe in their own cre-

ative power and share a clear vision of the 

future – for the next 60 years of creativity. 

In the early seventies, the fi rst Gorenje TV sets were introduced in the markets; at fi rst black 

and white, followed by colour sets. 
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Respect the Nature

Comfort of use for
better quality of life

ECOLOGY

SIMPLIFICATION

Gorenje made with CrystallizedTM – Swarovski Elements

SmarTable

Gorenje Pininfarina

Qube

Simple&Logical, 1997: pioneering the fi eld of simple use

EXPERIENCE FROM THE PAST.

A VISION FOR

Premium Touch Washing machine – 39 l
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INNOVATION
Intelligent use

of modern technology

Appealing form
and ergonomics for
individual lifestyles

DESIGN

DirecTouch

Induction technology

Gorenje Ora-Ïto White

A single logical knob for simple operation

Energy effi  cient Exclusive fridge freezer in A ++

Gorenje Simplicity – a family of products featuring ultimate ease of use 

HomeMADE

Gorenje designed by Karim Rashid

SOLUTIONS OF TODAY.
THE FUTURE.
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Thomas Majer
Sales Clerk
Gorenje Germany

Before I started working at Gorenje, 

this company’s name was just another 

of many household appliance brands to 

me. But now I already have two retro 

fridges in my apartment and they are not 

used only for cooling. I plan to round up 

the family of Gorenje appliances with the 

rock star among fridges - the Gorenje for 

iPod fridge - or with an appliance from 

the incredible Gorenje Ora-Ïto White 

collection. It’s a diffi  cult decision to 

take, considering all Gorenje innovative 

solutions.  

Sara Dehquanpur 
Senior Marketing Executive 
Gorenje Gulf 

I perceive Gorenje as a brand trusted 
by most western expatriate buyers 
living in the Middle East, especially 
in the United Arab Emirates. This is 
the carry forward eff ect of Gorenje’s 
strong presence in Europe in the last 
six decades, and of various innovative 
designs it has created so far. It’s great to 
see Gorenje having developed the image 
of a company off ering a comprehensive 
range that meets most needs of a 
homemaker. Personally, whenever the 
word Gorenje comes across my mind I 
relate it to praiseworthy fi ne design and 
high quality. 

Francis Morelos
Head of Quality Department
Gorenje China

Obviously, Gorenje has come a long 
way to where it is now. With numerous 
awards, recognitions and warm reception 
of Gorenje products I see collective 
and responsible creativity within the 
whole company as well as behind the 
technological advancement and simple 
elegance of all Gorenje products.
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60 years of creating products for the home, in order to make our 
everyday chores a little bit easier. Gorenje’s main creative and development 
source is its people, who live and breathe this trademark. The people that are 
leading Gorenje on its creative path with their ethics, work, knowledge, enthu-
siasm and innovative thoughts in 70 European and other markets.

Mladen Periček
Product Manager
Gorenje Croatia 

I am about to celebrate a major 
anniversary myself, but Gorenje 
appears to be coping with the years 
better than me. This, in turn, helps me 
feel younger and provides me with the 
energy for a takeoff  in a challenging 
era of globalization that holds many 
uncertainties. Only a modern company 
with a creative vision like Gorenje can 
master the coming challenges.

Brian Asmussen
After Sales & Logistics Manager
Gorenje Scandinavia

You can’t help but feel proud when 
the company you are working for is 
celebrating its 60th birthday. It’s been 
exciting and interesting to follow 
the development. Through the years 
Gorenje has become more and more 
international and innovation-oriented, 
and is now a player on the market 
that has been continuously improving 
in quality and developing appealing 
design. In the Scandinavian countries 
we see a clear and increasing interest 
for our products; especially designer 
lines position Gorenje as the design 
brand in the market.

Zdeněk Štětina
Sales Director 
Gorenje Czech Republic 

Today, Gorenje is a trendsetter and 
I regard this a decisive aspect for the 
current position of the brand and its 
development. Thanks to cooperation 
with the brave Ora-Ïto we have managed 
to introduce design to everybody; by 
cooperating with Paolo Pininfarina and 
Karim Rashid, we managed to perfectly 
match beauty and functionality. The heart 
of creativity beats to the right rhythm and 
I personally hope it will continue to do so 
in the coming decades.  

I see Gorenje as a friendly brand that 
brings new impulses to everyday life. I see 
it as a reliable partner. 



FROM PLAIN COLD 
T O  J U S T  C O O L

www.gorenje.com/retro



MEET GORENJE RETRO, A NEW COLLECTION OF FRIDGE FREEZERS THAT WILL 
THRILL YOU WITH THE ELEGANT, ROMANTIC, OR DARING COLOUR PALETTE! 
DISCOVER YOUR RETRO STYLE! Chic. Vintage. Funky.
What you choose is superior technology with a brand new image and a charming touch of nostalgia. The 
rounded convex design is the hallmark of the entire collection of perfectly designed, economical, and 
environment-friendly state-of-the-art appliances whose new colours will blend perfectly with your expectations 
of distinctiveness. D
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SmarTable        by gorenje

SmarTable by Gorenje 
is a unique prestigious table with a 
remotely controlled refrigerator in-
tegrated in the table’s central cylin-
drical foot. Inside, it keeps the food 
and drinks cool, which immediately 
brings a new dimension to your busi-
ness and social meetings, as well as 
private moments of enjoyment. 

THE COMFORT

www.smar-table.com
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OF BEAUTY



26     EXTRAVAGANT

GORENJE LIFE STYLE MAGAZINE



EXTRAVAGANT     27

SPRING – SUMMER 2010

THE TOUCH OF LIGHT
         GORENJE DESIGNED BY KARIM RASHID
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The household appliance collection Gore-
nje designed by Karim Rashid, a result of Gorenje’s 
team-up with the New-York based design icon Karim 
Rashid, exceeds all expectations and harnesses magi-
cal light, colour, and the charismatic personality of its 
creator, to set new kitchen trends.

The innovative MoodLite technology, developed by Gorenje, allows 

the user to colour the LED stripe, by a single touch, in one of 

seven hues: MysticWhite, BabyPink, HotPink, DeepPurple, SkyBlue, 

LimeGreen, or JuicyOrange.

A unique fusion of minimalism and colour, purity and bold-

ness, functionality and interactivity, it introduces new stan-

dards of modern kitchen appliance design. A hallmark of the 

collection is the vertical LED stripe which, employing the in-

novative MoodLite technology, allows you to select one of the 

seven light hues by a single gentle touch. 



NEW COLLECTION IS A MEMORABLE
EXPERIENCE FOR ALL SENSES

Gorenje designed by Karim Rashid is a remarkable sym-

biosis of imagination of one of the brightest stars of modern 

design and Gorenje’s advanced technology. The result is a 

memorable experience for all senses. “I have wanted to de-

sign appliances for ages. It was a great exercise in rethinking 

the mundane,” says Karim Rashid who has thus far designed 

products ranging from vacuum cleaners to furniture, children’s 

toys to luggage, television sets to perfume bottles and light-

ing fi xtures. As an interior decorator, he left his mark on many 

renowned clubs and hotels – and now, his signature appears 

on the new collection of Gorenje household appliances. 

The innovatively conceived and timeless collection ad-

dresses the fastidious, upmarket customers who appreciate 

superior design  and innovative technology. It includes an 

oven, a cooker hood, and gas, glass ceramic, and induction 

cooking hob, all in white – a colour that evokes the experience 

of pure aesthetics.  The unique graphics on the cooktop dis-

cretely and delicately embodies the sensual minimalism typi-

cal of Karim Rashid’s design.

SPRING – SUMMER 2010
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Gorenje Moscow 
hosted Karim Rashid at Russian 
Fashion Week held at the begin-
ning of April. RFW is an impressive 
must-see event on the worldwide 
fashion scene, and Karim Rashid 
was among the special guests at 
the RFW Opening.

STEALS THE SHOW IN MOSCOW

Karim charmed the journalists and 

editors of the Russian media with his 

charisma and thoughts on how design 

and beauty can simplify and elevate our 

everyday life. Needless to say, RFW visi-

tors were fascinated by the supremely 

fashioned appliances from the new 

Gorenje collection designed by Karim 

Rashid.

Karim Rashid is a man of many tal-

ents. He is an industrial designer who 

has created almost every piece of home 

equipment there is to design, from a salt 

shaker to sofas and light fi xtures. He is 

also an architect, a decorator, a lec-

turer, a writer, an artist, even a fashion 

designer, and a DJ. He was the soul of 

the party celebrating the Russian Fash-

ion Week’s 20-year anniversary. The 

event, held at the extravagant venue 

of Moscow's Nobu restaurant, went on 

from evening until the wee hours of the 

morning.

www.gorenje.ru

Karim's DJ-ing kept the party going at the 

reception honouring the Russian Fashion 

Week’s 20-year anniversary.

Gorenje's new collection of top-class 

household appliances designed by Karim 

Rashid was introduced at a special media 

event during the Russian Fashion Week. 

The collection has recently been launched 

in the Russian market.

GLM iPod_Printed ad2_ENG-marec 2010.indd   1 23.3.2010   14:54:33

KARIM RASHID



www.gorenje.com/rockstar

A single touch will shake the ground. Music. Movies. Web. Games. Cooking. My kitchen is bound for a new 
dimension of interactive entertainment. A rock star in black. Gorenje fridge freezer combined with the legendary 
iPod touch. An all-star team-up at my fi ngertips. I can't wait to get it started. It's gonna rock!

A ROCK STAR IN YOUR KITCHEN

GLM iPod_Printed ad2_ENG-marec 2010.indd   1 23.3.2010   14:54:33
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The fashionable colour trends for the upcoming warmer 

days predict vibrant and juicy colours, as well as rich fl oral 

patterns. We are all for it, since strong and vibrant colours 

spread happiness and contentment among people. Colours 

and patterns are very important factors in furnishing spaces, 

because through them we can infl uence the mood of the 

people inhabiting the space. And why shouldn't you invite 

colour and vibrancy into your home?

OLOURS 

Wrist Watch, Rolex
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Photos: Manufacturers' archives

Grass, Normann Copenhagen
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Oven, Gorenje designed by Karim Rashid

Double Sink, Saturn
by Karim Rashid

Camera, Sony
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Steam  generator, Gorenje
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Contrary to the belief that such a change may be detri-

mental to the quality of life, it actually leaves us with more 

leisure time which means more opportunities to do what we 

enjoy the most. Simplicity from Gorenje is a line of home ap-

pliances that is in tune with this philosophy: it requires fewer 

decisions, fewer complicated choices, and thus more time. It 

harnesses the superior technology to aff ord simple use. Sim-

ply using a single control knob. 

For several years, expert research has 
been revealing a change in lifestyle. Many people around 
the world are deliberately and consciously choosing a 
simpler, yet more fulfi lling life. Such decision leads to a 
lifestyle with fewer choices and decisions, yet with more 
pleasure – more fun and more life! 

MORE LEISURE TIME
WITH GORENJE SIMPLICITY
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SIMPLE CONTROL, AESTHETICS AND ERGONOMICS

Elegant and minimalistic aesthetics and distinctive ele-

ments made from real aluminium complete and upgrade the 

usability of the appliances. Ergonomically designed handles 

render the handling easier and off er a solid grip. Control knobs 

with easily understandable programme icons off er the sim-

plest choice and thus the shortest way to the desired result.

Hence, these appliances actually make life easier, and re-

lieve the users of tiresome browsing through the instruction 

manual every time they want to select an oven or a washing 

machine program. Simple and logical, without redundant ad-

ditional choices. With the new line you only pay for what you 

really use. Furthermore, the appliances also operate in a highly 

environment-friendly manner; accordingly, they are ranked in 

the highest energy classes A, A+, and A++.

Effi  cient, economical, and simple operation of Gorenje's 

appliances of the Simplicity Line will simplify your lives and 

leave you with more leisure time for fun and pleasure.

Takeaway? At your home with a single twist of a knob

Choose your pre-programmed setting: the UseLogic® technology

takes care of the rest. No additional decision making!
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WASH EASILY

Choosing the Gorenje Simplicity washing machine you 

make your washing easy. Simple and reliable. The choice of 

programme is logical. Power consumption is lower. Cleanliness 

is guaranteed. 

The pure and simple operating principle employed in Gore-

nje Simplicity appliances is based on years of experience of 

the European users. The logical dial includes several icons rep-

resenting the most commonly used preset programs: Cotton 

60 °C, Mix 40 °C, and Delicate 30 °C. These are the most often 

used programs in European households, representing as much 

as 80 percent of all washing requirements.

The innovative and logical program layout on the large centrally 

positioned knob further facilitates the choice of the most suitable 

washing program. 

No fuss! 3 most common programmes:
Cotton 60 °C, Mix 40 °C, and Delicate 30 °C
can wash most of your laundry!



Gorenje Simplicity Line off ers two combined fridge freezer models in black, silver or white, 

ranked in the top A+ and A++ class. They share the distinctive appearance of the other ap-

pliances in the collection, featuring the ergonomically designed control knob and the con-

venient vertical handle made of polished aluminium, off ering comfortable opening.

The hood of the Gorenje Simplicity line 

features a splendid combination of glass 

and metal. Furthermore, like other appli-

ances of the Simplicity line, it is distinctive 

for its centrally positioned ergonomically 

designed control knob. Turning the knob to 

the left will activate the ventilation and the 

lamp; turned to the right, the dial will only 

engage the ventilation, without the lighting.

The key advantage of the Simplicity cook-

tops is the simple touch control. The con-

trol area with large and intelligible symbols 

is positioned centrally, thus being equally 

friendly to both left- and right-handed peo-

ple; most importantly, the optimum choices 

are always right in front of the user's eyes.

Gorenje SIMPLICITY 
appliances will simplify your 
life and save your time.
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www.gorenje.com/simplicity
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PARTNER
On the occasion of the 60th 

aniversary OF GORENJE, Swarovski is 
delighted to highlight its ongoing part-
nership with the creative, Slovenian 
company. The contemporary designs in 
combination with the innovative technol-
ogy, Gorenje uses the sparkling array of 
CRYSTALLIZEDTM – Swarovski Elements 
for their home appliances. 

Known for their innovative technology, 

Gorenje has enjoyed a successful partnership 

with CRYSTALLIZED™ – Swarovski Elements 

for many years. The world’s leading producer 

of high-quality cut crystal is renowned for its 

close cooperation with leading fashion names 

– from established talents such as Armani, Ver-

sace, Dior and Prada to cutting-edge innovators 

such as Alexander McQueen and Viktor & Rolf. 

An inspirational force that fi res the imagination 

of international designers and architects every-

where, CRYSTALLIZED™ is proud to have built 

a longstanding working relationship with one of 

the leading home appliance brands.

CRYSTALLIZED™ – Swarovski Elements is 

the brand for the innovative and inspirational el-

ements, in their huge variety of shapes, sizes and 

forms, colours, textures and fi nishes, that bring 

radiance, emotion and desire to every product, 

object, accessory they adorn.  To help to eas-

ily identify the use of genuine Swarovski crystal, 

the company has created a label, to be used only 

by selected designers and brands. Gorenje is of 

the selected CRYSTALLIZED™ branding partners 

and Swarovski looks very much forward to the 

ongoing collaboration.

www.swarovski.com

Gorenje fridge freezer made with 

CRYSTALLIZED™ - Swarovski elements is 

still unique, outstanding product in off er 

of household appliances.

A SPARKLING
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GORENJE & PININFARINA 

40     WISE & SMOOTH

Gorenje is celebrating its 60th anniver-

sary in the same year that also marks 80 

years of Pininfarina’s activity. Mr. Paolo 

Pininfarina, the Chairman of Pininfarina 

company, is proud of a solid relationship 

between the two companies that share the 

same vision: “Our cooperation with Gorenje 

is yet another proof of how creativity, de-

velopment of innovative technologies and 

design can lead to long-lasting business sto-

ries. The one with Gorenje is a solid relation-

ship started about 20 years ago. Through 

the years we have built an image of a part-

nership pursuing innovation, good design, 

quality and performance. So it is like we are 

building prestige day by day, through the 

credibility of our cooperation. I also think 

that when you buy a Gorenje Pininfarina 

product you have the feeling that it will last 

for a long time. Durability is in fact one of 

the main features of our design.”

The fi rst series of Gorenje household 

appliances was designed by Pininfarina as 

early as in 1990. Ten years later, in 2000 

when Gorenje celebrated its 50th anniver-

sary, the fi rst comprehensive collection of 

household appliances bearing the name 

Gorenje Pininfarina was launched. Thus, the 

joint eff orts resulted in the fi rst comprehen-

sive line of uniformly designed appliances. 

GLM-Gorenje_PininA4-1-fix-ENG.indd   1 20.8.2009   12:31:10

Pininfarina is a glo-
bally renowned design brand par-
ticularly famous for its automobile 
designs – most notably, the cult 
Ferrari. However, the Pininfarina 
Studio is also active in the fi eld 
of industrial design, architecture, 
and interior design. Its coopera-
tion with Gorenje dates back two 
decades. 

THE CULTURE OF LIVING

A new culture of living was born. In 2005, 

another collection followed this path and 

it, too, immediately won the hearts of Eu-

ropean consumers. At the end of 2008, the 

third common project saw the light of day: 

the prestigious collection of household ap-

pliances in black called Gorenje Pininfarina 

Black combined excellent design with state-

of-the-art technology. Mr. Paolo Pininfarina 

describes the line as a ‘beauty hiding a beast 

within’. Hence, Gorenje and Pininfarina have 

created a classic beauty. A design that lasts 

– just like their partnership.

With its appearance and rich function-

ality, Gorenje Pininfarina Collection embod-

ies a comfortable life – something that is 

increasingly appreciated by contemporary 

consumers whose lifestyles prompt the 

trends, and who only select for themselves 

and their homes the ordinary, yet precious 

things of lasting beauty and value. 

Gorenje is celebrating its 60th 

anniversary in the same year 
that also marks 80 years of 
Pininfarina’s activity.

"Through the years we have built an image of a 

partnership pursuing innovation, good design, quality 

and performance." says Mr. Paolo Pininfarina. 



Limited edition
www.gorenjepininfarina.com/black

DESIGN THAT LASTS. THE ALLURING, REFINED AND CLEAN 
CUT DESIGN MAKES THE GORENJE PININFARINA BLACK 
COLLECTION AN UNQUESTIONABLE DESIGN ICON.
The seductive exterior conceals a multitude of state-of-the-art technological advancements to create a masterful 
combination, coupled with outstanding durability. The Gorenje Pininfarina Black Collection is the rational choice 
of trend-conscious connoisseurs who knowingly value fl awless aesthetics and timeless beauty.

GLM-Gorenje_PininA4-1-fix-ENG.indd   1 20.8.2009   12:31:10
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At nearly 165 metres, Lime Stardom 

stands out in the neighbourhood with a 

modern appearance. 
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GORENJE APPLIANCES IN LUXURY APARTMENTS IN

Author: Elizabeta Biluš
Photos: Sun Hung Kai Properties

Hong Kong, with its recognizable skyline 
and with a population of seven million, this business 
friendly metropolis is soon to be enriched by one more 
strikingly beautiful modern sky rise by the name of Lime 
Stardom. The new Hong Kong living quarters are going 
to off er all the comfort of luxurious living to its residents, 
thanks, in no small part, to premium quality of Gorenje 
household appliances.

 “Gorenje is already an established trademark on the Eu-

ropean markets. However in the past few years we have been 

strengthening our presence in the Far East. Collaboration with 

Sun Hung Kai Properties represents a new chapter in Gorenje 

business operations in these rapidly growing markets,” says 

Branko Apat, Gorenje Management Board Member in charge 

of Household Appliance Division.

Gorenje is going to furnish all 377 residential units, in-

cluding the 19 most luxurious apartments, of the elite Lime 

Stardom residence with its best household appliances. The 

residents are going to enjoy the timeless beauty of Gorenje’s 

Pininfarina kitchen appliance collection. The refi ned top-notch 

appliances, which are equipped with progressive touch screen 

controls and combine energy effi  ciency and elegant looks, are 

going to meet the expectations of even the most demanding 

tenants, who are treating themselves to one of the Penthouse 

apartments at the top of the sky rise. 

LIME∞ penthouse A fl oor plan.

HONG KONG
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The most luxurious of the three apartments at the top of the skyscraper is going to be called Penthouse A. It is going to have two large roof 

areas and a windowed balcony. The kitchen will open onto the roof for parties and al fresco dining.

Mr. Branko Apat, Gorenje Management Board Member in charge of 

Household Appliance Division and Mr. Tam Sik Cham, Senior Sales 

and Marketing Manager at San Hung Kai Real Estate Agency.

Lime Stardom has been attracting great interest in the 

market and the special penthouse units are in particular de-

mand. The layouts and matching accessories are designed to 

fi t the refi ned lifestyle of Lime Stardom. Tam Sik Cham, Senior 

Sales and Marketing Manager at Sun Hung Kai Real Estate 

Agency said the following about collaboration with Gorenje: 

“We are accentuating the modern appeal with the premium 

Gorenje Pininfarina kitchen appliance collection by famous 

Ferrari designer Paolo Pininfarina. We believe that the collec-

tion will match the modern elite Lime Stardom image.” 

Penthouse apartments are going to have three to four 

bedrooms and are going to occupy 121 to 158 m2. The feeling 

of spaciousness is going to be even further accentuated with 

over three meter high walls. The tenants are going to have 

access to the rooftop terraces and swimming pools through 

interior staircases, from where they are going to have breath-

taking views of the West Kowloon urban area. Andy Miklav, 

the Director of Gorenje in Shanghai, stated: “Gorenje is partici-

pating in the building of this urban residential skyscraper as 

the exclusive contractor for household appliances. No doubt, 

this proves high confi dence in us and our products and ser-

vices. This is our fi rst venture into a residential market in China 

but we are working to obtain more projects like this.” 

Sun Hung Kai Properties, one of the largest real estate 

companies in Hong Kong specializing in building fi rst-class 

residential and business structures, is the lead investor of Lime 

Stardom. This 165 meter tall residence with its 37 fl oors, sports 

facilities, park, coff eehouse and club for social gatherings, in 

the afternoon or at night, is going to off er sweeping 360˚ view 

of the city at the height of 140 meters. The building of the 

residence was announced at the beginning of this year and 

the interest for the apartments is already high.

www.gorenje.hk/en
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Ora-Ïto and Miss Liz Yang, one of the most 

prominent Taiwanese models.

The all-day event was completed with the 

evening festivity. Magical play of light and 

select music provided a pleasant ambiance 

enjoyed by our guests. 

FUTURISTIC KITCHEN
Gorenje China team-

ed up with its Taiwan-based part-
ner Tze Shin Group to organize its 
fi rst sales event in Asia. The square 
in front of the Grand Formosa Re-
gent Hotel, an elite location in Tai-
pei City, was the setting for the 
start of Gorenje Ora-Ïto futuristic 
kitchen’s Asian Tour. 

Joined by key business partners, 

guests, and media representatives from 

several Asian countries, Gorenje and its 

guest star, French designer Ora-Ïto, in-

troduced to the general Taiwanese au-

dience the Gorenje Ora-Ïto Collection 

and several other high-end Gorenje ap-

pliances. “The 22 million rapidly grow-

ing Taiwanese market is showing great 

potential and thus we are very proud 

to have found a reliable partner here, 

which allowed us to enter this Asian 

market. In the coming years, we are ex-

pecting 50 percent growth while this 

year’s revenues are planned at EUR 1 

million,” commented Andy Miklav, head 

of Gorenje China. 

The event itself was a great suc-

cess. Excellent organization provided 

by Gorenje’s business partner Tze Shin 

Group from Taiwan, superior presenta-

tion of Gorenje’s designer collections, 

and presence of the charismatic de-

signer Ora-Ïto left a notable impression 

on the Asian visitors. Ora-Ïto com-

pleted his visit to Taiwan by delivering 

a lecture at the Department of Indus-

In the two months to follow, the futuristic kitchen’s Asian tour will 

include visits to several other cities in Taiwan. ‘Bon Voyage’ to the 

futuristic kitchen on its way through Asia – or as the Taiwanese 

would say: “Yilu shunfeng.”

trial and Commercial Design of the elite 

National Taiwan University of Science 

and Technology.

www.gorenje.cn

STARTS ITS ASIAN TOUR
Author: Urška Kupec
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This expansive exhibition showcased 

Ora-Ïto’s cross-disciplinary collaboration 

with these prestigious brands — merging vi-

sion with know-how — to create a diverse 

At this year’s Milan 
Design Week, French designer 
Ora-Ïto launched the worldwide 
premiere of his eponymous brand 
and new cobranded creations in 
collaboration with Steiner, Guer-
lain, Christofle, Altro-Supergrif, 
Laguiole, Stepevi, and Gorenje, 
presented entirely in black. 

S

C

G

G

WORLDWIDE PREMIERE
ORA-ÏTO IN MILAN

ORA-ÏTO, THE YOUNGEST STAR
IN HISTORY OF PRODUCT DESIGN

At the age of 20, Ora-Ïto was thrown into 
the international spotlight when he successfully 
generated fake publicity around the fake prod-
ucts he designed for real luxury brands. Almost 
instantly, there was a high demand for these 
nonexistent products — without producing a 
single object, he became an instant design icon. 
Today, at the age of 33, Ora-Ïto is recognized 
worldwide both as a visionary designer and a 
transversal design brand. He tackles each prod-
uct with an innovative eye by putting aside es-
tablished codes. And whether he is designing for 
his brand, a co-branding partnership or another 
brand altogether, his creations are marked with 
his concept, Simplexity — the art of making a 
complex object look simple.

www.ora-ito.com

range of products that represent a cohesive 

view of the world. Each product has its own 

unique story; however, presented together, 

they reveal a larger story of a young de-

signer and his extraordinary collaborations 

with major luxury brands.

The exhibition also included Ora-Ïto’s 

latest innovative creation made in coop-

eration with Gorenje: the prototype of the 

Gorenje Ora-Ïto Carbon Collection. It is an 

upgrade to the fi rst two Gorenje Ora-Ïto 

Collections in black and white which have 

proven very popular in demanding Euro-

pean markets. This spring, the Gorenje Ora-

Ïto Collection was also launched in Taiwan. 

www.gorenje-oraito.com
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Supergrif

Christofl e

Christofl e

Gorenje

Gorenje

Gorenje

Gorenje

Guerlain Laguiole

SteinerSteiner

Stepevi



BLACK OR WHITE. A HEARTBREAKING DECISION, ISN'T 
IT?

GOIWhite_printed ad_black_white_2-page_ENG-za GLM.indd   1 12.4.2010   10:54:34



Magic light. Mysterious darkness. Futuristic, provocative, outstanding. Inspiration of daring cosmopolitan designer 
Ora-Ïto. Special Gorenje Ora-Ïto Collection of household appliances in black and white colour off ers both: sparkle 
of light and power of darkness, simplicity and complexity at the same time. Associated with colour, design attains 
new signifi cance.

The choice is yours. Select which side of light you prefer to live in.

www.gorenje-oraito.com

GOIWhite_printed ad_black_white_2-page_ENG-za GLM.indd   1 12.4.2010   10:54:34
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In Sarajevo, Gorenje celebrated its 60th birth-
day by inaugurating the interactive Gorenje Studio. The 
showroom, quite unique in the Bosnian market, provides 
an excellent ambience for presenting Gorenje's superior 
technology and innovation embodied in the designer col-
lections of home appliances created in cooperation with 
design icons such as Pininfarina, Ora-Ïto, and Karim  Rashid.

In addition to the fl agship items, other products from Gore-

nje's range of major and small home appliances are also displayed, 

as well as a wide off er of kitchen and other furniture of Gorenje 

and Marles brands. Visitors are also off ered numerous additional 

services like expert kitchen planning, architect's advice, as well as 

entertaining events thrown occasionally at the showroom.

IN SARAJEVO

The opening ceremony was hosted by the director of Gorenje 

Commerce in Bosnia, Mr. Robert Polšak, and Mr. Uroš Marolt, Gore-

nje Management Board member. At the occasion, they also pre-

sented a donation for the project of a day-care centre for children 

who rely on working in the streets to make a living.

www.gorenje.ba

NEW GORENJE STUDIO

Gorenje's Lightning 
Fast Maintenance 
Team    

Their most important 

virtues are quick response 

and expert skills. Relying 

on these, the customers are 

given a confi dent promise 

that, in case of a defect or 

breakdown, their appliances 

will be repaired in no more 

than three days.

 

www.gorenje.si
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Gorenje Home Inte-
rior Departement, which manufac-
tures and markets kitchens under 
Gorenje and Marles trademarks, 
has a long standing tradition in the 
kitchen manufacturing area that 
spans nearly six decades. Gorenje’s 
jubilee year marks the company’s 
entrance into markets with a com-
pletely modernized collection in 
the kitchen division. This year also 
brings a multitude of updates in the 
living room as well as bathroom and 
ceramics collections.

After a thorough analysis of kitchen as-

sortments under the trademarks of Gorenje 

and Marles, Gorenje Home Interior Departe-

ment made a decision to reposition both 

afore mentioned trademarks.

“We freshened, revived and standard-

ized the whole kitchen assortment belong-

MODERNIZED

The best selling kitchen right now is Gorenje’s Delta kitchen available in a variety of colours. 

The cabinet doors are made of fi bre-particle board and lacquered in 16 assorted colours. 

The sheen can be matte or shiny tone, which at the moment is the more popular choice. 

The modernized 2010/11 collection is revived with new trendy colours.

Mr. Uroš Marolt, Gorenje’s Member of the Board, responsible for Gorenje Home

Interior Departement.

ing to both trademarks. We kept the best 

selling kitchens but the rest were either 

discontinued or replaced with selected new 

kitchen collections. This way we are going 

to cut our costs down and with a better 

defi ned marketing strategy, coupled with 

a rich collection selection, we are going to 

achieve better sales. We are taking all these 
measures because we want to become the 
leading trademark of kitchen furniture in 
the West Balkan’s markets,” predicted Uroš 
Marolt, Gorenje’s Member of the Board, re-
sponsible for Gorenje Home Interior De-
partement.

The new generation of kitchens brings 
a variety of materials selection, excep-
tional design and highly functional as well 
as practical solutions for opening, lighting 
and arrangement of the space. Design fol-
lows the latest trend styles and is well co-
ordinated with the design lines of Gorenje 
household appliances. This shows in the 
clean gleaming surfaces, specially designed 
handles and rounded sides. All of which 
give it the recognizable mark of household 
appliances belonging to this trademark. 
This gives Gorenje a competitive edge in 
the built-in household appliances sales, be-
cause the company off ers to furnish and 
equip all kitchen components.

New kitchens got their premiere at this 
year’s Gorenje Trade Show@Home Interior, 
a fair, held at Gorenje’s Exhibition-and-
Sales salon in the city of Velenje.

www.gorenje-no.si
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FORTUNA
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STRAIGHT LINES,
GLOSSY FINISH

New generation of Gorenje kitchens boasts a varied choice of 
materials, excellent design, and highly functional technological solutions. A 
wide array of colours and countless possibilities of cabinet combinations lead 
to breathtaking layouts fully tailored to the modern consumers with individual 
and daring visions of their homes.
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New generation of Gorenje kitchens boasts a varied 

choice of materials, excellent design, and highly functional 

technological solutions. A wide array of colours and count-

less possibilities of cabinet combinations lead to breath-

taking layouts fully tailored to the modern consumers with 

individual and daring visions of their homes.

Trends in the development of kitchen furniture are ex-

panding to other spaces in our homes as well. The kitchen 

and the living room are merging into a single room as they 

are both delineated and joined by a kitchen island or block 

extension. This yields a space that combines culinary creativ-

ity and socializing.

 www.gorenje-no.si

Superiorly designed home appliances Gorenje designed by Karim 

Rashid will blend seamlessly into a harmonious whole with the 

straight lines and glossy surfaces of the Kira or Fortuna kitchens. 

Rounded lines on the appliances are echoed by the rounded 

cabinets at the ends of the cabinet setup.

KIRA

NOLA
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ALEA WENGE
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THE COMFORT

OF LIVING
In recent years, the living room has been sharing its central role in the house or the apartment with the 

kitchen and the dining room. The open area design and linking it as a multi-purpose space are the main characteristics 
of contemporary living, which is followed by furniture that has been exemplary sparse in the last few years.
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The main focal accents of new ele-

ments in the living room furniture are 

straight lines of lower elements and va-

riety in hanging elements. Also, those 

hanging elements can be interlinked 

with shelves.

TV element is no longer the classi-

cally bulky component but it is instead 

incorporated in the clean lines of other 

elements. Generally, there is an empty 

space above it, so the TV set can be at-

tached to the wall.

Elements can be added to one of 

the living room walls that allow for ver-

Modular furniture ITALO in Italian style 

is an excellent choice for furnishing of 

modern spaces, which are designed for 

clean lines and elegant minimalism. 

Classical furniture executed in modern style SIX, enables us to have an assortment of 

element compositions. Soft and natural colours are soothing, as well as warm and familiar.

tical or horizontal hanging attachments. 

At the same time elements can create a 

fi nished space, of the living room com-

position, in the geometrical shape of 

the square or the rectangle which, in 

the middle, has a large open space for 

the TV set.

Looking at the colour palette, the 

contrasting white-black combination 

in matte sheen is still trend du jour, this 

time variegated with pastel tones of 

olive green, the colour of cappuccino 

and always fashionable colour of wood, 

from light oak to dark walnut.
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CERAMICS
The latest addition 

to Gorenje ceramic programs is 
format of the tiles, 20x40 cm, in 
warm beige, chocolate brown, 
white or gray tones. Seemingly 
narrow colour palette off ers a 
multitude of combination pos-
sibilities. You can select one co-
lour or you can combine several 
of them: connoisseurs of clas-
sical style are going to go for 
two tone combinations, while 
the more daring, with a fl air for 
experimentation, might go for 
triple tones.

The City series is based on simple rectangular lines, 

which with a barely noticeable luster create elegant, 

open, minimalistic bathroom.

FOR EVERY TASTE
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MINIMALISM OR OPULENCE

Patterns and decors are going to satisfy the afi cionados of 

minimalism as well as those, who wish to conjure a feeling of 

opulence and enchantment in their bathrooms. Ornamental 

tiles and borders are treated with precious materials, such as 

gold, silver, platinum, lister, which in changing light create a 

touch of magic.

The decors are simple and minimalistic with a hint of fi li-

gree and surfaces marked with a slight relief. On the other 

hand, they are luxurious patterns with stylized fl oral motifs 

that are additionally enhanced by gold and silver overlays 

which create a metallic eff ect. All decors can be interchange-

ably combined and mixed which enriches the look.

The characteristic element in the Kroma series is stylish 

geometrical pattern. The bathroom has a touch of prestige and 

warmth through the combination of gold, cream and chocolate 

hues, while at the same time it appears modern and comfortable.

With its diverse decorative elements, the Kuba series makes it 

possible to construct minimalistic as well as rich

and fairy-tale luxurious bathroom.
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What do we mean when we say something 
is an eco-trend? Trend by itself can mean something that 
only lives in a certain moment and is soon forgotten. 
But with eco-trends we hope that it is something that 
will ignite our imagination now but will also continue 
to live as a healthy part of our environment. Something 
that future generations will consider to be part of their 
everyday life. 

ECO TRENDS
Author: Lidija Poljaček Umphenour
Photos: Manufacturers' archives

FRESHAIR CHOICE PAINT

According to some studies, the air inside our homes is two 

to fi ve times more polluted than the air outside. Paint is a large 

contributing factor to poor indoor air quality. Once applied, 

it will emit harmful chemicals, such as VOCs (volatile organic 

compounds) for years after it was painted on the walls.

Many companies sell zero VOC base paints but as soon as 

you mix in a colour tint, up to 150 grams of VOCs are added 

back. Freshaire Choice is the fi rst company whose paint and 

tints are completely zero VOC. It can compete with naturally 

pigmented paints, such as clay and milk paints in being air and 

health friendly. 

The real added value of Freshaire Choice paints over natu-

ral paints is in the fact that it can be applied over pre-existing 

paint with no trouble. For some natural paints, the wall needs 

to be fl at and if it’s not, it needs to be sanded or primed, both 

of which take away from indoor air quality. The colour palette 

of natural paints is usually limited, as well as the fi nish styles. 

Freshaire Choice off ers 66 colours and 3 diff erent fi nishes or 

sheens. 

The paints are family and environmentally friendly. Their 

innovative, pre-measured ColorFresh delivery system, deliv-

ers perfect colour with no VOCs every time. Rich, true shades 

apply fl awlessly, dry fast and wash up easily. This is important 

when you are trying to erase traces of little hands or crayons 

on the wall. 

Freshaire paint easy application

Packets of pre-measured dry tint for zero VOC
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AN ARTISTIC VIEW OF OLD HARD DRIVES

What would we do without computers? They inform us 

and they connect us. For better or worse, they are part of our 

lives. Unfortunately we have not found a really good way to 

dispose of all the components of an old computer yet.

Miguel Rivera, who was a system administrator, responsible 

for destroying hard drives, took a fresh look at them and thus 

became an artist. For his fi rst sculpture, a car, he took apart 33 

hard drives. His second was somewhat similar to his fi rst one 

and wasn’t hard to do. But when he decided to fashion a fat-

boy motorcycle, the process became more challenging. To get 

the right look he had to take pieces apart and put them back 

together many times, before he achieved his vision.

Mr. Rivera’s favorite and most intricate sculpture is a robot, 

for which he recycled 14 laptop hard drives and 18 additional 

disks from gutted hard drives as well as some spare parts. 

Currently he is recycling some more hard drives, as he is 

building a helicopter. His art does not only save discarded 

computer parts from a landfi ll but as he puts it himself; “It’s a 

sort of therapy for my long 5-day 12-hour work shifts.”
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PANGOLIN BACKPACK BY CYCLUS

When a company employs people who are socially disad-

vantaged, such as single mothers, refugees and Indians of the 

Camentsa tribe and makes stylish backpacks, bags and purses 

from old rubber tires, you know you can’t go wrong.

Their latest creation, Pangolin backpack, is handmade 

using recycled inner tubes from truck tires. Using this material 

makes the bag extremely durable and eco-friendly. The design 

is very inventive and based on razor sharp scales on the back 

of animal called pangolin. The backpack does not use a stan-

dard zipper enclosure but instead the pieces retract onto one 

another. The design is kept closed by using 3 magnetic clo-

sures and pieces are attached to each other with a wing nut.

The back is anatomically shaped which provides a pleas-

ant wear that is easy on the user’s spine and back. It’s large 

capacity and diff erent pockets easily fi t notebook, pens, MP3 

and a cell phone. Each item Cyclus makes is made from 98% 

reclaimed and recycled content by weight. They clean, pro-

cess and manufacture their line entirely.

For EUR 195, which is the going price for Pangolin back-

pack, you will buy a fair trade, eco-trendy, recycled material 

design from a company that pays its workers above minimum 

wages and provides them with good working conditions. It will 

make you not only look good but feel good, as well.

www.iecomoda.com click on Cyclus to buy.

www.cyclus.com.co

Eco-friendly nature inspired Pangolin backpack

Robot sculpture made of recycled hard drives

Rendition of a ‘hard drive’ motorcycle



XPAL SOLAR EGG

Solar Egg is world’s fi rst high performance solar charger. 

Until now, solar chargers required bright sunny days to work 

at their best capacity. However most western users live in 

countries where bright sunny days are not a daily norm, so 

this little device was built for just such a consumer.
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STRAW BALES INSULATION
WHAT WAS OLD IS NEW AGAIN

In old times, when wood was scarce, a future homeowner had 

to use whatever was available to build a house. Often hay bales 

were used both as a construction material and insulation.

The material, which is just compressed dry straw, is resurg-

ing again as it has number of advantages. It has a very good 

R-value or estimated thermal resistance, which for straw bale 

walls is between R-25 and R-50. The compressed bales have 

proven to be very fi re resistant. Both values increase as the 

hay bale walls are plastered or coated with stucco. The bales 

have the advantage of being a recycled agricultural material 

which is readily available in most locations. 

It is more user friendly for construction of new homes, as 

the bales are 35 to 60 cm thick.

One disadvantage is that most builders are not familiar 

with it and will have to learn how to work with it. However the 

material is gaining acceptance, as it is very eco-friendly, cheap, 

easy to use and reuses discarded wheat or rice straw.

Community comes together while building a straw bales house

Solar charger for less 

than optimum conditions

Only if we inspire our kids, will 
we change for the better. That is 
something an eco-trend should
really be all about.  

Solar Egg can reach over 90 percent battery charge in just 

four hours of exposure during average charging conditions. For 

those eco-conscious consumers that want to use solar energy 

even in medium levels of natural light, this is the new go to gad-

get. The beauty of using it is that it will detect what type of 

device you have connected to it. Consequently it will deliver 

the correct charge to your iPhone, MP3 player or digital camera 

which will make them charge more effi  ciently.

The Solar Egg uses something called magic SunBoost solar 

conversion technology developed by Intivations, company 

based in Netherlands. It will be available in select regions in 

March and globally later this year. There are no details on pric-

ing yet.
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REVOLUTIONAIR
MICRO WIND TURBINES

Wind, solar and hydro powers are the cleanest natural re-

sources. With more and more consumers being environ-

mentally conscience, it is not unusual that more and more 

designers are thinking and developing green solutions.

Revolutionair is a trademark under which two working 

models of micro wind turbines were created and presented 

at the end of January at La Triennale in Milan. Designed by 

Philippe Starck, one of the world’s most inspired and fa-

mous designers, and developed with innovative technology 

by Pramac. Starck devotes himself to the democratic ecol-

ogy whose fi rst realizations are these 2 micro wind turbines. 

His comment was, “This wind turbine is aff ordable, easy to 

fi nd and to install and silent. I wanted it invisible in order 

to be seen only if one wishes, remaining notwithstanding 

desirable.”

As the trademark name suggests, they are revolutionary 

for two reasons: the innovative shape and the possibility to 

be used at domestic level. The turbines are very effi  cient 

and suitable even for urban area installations; unlike the tra-

ditional horizontal axle turbines. One can install them in the 

backyard, garden or on a boat.

At the present there two models with diff erent power 

and design: the 400W WT, with a quadrangular form and 

the 1KW WT, with a helicoidal shape. The reference prices 

start from about EUR 2500 for the 400W WT and from 

around EUR 3500 for the 1KW WT. They will soon be avail-

able at the new www.revolutionair-pramac.com

NATURALMILL COMPOSTER

Up to 50 percent of our landfi lls are loaded with paper and 

food waste. The irony is that even though they are biodegrad-

able, they are layered deep and saturated with water. Which 

prevents it to decompose and it remains embalmed for cen-

turies to come. Landfi lls produce methane, one of the most 

harmful greenhouse gases and leach toxic chemicals. Not to 

mention that we are running out of landfi lls and many coun-

tries are now dumping their waste into the ocean.

There are large composting facilities but not every urban 

area has one. Until now it was hard for city dwellers to com-

post. Not so anymore. NatureMill brings home composting 

to the mainstream user. It is a miniature kitchen composting 

system. Food waste doesn’t have to travel far, as the user can 

dump it directly into the composter which can stand alone in 

the kitchen or be incorporated into one of the kitchen cabi-

nets. Everything is fully self contained in a modern container 

which controls the temperature, air fl ow, moisture and mixing 

to accelerate the process. All it needs is a standard electrical 

outlet. It eliminates the need to handle and transport rotting 

material. Thanks to a sealed reactor and true ‘hot composting’ 

it accepts even dairy, meat and fi sh. The only thing to add is 

some sawdust and baking soda.

Decomposed waste then drops to a lower chamber, pro-

viding fresh loads of compost every two weeks. The entire 

process consumes 5 kilowatt-hours a month about as much 

as a typical night light. While it’s working there is a green light 

and when it’s fi nished the light turns red. At which point you 

can fertilize your garden or potted plants. The unit is made 

of recycled and recyclable polypropylene. A charcoal air fi lter 

neutralizes odors. Best of all, NatureMill provides home gar-

deners with a source of rich, organic fertilizer. The prices range 

from EUR 339 to 399 and European distributer is Xelak.

www.xelak.com

www.naturemill.com

Composting at home made easy

400W WT Revolutionair wind turbine, designed by Philippe Starck 
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Each year in early March, London is the 
host of Eco Build, England’s number one ‘green build-
ing’ event. This year, over a thousand exhibitors came 
to Earls Court to present the products and novelties in 
ecological construction and related activities. Sixteen 
lectures were held during the three-day conference, 
with over fi fty speakers. The seminars were classifi ed 
into twelve modules with four daily sessions apiece, 
with four lecturers presenting at each – which amounts 
to nearly 600 seminar speakers in three days. Since 
Ecobuild’s launch in 2005, these numbers have doubled 
every year. Thus, Eco Build is becoming a major event 
in this fi eld, indicating a huge rise in the interest for sus-
tainable building. 

ECOBUILD
Author: Matevž Granda
Photo: Ecobuild, Grimshaw architects

Compared to last year’s Ecobuild, this year saw consider-

able progress – which could again be interpreted as a har-

vest of what was sown the year before. I was surprised by the 

headway attained in one year. Growing number of exhibitors 

off ering ‘passive house’ technologies hints that these have 

caught on in England. For example, the number of heat ex-

changer providers has grown dramatically. While only last year 

it appeared that neither the suppliers nor the lecturers were 

quite confi dent of what they were saying, this year all exhibi-

tors zealously expounded the huge, up to 90 percent, energy 

usage rates of a piece of equipment. There are also increas-

ingly more providers of wood construction systems and heat 

insulation glazing. The lecture on the passive house concept 

was overbooked and many were left outside the lecture hall. 

The fi rst passive houses in England were presented.

LONDON
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Zero maintenance botanic gardens.

Gardens of Eden; the basic construction element is a hexagon,

a shape often found in nature.

One incentive driving such development is the govern-

ment’s goal according to which all new homes built in 2016 

and beyond should have a zero carbon footprint. A major 

part of the conference lectures was devoted to evaluation of 

the goals laid out and to reviewing the progress seen to date. 

Refurbishment of the existing buildings was pointed out re-

peatedly as the key source of greenhouse emission reduction 

during the conference. In England alone, there are 25 million 

homes that simply waste energy. Progressively stricter re-

quirements for reduction of emissions leave no more time to 

ignore this problem. Therefore, the government is preparing 

special programs to motivate homeowners to undertake en-

ergy effi  cient refurbishment. Construction of new commercial 

and industrial buildings has seen similar problems. This confer-

ence was an opportunity to revisit the existing strategies, to 

present new ones, and to look for guidelines for future devel-

opment; the attendants seem to have taken the most out of it. 

WHAT WOULD NATURE DO?

The wide range of seminar lecture topics included ‘Future 

Energy’, ‘Getting Water Wise’, ‘Regulations Revealed’, ‘Perfor-

mance Matters’, ‘Refurbishing Britain’, etc. However, ‘Urban 

Planning & Public Realm’ and ‘Sustainable by Design’ were 

two seminars that caught the better part of my attention. CJ 

Lim, professor at the Bartlett School or Architecture, Lon-

don, delivered a lecture titled ‘Towards a New Aesthetics’ and 

presented his new book ‘Smartcities + Eco-warriors’ in which 

he explores the development of contemporary metropolises. 

Dense population is increasing the share of built environment 

as well as food requirements. Possibilities for growing food 

are where they are normally not seen: building roofs, parks, 

and river banks. Mr. Lim illustrated with several examples how 

some surfaces could be effi  ciently used and to what extent 

this would actually satisfy the food requirements. Although 

this may be a minor share, the method has the advantage of 

making the food available to the users immediately. It elimi-

nates the need for transporting it from places hundreds of ki-

lometres away, and thus reduces pollution. Another advantage 

is that development of green areas in urban environments 

increases carbon dioxide absorption, and prevents overheat-

ing of concrete surfaces that additionally heat up the urban 

microclimate. CJ Lim is not yet able to present any cases of 

implementation of such strategy. However, considering the 

recent developments and guidelines, his visions can soon be 

expected to become reality.

ONCE, THERE WAS FOREST

To mimic the nature and to understand the principles of 

natural processes was Michael Pawlyn’s guideline when he 

presented through several projects the application of these 

principles in architecture. He mostly works with the Grimshaw 

Architects. The principles researched relate to water and 

power supply and building statics. The ‘Sahara Forest’ project 

grew out of the fact that the territory of the present Sahara 

desert was once covered with forest. The operating principle 

of buildings in the Sahara Forest project refl ects the adapta-

Nature’s basic principle is one of attaining 
maximum eff ect with minimum means. Human 
society has to start biding by this principle as 
this is the only way to a sustainable future.
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tions seen in animal species living in this area. The main inspi-

ration was a type of beetle that is only active at night. Due to 

its colour, the beetle’s shard temperature is diff erent than that 

of the environment. As a result, a drop of water is condensed 

on its body at sunrise, which suffi  ces for the insect’s survival. 

The principle of condensation was also employed in the design 

of greenhouses: they rely on it for water supply. A test building 

has shown that this method allows accumulating even more 

water than what is actually needed by the greenhouse; the 

surplus can be used to water and revive the surroundings as 

well. Belts reaching several kilometres into the Sahara desert 

are planned to make use of an infi nite source of energy. Food 

production would be plentiful as a result of boundless space, 

solar energy and heat. A combination of photovoltaic gen-

erators would also provide ample power supply. The principle 

was already tested and it proved successful. Now, discussions 

are in progress to actually build the fi rst such belt.

Here is another example of how to mimic the nature when 

designing a building: if a fl ower is not watered, its leaves will 

die and the water will evaporate. Water pressure in the leaves 

functions as a support frame. The pressure between the cells 

generates tension that gives the leaf its fi rmness. This simple 

natural principle was employed when designing a bridge; the 

only diff erence being that air was used instead of water. Lat-

eral supports are actually two infl atable balloons with appro-

priate tensile reinforcements and roadbed is placed between 

them. The key advantage of such bridge is very low structure 

weight. Hence, a bridge weighing just several kilograms can 

withstand the weight of a one tone truck. 

ZERO MAINTENANCE BOTANIC GARDENS

‘Project Eden’ is the title of a project that was also de-

veloped in cooperation with the Grimshaw Architects. Two 

enclosures consisting of adjoining domes, mimicking the ap-

pearance of water drops, house botanic gardens. The basic 

construction element is a hexagon – a shape often found in 

nature (honeycomb). Stretched over the hexagonal structure 

is an insulating polymer membrane made from ETFE, a mate-

rial whose specifi c weight is only hundredth of that of glass. 

Thus, one of the lightest structures was created. The complex 

relies almost exclusively on solar energy for heating. Its impact 

on the environment is minimal and it allows the local commu-

nity to generate a substantial income.

London-based architect Jerry Tate argues that nature’s 

basic principle is one of attaining maximum eff ect with mini-

mum means; it has been for millions of years. Human society 

has to start abiding by this principle as this is the only way to 

a sustainable future. Nature can be our teacher. Jerry Tate sees 

the future of architecture in mimicking the principles inherent 

in nature.  

KNOWLEDGE FOR THE FUTURE

Education is far more important than opulent off er pro-

vided by manufacturers. Energy effi  cient construction re-

quires new knowledge from users, contractors, and designers. 

New technologies will not yield eff ects without prerequisite 

knowledge. If we are not seriously committed to acquiring 

new knowledge, new products will fl ood our market while the 

frame of mind and building methods will remain unchanged. 

As a result, our environment will go further down the path of 

blind, low-quality, frivolous and unsustainable development.

Over a thousand exhibitors came to Earls Court to present the 

products and novelties in ecological construction and related 

activities.

The ‘Sahara Forest’ project
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S A V E  A N D  K E E P .
Save money and keep your living space cleaner 
and more pleasant. Gorenje Tiki heat pumps use 
energy from the environment - from the ground, 
from groundwater or from the surrounding air 
- to heat or cool your home. Distinguished for 
low operating costs, independence and a high 
level of reliability in all seasons, they use up to 
80% of the energy taken from the environment 
and require only a minimum electricity supply 
to operate. They actively contribute to the 
environment protection and provide a cleaner 
environment for future generations.

A HEAT PUMP 

Heat pumps for sani-
tary water have been present in the 
market for over 30 years. They are 
not considered an entirely renewable 
energy source, for they still use elec-
tricity as the primary energy source; 
however, they have become an excel-
lent replacement or supplement for 
preparation of hot sanitary water, in 
comparison to central preparation of 
hot sanitary water by using oil and gas 
heaters. 

A medium-volume heat pump as a 

replacement for the electric water heater.

For their operation, they use a mini-

mum portion of electricity to run the 

compressor, and the rest is obtained from 

the energy of the ambient air. Since the 

fi rst heat pump was produced in Gorenje 

30 years ago, the production technology 

DESIGNED FOR STANDARD 
WALL INSTALLATION

has advanced immensely, we have been 

introducing more current and modern 

components, the cooling medium has 

changed bringing about an increasing ef-

fi ciency of heat pumps. 

During all this time, the hat pump ag-

gregates have been installed to 200 or 

300-litre water storage tanks with one 

or two heat exchangers, which enables 

connection to other energy sources, and 

with an option of installing an additional 

electric heater. 

In this year, Gorenje will launch to the 

market a medium-volume heat pump of 

smaller dimensions (80, 100 and 120 li-

tres) intended for standard wall installa-

tion and which should, with its capacity, 

dimensions and heating characteristics, 

replace the classical electric water heater.
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While you are working, 
resting, sleeping, eating, talking, exercis-
ing, and even right now as you are read-
ing these lines, somebody is working for 
you. Day and night, twenty-four-seven. 
This someone, or to be precise, some-
thing, can literally contribute 500 EUR 
per year to your household budget. 

COOL’N’SAVE

WASTED FOOD – A MATTER
OF RESPONSIBILITY!

On average, a household wastes as 
much as 400 EUR worth of food per 
year.

An average family with two children 
may discard even more than 600 
EUR worth of food, which amounts 
to over 140 kilograms of food per 
year.  

Most commonly, the food being 
discarded includes vegetables, fruit, 
dairy products, and delicatessen. 

Reasons for discarding food most 
commonly include buying excessive 
amounts of food, and incorrect and 
unsystematic storage of food in the 
refrigerator. 
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Yes, it is true. Refrigerators and freezers can save such 

amount of money. How? Firstly, by lower power consumption; 

clocking up 24 hours a day, annual consumption is hardly 

negligible. Secondly, by retaining the freshness of all types of 

food, extending its useful life and preventing its unnecessary 

disposal. Needless to say, the right choice of refrigerator is 

the fi rst and fundamental step. What remains for you to do? 

Not much. 

All you need is some deliberation when purchasing and 

installing the appliance, and a few minutes a day to sort and 

arrange the food appropriately. Everything else is taken care 

of by Gorenje refrigerators with their versatile interior and ap-

pealing exterior design.

KEEP THE FOOD, FREEZE THE COSTS

An average household throws away a considerable amount 

of food each year, often as a result of inappropriate or un-

systematic storage. Diff erent types of food require diff erent 

storage conditions. Combined fridge freezers from Gorenje 

off er fi ve temperature zones which provide lasting freshness 

without loosing any valuable nutrients. Owing to the low tem-

perature, the food will retain its freshness longer.

Gorenje fridges enable you to adjust the level of humidity in the 

vegetable crisper. The front of the crisper is fi tted with a humidity 

control slider, which makes it easy to control the level of moisture 

in the compartment so as to keep the vegetables fresh and crisp. 

An average household throws away
a considerable amount of food each year, 
often as a result of inappropriate
or unsystematic storage.
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NO FROST ABSOLUTE
 • No more unpopular manual defrosting

 • No frost or ice on the food or in the appliance interior improves 

the view of the contents

 • Full use of storage capacity

 • The food will retain its quality, colour, and aroma

ZERO‘N’FRESH
 • Sensor controlled temperature set at approximately 0 °C

 • Rapid and effi  cient cooling with the Multifl ow system 

 • Notably prolonged storage life – up to three times longer

 • Vitamins and aroma retained much better

 • Two storage bins allow separation by type of food

 • The drawer is fi tted on telescopic guides – simple handling, total 

control and a clear view of the contents

IDEAL CLIMATE

 • 8 °C: top shelf enables appropriate storage of bread, 

pastry, butter, jam and jelly, preserved meat produce, 

and exotic fruit;

 • 8 °C: top door shelf is an ideal place to store butter, jam 

and jelly, preserved products, pâtés, etc.;

 • 5 °C: the central part of the refrigerator is intended for 

storing dairy products, ready-made or cooked food, 

cheese, delicatessen, desserts, yoghurts, and some types 

of fruit (e.g. melons, watermelons); 

 • 5 °C: shelves in the mid part of the door off er favour-

able conditions for storing yoghurts, puddings, and dairy 

deserts;

 • 5 °C: vegetable bins are intended for storing fresh fruit 

and vegetables (pineapples, melons, tomatoes, bell pep-

pers, and exotic fruit);

 • 5 °C: bottom small shelf with a tube support (mayon-

naise, tomato paste, etc.);

 • 5 °C: bottle shelf off ers ample room to store juices, milk, 

and yoghurts in tall containers;

 • 0 °C: special Zero’n’Fresh drawer off ers ideal storage 

conditions for fresh meat, fi sh and shellfi sh, fresh dough 

(e.g. pizza dough), some types of fruit and vegetables 

(berries, cherries, blueberries, asparagus, leaf vegeta-

bles, lettuce, cabbage, onions, mushrooms, leek, etc.);

 • -18 °C: optimum temperature for storing frozen food in 

the freezer compartment drawers; 

 • -12 °C: ideal place to store smaller packages, small pieces 

of frozen vegetables, ice cream in cones, ice cream bars, 

and ice cubes.
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How to tell if your knife is dull?
Take the tomato test. 

After your hands, a knife is your most important cooking 

tool. It’s better to have one sharp knife than ten dull ones (a 

little like brain cells, one might add). So make sure all your 

knives are sharp. If you want to know which knife is the 

sharpest in the drawer, try this test: let the knife’s edge rest 

on a tomato and pull. If the knife cuts through the tomato 

by just the force of its own weight, it’s sharp enough. If not, 

sharpen it and mark the date on the calendar. You should 

sharpen your knives approximately every other month.

How to prevent your tzatziki from drowning in liquid?
Salt it.

Tzatziki is a diffi  cult word to pronounce. But that doesn’t mean it 

has to be diffi  cult to make. You’ll have to fi nd the recipe somewhere 

else; we just want to warn you against the one trap that separates 

the novices from the experts, and that is the liquid content. We want 

the cucumber dish to stay put on the plate and not wind up on your 

lap or on the fl oor; so, you should reduce the amount of liquid in your 

tzatziki. This is how you do it: put salt on the cucumbers after you 

have roughly grated them - that is before you add the yoghurt. After-

wards rinse the cucumbers in a sieve and wring them in a clean cloth 

until you’ve removed most of the liquid.

How to achieve a wow eff ect when serving stews?
Garnish them gracefully.

Osso buco is an Italian classic. Delicious, no doubt about 

that. But after a couple of hours in the ‘sauna’, veal shanks, to-

matoes, carrots, onions, rosemary, sage and lemon peel can eas-

ily get the unattractive tired look. So spiff  the buco up like the 

pros do. Chop a mix of fresh herbs such as parsley, basil, rose-

mary, thyme and sprinkle over the dish. Mmm ... 

Some would claim that gourmet cooking is reserved only for people that pronounce names of dishes with 
foreign accents. What a bunch of nonsense! Let’s just dispel the myth: knowing the diff erence between haute cuisine and 
nouvelle cuisine is not a requirement for getting an apron and seizing the day. Everyone can create a culinary experi-
ence. But like everything else in life, you have to dare to try and of course, get some helpful gourmet advice. Gorenje is 
here to help you.   

COOKING IS FUN
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Crying while cutting onions?
Sprinkle them with salt. 
Seasoned chefs don’t cry when cutting onions. Why? They 

are used to its vapours. It is a matter of developing the toler-

ance. Until you do, the following advice may be helpful: next 

time you cut the onions, sprinkle them with salt. The science 

behind it is that when cut, onions emit sulphur vapours. Salt, 

however, is highly soluble and the ions will react with sul-

phur. 

Do you miss colour on your plate?
Combine them.

Do you want your guests to truly enjoy their food, or 

will you settle for seeing them politely nibbling on it? Keep 

in mind that many people will eat the food that looks good, 

and discard it if it doesn’t. Therefore, make sure you off er as 

many colours on the plate as possible. Combine the food by 

colour, as you do with your clothes. Think contrasts and sur-

prise the eye! 

How to keep the green salad leaves from turning 
brown?

Pluck them - don’t cut them.
How to prevent your gorgeous fresh green salad leaves from 

becoming a sticky brown monster in the middle of a summer 

party? By using the magic of your precious fi ngers instead of 

knives. If you cut the salad with a knife, you break its natural 

preservative. Instead, pluck the salad with your fi ngers. Yes, it 

takes a little longer but at least the salad stays green longer 

and makes your guests happy.  

How to check if you have a golden egg?
The ‘yellowier’, the better. 

You can’t judge a book by its cover, as the old saying goes. The 

same thing applies to eggs. The colour of the shell indicates nothing 

about the quality, taste or nutritional value. Whether the shell is white, 

yellow, brown or grey, depends entirely on the chicken breed and 

genetic disposition. If you want to know if you have a ‘golden egg’ – a 

fi rst class egg, high in quality – you have to look beyond the shell. 

Break the egg. The colour of the yolk is a quality indicator, and that 

depends on the feed and the conditions under which the chicken was 

raised. The ‘yellowier’, the better.
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How does cooking fulfi l you? How do you take 
it – as a game, as a challenge? 

To me, cooking is fi rst and foremost a pleasure. I am, of course, 

not a professional, but rather a ‘foodie’ who cooks, writes about 

food, browses the food markets, reads cookbooks, tastes food 

around the globe etc. with equal passion. Roughly, there are three 

types of cooking: professional cooking, cooking as an obligation – 

which is, sadly, still the case with many women today, despite their 

often prominent careers – and the third, ‘blessed’ category, cooking 

for pleasure. I cook when I feel like it and what I feel for, depending 

on supplies and my disposition.

 

How do new recipes come about?

Many recipes that I have published in my three, I may say ‘best-

selling’ cookbooks, were invented while socializing with my friends, 

most often during regattas. ‘The Tastes and Sounds of Dalmatia 1 

and 2’, and my last year’s book ‘Diet for the Bon Vivants’ – which is, 

of course, an ironic title, as gourmands, or bon Vivants, will hardly 

agree to a prescribed diet – make a case for my fundamental gas-

tronomic ideas. The fi rst one is that in gastronomy, the rule ‘less 

is more’ is indeed the key to success: the shorter and simpler the 

www.zlatkogall-simplicity.mojblog.hr

Zlatko Gall is a journalist, music critic, and 
a writer who has published a dozen books on gastron-
omy and music. These include three issues of ‘The Big 
Encyclopedia of Rock’ and ‘Popular Music Glossary’, as 
well as recipe books and books of gastro-essays like 
‘The Tastes and Sounds of Dalmatia’, and ‘Diet for the 
Bon Vivants’. He lives and works in Split and Zagreb, 
and he is one of the few lucky people who take immense 
pleasure in their work – and who are famous for it. He 
keeps a very popular blog, publishing simple cooking 
recipes. The blog is endorsed by the Gorenje Simplicity 
line of kitchen appliances, which is also available in the 
Croatian market.

WHO COOKS
A FOODIE

Asparagus and chickpea soup and asparagus risotto
 • 2 large bundles of wild asparagus
 • 6 cloves garlic
 • 4 coff ee cups rice
 • 1 teaspoon fi nely chopped parsley
 • 1-2 tablespoons white wine
 • 40 dg chickpeas
 • 2 tablespoons olive oil
 • coarsely ground seat salt and freshly ground green pepper

Tear off  the soft parts from the asparagus and put the remain-
ing parts of the stalks into pot. Add 6–7 decilitres of water and let 
it boil. Remove from fi re until water-cools down and run each stalk 
trough your fi ngers to remove the green part. Discard the stalks and 
mix the soup with green parts with an immersion blender. Add one 
half of fi nely chopped garlic and previously cooked and drained (or 
canned) chickpeas. Heat the soup, add salt and pepper, and serve. 
If you prefer a thicker texture, blend some of the chickpeas with the 
immersion blender.

Dry fry the rice in a deep frying pan, along with some chopped 
garlic and parsley. Then, pour in at least 1 decilitre of asparagus soup. 
Add asparagus heads and some wine; cook, adding stock and some 
hot water as required, until the rice is cooked ‘al dente’. Drizzle some 
olive oil (preferably ‘Istrian Buža’ or Leccino) over the risotto and 
serve.

Simply the Best
recipes by Zlatko Gall
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Tuna and leek rolls
 • 2 medium sized tuna steaks
 • 2 large leeks
 • 1/2 dl olive oil
 • 1 teaspoon Dalmatian herb mix (e.g. Nadalina – rosemary, 

basil, thyme, marjoram, oregano, winter savoury)
 • Juice of 2 tangerines or one orange
 • 1/2 dl white wine (Malvazija)
 • coarsely ground sea salt and freshly ground green pep-

per
 • ten cherry tomatoes
 • 4 cloves garlic
 • 1 tablespoon fi nely chopped fresh parsley

Wash the leeks thoroughly and remove the woody parts 
at the top of the stalks. Carefully open up the leeks, separating 
each leaf. Pour boiling water over the leek leaves and leave 
for 15 minutes. Drain and pat dry, then set aside. Slice the tuna 
into thick strips that can later be wrapped in leek leaves, and 
marinade them in olive oil. Add salt and quickly braise in a fry-
ing pan with some oil. Wrap braised tuna in leek leaves, drizzle 
more olive oil over them, and fry some more until the leeks turn 
dark. Set aside and keep warm, while frying sliced cherry to-
matoes, chopped garlic and parsley on the remaining oil. When 
the tomatoes are soft, add tangerine or orange juice and wine. 
Add salt and pepper, mix, and cook on low heat until the liquid 
is reduced. Pour the warm sauce over braised tuna rolls. 

Simply the Best
recipes by Zlatko Gall

method, given quality supplies, will more often than not yield the 

best results. The second one is promoting the so-called ‘peasant’s 

cuisine’, or ‘cucina povera’, i.e. the use of underrated ingredients 

like sardines, Mediterranean mackerel, tuna, wild-growing herbs, 

etc. The third one is my deep belief that anyone can cook – if they 

want to.

What kind of kitchen does a real chef need in 
order to bring to life a breathtaking gourmet experience? 

It is surely nice to have a lavishly equipped kitchen with large 

worktops, ample space for dishes, plates of various shapes, a collec-

tion of appropriate glasses, a high-end oven, an induction cooker, 

etc. However, I believe that only a few carefully picked quality 

kitchen appliances and accessories will allow equally stunning re-

sults.

What does an induction cooker allow you as 
a cook?

Induction is a gift to a home kitchen. Not only as an additional 

cooking zone that you may stove away when you do not need it, 

but also as an ideal technology that speeds up the cooking while 

preserving quality. For instance, I have prepared some quite de-

manding dishes on the induction hob – like the ‘Hvarska regada’, a 

traditional fi sh stew from the island of Hvar – in just twenty minutes, 

although it normally takes at least an hour and a half. Technolo-

gies off ered in the kitchen today, including automatic programs, 

are surely valuable to anyone who may not have all the time in the 

world, but still wish to cook at home. Nonetheless, let us not forget: 

excellent meals can be made in ‘simple’ kitchens if they are based 

on the right recipes, and if they are generously spiced up with pas-

sion for cooking.

How to make everyday cooking really simple?

There are many tricks on how to quickly prepare fi sh, meat, and 

veggies without a lot of fat or even without it altogether. Indeed, 

my cuisine and recipes published in my blog are based on these 

techniques. One of such tricks, for example, is to ‘dry’ the vegeta-

bles in a microwave before frying them in a hot pan, in order to 

extract the surplus water and make zucchini or carrots crisp, not 

allowing them to soak up too much fat. 

Zlatko Gall, journalist, music critic, and a writer 

who has published a dozen books on gastronomy.

Induction is a gift to a home kitchen. It is an 
ideal technology that speeds up the cooking 
while preserving quality.



INDUCTION

However, induction has found room for improvement. With 

even greater heating power and numerous innovative functions 

that make cooking simpler, the new induction is even more con-

vincing. Gorenje development experts paid the most attention to 

issues of cutting the time required to heat liquid to boiling point 

by supplying more power, how to make control even simpler and 

operation even quieter, while optimizing the usage of the cooktop 

surface. 

Today, induction is considered the cutting-
edge cooking technology with considerable advantages 
over other technological solutions: speed of operation, 
energy effi  ciency, and simple maintenance. Due to these 
properties, it is also increasingly popular with the con-
sumers.

THE NEW

One remarkable advantage of Premium induction cookers is accurate 

and convenient control of the cooking zones. Each cooking zone has 

its own module and a touch-controlled program timer, while modern 

easy-to-understand symbols enhance the clarity of controls.  
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With the SoftMelt function, the cooking zone maintains a constant 

temperature of 42°C, allowing you to melt honey, butter, and 

chocolate without any additional hassle. 

The new generation Gorenje Premium 
induction hobs off er incredible power to 
boost performance by up to 20 percent.

ULTIMATE COOKING COMFORT

When the PowerBoost function is activated, high-performance 

induction coils made of state-of-the-art materials, and two cool-

ing fans with double operating power will kick in to supply extra 

power to the hob. Thoughtfully devised electronic switching be-

tween cooking zones distributes the power between built-in induc-

tor coils to enable cooking with the highest power setting on all 

cooking zones simultaneously.

Premium induction hobs also off er more space, simpler cook-

ware handling, and better control of the cooking process. The new 

hobs are available in widths 60, 77, 90, and 110 cm. 

NUMEROUS CONVENIENT FEATURES

BoilControl system can be activated or deactivated at any time 

to automatically keep the cooking zone at desired temperature and 

prevent the food from boiling for too long, or even boiling over. 

If, however, the food does boil over, the StopGo function will 

take control of the situation even when, for any reason, the cook-

ing process is interrupted. This function instantaneously turns off  

all cooking zones while saving all current settings; a simple touch 

will restore the cooking process. Hence, if the food boils over, the 

StopGo function can be used to let you clean up and simply con-

tinue as soon as you are done. 

MAXIMUM COOKING COMFORT

Premium induction hobs are fi tted with a cookware sensor to 

deliver optimum cooking zone usage. Ample off er of induction 

hobs also includes a model with a special oval heater, particularly 

handy for cooking or frying fi sh or large chunks of meat.

Another breakthrough is the super silent operation, even when 

all four cooking zones are engaged simultaneously at full power. In-

telligent switching between induction coils and use of state-of-the-

art components decrease the buzz characteristic of induction hobs.
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The new generation of 
dishwashers is ready to hit the mar-
kets. It delivers numerous functional 
improvements, super silent operation, 
and very effi  cient use of water and 
power. 

The new dishwashers are rated in the 

highest energy class to date, and boast 

impressive A-rating for washing and dry-

ing eff ect. 

Major advancements have been intro-

duced in the dishwasher interior as well. 

A convenient third basket was added to 

expand the washing capacity to 14 stand-

SPARKLING CLEAN
       AND COMPLETELY DRY

ard place settings. Layout of holders and 

supports is highly fl exible as, for example, 

the place rack can be laid down to obtain 

more space for pots and pans of various 

sizes. There is also the MultiClack system 

that allows double sided three-level ad-

justment of basket height, off ering addi-

tional adaptability. 

Another novel feature deserving 

special attention is our improved drying 

system called TotalDry. This impressive 

patented solution, unique in the market, 

is employed in our high-end dishwasher 

models to make sure your dishes are 

completely dry and shining. After the 

washing cycle, dishwasher door auto-

matically opens, gradually, in two steps. 

At fi rst it is ajar, just enough to release 

excess steam. After 20 minutes, the door 

opens by another couple of centimetres.

This innovative function is a very user-

friendly solution as the dishwasher is al-

ready open when you are ready to empty 

it, and the dishes are cool enough to be 

handled. 

The improved drying 

system called TotalDry is an 

impressive patented solution, 

unique in the market.

With lightly soiled dishes you can cut the time of dishwashing in half by simply pressing the 

SpeedWash button. It automatically adjusts the temperature and water level, thereby ensuring 

optimal cleaning and drying in the shortest possible time.  
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Gorenje Promotion at 
the Airport Munich   

During this spring Gorenje 

is presenting a colourful se-

lection of the trendy Gorenje 

Retro Collection at the Airport 

of Munich / Terminal 2/ Luf-

thansa + Star Alliance Partner 

arrival with an average fre-

quency of around 430.000  

passengers per month. 

 An endconsumer minded 

flyer supports Gorenje´s 

brand presence at the air-

port. The fl yer is represent-

ing the whole designminded 

product range of Gorenje at a 

glance. steam to eliminate the 

creases. An excellent solution!

Successful Appearance at the Fair in 
Nitra, Slovakia   

This year, Gorenje made another appear-

ance at the traditional home equipment fair in 

Nitra, Slovakia. In addition to kitchen furniture, 

marketed in Slovakia since 2000, Gorenje’s 

products exhibited at the fair included large 

and small home appliances of the brands Gore-

nje and Mora, water heaters, and – for the fi rst 

time this year, ceramic tiles. 

“Next year, we are planning to round up the 

off er with bathrooms and radiators. This year’s 

attendance at the fair was, again, quite high. 

Judging from the reactions of the visitors, we 

are happy to fi nd that we are highly recogniz-

able, not only as a brand but also as innova-

tors and trendsetters, particularly with regard 

to design,” commented Mr. Bogdan Urh, Head 

of Gorenje Slovakia, upon the conclusion of the 

fair. 

In Slovakian market, appliances of the Gore-

nje Ora-Ïto Collection are still very popular, and 

visitors to the fair were impressed by the new 

Gorenje Simplicity line and the Retro Collection 

fridges. 

www.gorenje.sk



ON THE WATER
Gorenje has signed a cooperation agree-

ment with the acclaimed manufacturer of watercrafts, 
Seaway. For their newest as well as trendiest craft, 
Greenline 33 Hybrid boat, Gorenje serves as a supplier 
for some of the elements of its interior equipment; eco-
nomically effi  cient refrigerators, LCD TV sets as well as 
domino gas and ceramic glass cooktops.  

At last year’s autumn boat shows, Greenline 33 Hybrid 

craft excited audiences with its extreme environmental friend-

liness, effi  cient use of energy, comfort and aff ordable price. 

The heart of the new boat is very effi  cient and energy con-

serving newly invented Superdisplacement™ low-drag hull, 

which reduces fuel consumption and consequently CO2 emis-

sions. Hybrid propulsion, composed of diesel-electric power 

system engine, in combination with photovoltaic solar array 

roof, assures that Greenline 33 will be completely emission 

free in electric mode and will burn up to four times less fossil 

fuel per nautical mile in diesel mode than comparable conven-

tional motor boat planning hulls. 

It can be confi dently argued that the new model, appropri-

ate both for sea and lakes, is environment-friendly and off ers 

ample space, comfort, fun, and value for the money spent. It is 

therefore not surprising that this is currently the world’s best 

selling boat in its class.

 www.seaway.si 

Greenline 33 Hybrid boat - hybrid propulsion, composed of diesel-electric 

power system engine, in combination with photovoltaic solar array roof.
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Gorenje Solar program now off ers in-

vestors a comprehensive range of prod-

ucts and services related to turn-key solar 

power plants, photovoltaic modules, and 

other solar power components by reputa-

ble manufacturers. 

The Solar program is a logical exten-

sion of Gorenje’s activities in energy man-

agement and ecology, and it represents 

the company’s response to the global 

megatrend of active transition to ecologi-

cally sound products and operation – an 

endeavour present in all Gorenje activities 

as well.

The new program successfully com-

bines know-how from Gorenje’s individual 

activities. Consistently with the projected 

development of the industry, the program 

is expected to advance rapidly to become 

the leading provider of solar power plants 

in the Balkans in a matter of a few years. 

www.gorenje.com/solar/si

GORENJE SOLAR

PARTNERS
WITH THE SUN  
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Gorenje has been present on the 

web for over a decade. However, as-

sets and energy invested in web ac-

tivities have recently been upped 

considerably in particular markets, as 

a part of the pursuit of higher returns 

on funds spent on marketing. The com-

pany comprehensively overhauled the 

contents and the design of its web 

portal and beefed up their web com-

munication activities which are, more 

and more, an indispensable part of the 

marketing communication mix. Gore-

nje Group, operating in 70 markets, 

runs a web portal with 32 foreign of-

fi ce websites, over 20,000 total pages 

and documents, three web stores, and 

texts in 35 diff erent languages; the 

Online editorialised content is a vital form of communication to engage 

with the consumer. 

Against the backdrop of diminished effi  -
ciency of traditional marketing tools, and acute needs 
for fast results and measurable marketing investments, 
effi  cient web communication is increasingly becoming a 
major source of competitive edge. Gorenje is well aware 
of such trends. 

THE AGE OF DIGITAL COMMUNICATION

Group’s web portfolio also 

includes a Chinese version of 

the website.

HIGH-QUALITY AND
COMPREHENSIVE
WEB APPEARANCE

By thoroughly revising 

both contents and design of 

the Gorenje web portal, the 

company is looking to pro-

vide the visitors with even 

more useful and interesting 

topics and information, and 

above all to facilitate direct commu-

nication with the company. Observing 

the trends and user requirements, the 

revised pages are now laid out more 

clearly, they are interactive and more 

functional; hence, they save users 

some time and make their purchase 

decision easier. The increase in web 

Author: Saša Košec
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Gorenje UK embraces the social media phenomenon

Billions of people use the web to communicate, search 
for information, share ideas and photographs, and generally keep 
up to speed with the latest goings on. The web is an amazing tool 
to explore further into the mass of information available at our fi n-
gertips.  Gorenje UK has whole-heartedly embraced the social online 
families – possibly the largest and most valuable audiences we will 
ever reach. 

The purpose is not to advertise or sell, but build relationships with groups and 

individuals, which will allow for a better insight into the market, as well as greater 

and wider communication of Gorenje’s activities within the market place in the 

long run.

 Ruth Ferguson, Marketing Manager, Gorenje 

UK says: “We want to keep customers up to date 

with the goings on of our company, as soon as a 

new range or new model comes out, why delay? 

It makes sense to instantly reach people with not 

just wording, but pictures and videos and contact 

details on where they can fi nd out more. It means 

we get the key messages out there on new infor-

mation, and customers gain the information be-

fore they normally would.”

Since the autumn of 2009 we have added a 

Twitter, as well as a new blog to our website in 

the UK.  It is a huge commitment and timing is of 

course vital, as fast moving web sites need regular 

updates making sure all the information is fresh 

and new. Nobody wants to read yesterdays news, 

we want to keep people engaged, interested and 

joining us!

A prime example of this is the new Retro range.  

With 81 followers, Twitter was the fi rst place the 

new Retro range was communicated, reaching 

customers, journalists and retailers; anyone who 

searched specifi c words on the site would see the 

link to the Gorenje UK page. And what is the result 

so far? We have had emails and calls with interest 

in the new range; a retailer has created links and 

dedicated pages on their web site. 

Gorenje UK is gradually growing its online presence, and it seems to be prov-

ing a success, with great reviews and recognition in key trade magazines such as 

Essential Kitchen & Bathroom Business who gave the site and our online activities 

a glowing review.

Essential Kitchens & Bathrooms Business says: “Gorenje’s online strategy goes 

further than producing a whizzy web presence to woo potential buyers, because 

it has dipped a whole, glittering foot into the quagmire that is social networking.”

Who knows what the future holds for the online social life of Gorenje UK. Per-

haps ‘Gorenje UK TV’, an online video channel, or a chat option on the website; 

whatever it may be, it holds a purpose and we are very excited about building the 

future of online social media communication. Watch this space!

www.gorenjeuk.blogspot.com

traffi  c after the overhaul indicates that 

the changes were warmly welcomed 

by the users.

IMPROVED WEB COMMUNICATION

Simultaneously with the web portal 

revision, eff orts were also devoted to 

web communication. Gorenje experts 

focused on linking real-world activities 

to those on the web, optimizing search 

engine hits, keyword management, 

and digital PR. They also enhanced the 

communication via key web social net-

works such as Wikipedia, Flickr, You-

tube, Facebook, and Twitter. 

www.twitter.com/gorenje_uk
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Slovenian cross country skier, aged 30, fi rst appeared in the 

global sports arena during her early teens as a diligent student of 

her coaches: fi rst, her ‘sports father’, Robert Slabanja, and then the 

Slovakian expert Ivan Hudač who succeeded Mr. Slabanja after the 

Turin Olympics.

WALKING ON 
THE EDGE
Author: Mateja Jevšnik
Photos: Slovenian Olympic committee
     & Gorenje archives

Petra Majdič, crowned Slovenia’s best 
female athlete of the year for the third time in December 
2009, is doubtlessly a phenomenon in the world of 
sports. 

For Majdič, 2009/2010 season was the eleventh in the world cup. 

She has competed in six World Championships and appeared twice 

at the Olympics, celebrating two sprint crystal globes, second place 

in overall World Cup rankings at the end of last season, and a total 

of 21 career victories.

”I have worked 20 years for this. It was a 
miracle for me to even appear at the start. 
This medal is not golden, it is scattered with 
diamonds.”
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Vancouver – Winter OG 2010: Petra Majdič, exhausted yet 

overjoyed after reaching the big goal. 

Petra Majdič, Slovenian cross country ski champion and the hero 

of the Winter Olympics, was presented the Terry Fox Award. 

The award, presented by the Terry Fox Foundation in agreement 

with the Canadian Olympic Committee, is a commendation of an 

athlete’s bravery and determination.

In April, Petra paid a visit to Gorenje employees who seemed just 

as proud of her glorious achievements as she was. Gorenje has 

supported Petra's fantastic journey in the world of sports for many 

years.

However, Slovenia’s best female athlete seems to be under a 

spell of bad luck. Last year, after an excellent season, she fell ill dur-

ing the World Championship in Liberec; a change in rules prevented 

her from winning the overall Crystal Globe; this year, a fall during 

the warm-up run at the Winter Olympics in Vancouver nearly pre-

vented her from winning the medal she worked superhumanly hard 

for throughout the last two years.

BRONZE WITH A DIAMOND LUSTRE

At this year’s Winter Olympics in Canada, Petra Majdič outdid 

herself. Despite breaking four ribs and sustaining pneumothorax 

(pierced pleural membrane resulting in air accumulating between 

the lungs and the ribs) after a nasty fall during the warm-up, she 

managed to break through to the fi nals and win a bronze medal. 

Petra’s incredible bravery and determination lead to an achievement 

that may well be one of the most dramatic stories ever to take place 

in Winter Olympics. She came very close to being defeated, but she 

took her faith in her own hands and turned it around to become 

the big winner. She turned bronze into pure gold, scattered with 

diamonds. 
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Although water is based on a cycle, warmer climates have meant 

that the patterns for where and when it will fall are less apparent. 

This has given rise to the flood and droughts seen over recent 

months. Low rainfall levels in areas of dense population can cre-

ate water stressed areas. London and the South East of England, 

for example, suffer from water stress. London is drier than Istanbul 

and the South East region has less available water per person than 

Sudan and Syria.

According to water authority Waterwise, each person in the UK 

uses 150 litres of water per day. More people using more frequently 

has seen the consumption level of water in the UK rising by 1% a year 

and is not sustainable. Unsurprisingly then, the need for improved 

water efficiency is key for the UK and is now set to become law.

In April, the UK’s Building Regulations will be revised to reduce 

the amount of water used in a new home, or a new home created by 

a change in use. It will set a new water efficiency standard of 125 li-

tres per person, per day.    However, it’s not only legalities in the new 

build market, which will be governing water usage in the home. The 

financial implications for UK householders will encourage changes 

in attitude to water wastage. Existing UK properties are being ear-

marked for compulsive water metering, with around 80 percent of 

homes in England expected to have a meter by 2020. 

This change from a standard rate to a pay-per-use tariff will un-

doubtedly affect attitudes and behaviour to using water. In fact, ac-

cording to the Environmental Agency metered houses use between 

10 - 15 percent less water than those without a meter.

The reduction in the amount of water used also plays a part in 

reducing household Carbon emissions. Since energy is used to heat 

water, the less hot water is required, then the less energy is used in 

the home. For UK consumers, who have had to cope with record gas 

and electricity price hikes, reducing energy use is pivotal to keep 

within their household budget.

Careful choice of household appliances can help save water and 

energy bills. The use of sensor technology has allowed appliances to 

reduce water use and perform, effectively, at lower temperatures to 

lower energy use. Check out the energy efficiency labelling scheme 

which rate appliance from A-G, where A is the most efficient. Re-

frigerators take the labelling system even further, going up to A++. 

What is great, is that the function does not override the fash-

ionable styling of the appliance. You can choose energy and water 

efficient appliances without having to compromise on looks. So the 

future is now in your hands.

When you see the devastating floods in 
Maderia coinciding with the lack of rain (albeit frozen) 
at the Winter Olympics in Vancouver, it’s hard to deny 
the affects of climate change. This worldwide issue now 
demands that we take a look at how we can protect the 
environment for future generations. Carbon emissions 
are one of the biggest contributors to greenhouse gases 
and to reduce these we need to consider our energy and 
water use, starting with our home.

Philippa Turrell, Editor of Kitchens & Bathrooms News (UK)
and National Home Improvement Council Journalist of the Year



www.gorenje.com

SAVING ON YOUR ELECTRICITY BILL WITH A++
Refrigerators and freezers are major power consumers in each household; hence, they set a particular challenge. 
We tackled it and found the best technical solutions to reduce power consumption which also leads to lower 
electricity bills. In addition, each kilowatt hour of power will contribute to the preservation of environment 
outside your home.

GLM oglas hladilnik A++ ENG - april 2010.indd   1 6.4.2010   13:54:59
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