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VINGCARD CHANGES TO ASSA 
ABLOY HOSPITALITY 

 
Lately we have seen that South African Hotel 
door key cards have a different branding on 

them and are “tap” technology designed. 
 
Doing some research, the following information 

was found on the web. 
 

 

 

Every great innovation 
starts with a story 
...we´re proud to call this 
ours 
Our story began in 1974 when lock maker Tor 
Sørnes heard reports about a woman being 
attacked by an intruder who broke into her hotel 

room. 
 
Her story inspired him to invent a better door 

opening system – he wanted hotel guests and 
travelers to feel safe no matter where they were 
staying. 

 
Sørnes’ innovation was VingCard, the world’s 
first recordable keycard door lock. It quickly 
became the global leader in room security for 

the hospitality industry. 
 
At the same time, Bjørn Lyng, who was working 

on the world’s first electronic in-room safe, 
founded Elsafe. The two joined forces in 1994 to 
in order to better serve their customers and grow 

the company. 
 
VingCard Elsafe has spent four decades helping 

hospitality partners in over 166 countries to 
welcome travelers. As industry pioneers, we’ve 
led the way – employing innovative technology 

to make people feel safe and sleep easier 
wherever they are. Our advancements in design 
and functionality have enabled our clients in the 

hospitality industry to welcome, reassure and 

protect their guests, and make their businesses 
run more smoothly. 

 
So the end result of our work is more than a 
keycard that works or a door that opens. 

 
Where we might see pioneering innovation 
powered by years of R&D, the user experiences 

a feeling of being at ease and a sense of 
belonging —a single moment of truth as they 
arrive, open, then close the door behind them. 

As VingCard Elsafe we’ve been both a pioneer 
and a leading brand for forty years. That’s not 
changed. Why we do what we do has not 

changed either. 
 
What is changing rapidly however is the world in 

which we do business. This provides us with 
unique challenges and opportunities as we look 
to create a bright future for our company. 

 
If we’re to remain innovative and competitive, we 
must keep pace with the demand from our 

customers for flawless experiences. As the 
technology surrounding key and keycards 
continues to evolve we must stay primed to 

communicate our value as an industry leader to 
our clients. 
 

They are relying on us to take them to where 
they want to go. 
 

VingCard Elsafe becomes ASSA 
ABLOY Hospitality 
 
As we transition and grow stronger under the 
ASSA ABLOY Hospitality brand, we will build 
upon the reputation of our heritage brands 

VingCard and Elsafe to extend our global reach 
and innovation capability beyond hardware. This 
will enable us to differentiate ourselves, 

transcend the competition and be known as the 
leading hospitality security brand in the world. 
We are fortunate to belong to a family of 

companies that gives us access to more than 
1400 visionary engineers who work together to 
make sure that we continue to be innovative and 

quickly adapt to our customers’ changing needs. 
Access to a global network of sales and support 
teams enables us to be more responsive to our 

hospitality partners. We are leading the way in 
both serving emerging markets and developing 
solutions that our customers want, such as 

creating sustainable products. 
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The day when the key and keycard (as we know 
them) finally become digital is coming sooner 

than most people realize. When that happens 
what people will be left with is something 
intangible- an experience. Our clients will want a 

brand they know and trust to deliver that 
experience to them. 
 

We need to continue to position ourselves as 
pioneers and world leaders in our field. We must 
be ready to embrace the future in which our 

clients and partners will do business. 
 
ASSA ABLOY, representing total door opening 

solutions, is already recognized as a global 
leader in innovation we’ve made the Forbes 
“World’s 100 Most Innovative Companies” list for 

two consecutive years. 
 
As ASSA ABLOY Hospitality we will continue to 

enable our partners to deliver millions of warm 
welcomes and positive moments of truth to their 
customers every day.  

 
Our goal for the future is to innovate in order to 
serve our clients and to fulfil the needs of the 

growing number of people who travel. We will 
continue to grow and evolve as a company and 
as a brand. We will innovate, drive quality and 

add more products to our portfolio. We will 
provide world-class service to our clients by 
expanding our reach with an increased local 

presence. 
 
We will continue to build on our legacy. 

 
Our purpose is not simply to lock and unlock 
more doors—it is to unlock the feeling of 

safety, security and belonging for more 
people, wherever they want to go 
 

 

 

Above: Typical VingCard generic Door key card 
with ASSA ABLOY already co-branded – which 

probably transformed into below images 
 

 
Above: Typical Front image (Navy Blue colour) 
of “Tap technology” but not branded ASSA A 

BLOY Hospitality Generic Door key card 
 

 

Above: Typical Obverse image (Navy Blue 

colour) of “Tap technology” but not branded 
ASSA A BLOY Hospitality Generic Door key 
card. One can assume that the transition from 

this card was now the below image 
 

 
Above: Typical Front image (Silver colour) of 
ASSA A BLOY Hospitality Generic Door key 

card 
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Above: Typical Obverse image (Silver colour) of 

ASSA A BLOY Hospitality Generic Door key 
card. 
 

EDGARS GIFT CARD VARIATIONS 
 

 
 

 
Above: EDG GC 17A 

 

 
Above: EDG GC 19A 

 

 
 

 
Above: EDG GC 23A 
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Above: EDG GC 21A 
 

 
 

 
Above: EDG GC 27 

 
CNA GIFT CARD VARIATION 

 

 

 
Above: CNA GC 38B  
 

THE HUB – NEW AND VARIATION  

GIFT CARD 
 

 
 

 
Above: THB GC 5A 

 

PLEA TO MEMBERS  
 

Following a recent mail (12/5/2018) sent to all 
members, w.r.t. the major decline in participation 
of members i.t.o. Club auctions, this is a further 

plea to members to participate in club auctions. 
 
Club auctions is the vehicle used to try raise 

club funds. A lot of effort is put into compiling a 
Newsletter and scanning images etc, yet on 
average we make less than R15 commission per 

meeting. The cost to produce a Newsletter costs 
much more than commission made. 
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DUE SOUTH VARIATION – GIFT 
CARD  

 

 
 

 
Above: DSE GC 2  

BUILD A BEAR GIFT CARD 
 

 
 

 
Above: BAB GC 20  

 

BALLITO LIFESTYLE SHOPPING 
CENTRE GIFT CARD – NEW LOOK 

 

 
 

 
Above: Ballito Lifestyle Shopping Centre GC 2 
 

PEERMONT – D’OREALE CARD 
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PRINGLE OF SCOTLAND – NEW GIFT 
CARD 

 

 
 

Pringle of Scotland is a fashion brand renowned 
for luxury cashmere knitwear and holds the royal 

warrant as manufacturers of knitted garments. It 
is one of the world’s oldest continually operating 
fashion companies. The company has its 

flagship stores in London's Mount Street, 
Glasgow and Shanghai and is sold by retailers 
in 15 countries. 
 

Robert Pringle established Pringle of Scotland in 

1815 in the Scottish Borders. Initially the 
company simply produced hosiery and 
underwear, and have been producing cashmere 

since as early as 1870. Otto Weisz was 
appointed as the first full-time designer in the 
knitwear industry in 1934. The twinset and the 

ancient-Scottish Argyle adapted pattern were 
designed under Weisz's creative direction, which 
became very popular with several celebrities 

and screen stars including Jean Simmons, 
Brigitte Bardot and Grace Kelly. In 1967, Pringle 
of Scotland was acquired by Joseph Dawson 

(Holdings) Limited, who were later renamed 
Dawson International Plc. Throughout the 1980s 
and 1990s leisure and sportswear played a key 

role within the Pringle of Scotland brand with top 
British golf players including Nick Faldo and 
Colin Montgomerie being sponsored by the 

group. It was during the early to mid-1980s that 
Pringle become a household name on the 
football terraces and still holds a nostalgic place 

in the heart of the casual movement. 
 

In 2000, the brand which was losing around 
£4.5m per annum was bought for £6m by Hong 
Kong-based S.C. Fang & Sons Company, Ltd. 

This marked the end of production at the factory 
in Hawick and manufacture in Scotland, with all 
manufacturing outsourced to Fang's third-party 

suppliers in Asia. Pringle still has headquarters 
in Hawick, Scotland and a flagship store in 
Glasgow, and produces some of its limited 

editions in Scotland, but much of the work now 
takes place in Italy. Despite its slightly 
vulnerable position, Pringle gained a fresh lease 

of life in the new millennium, under the 
leadership of newly appointed chief executive 
Kim Winser formerly of Marks & Spencer. A 

brand vision and strategy was put in place to re-
establish it as an international luxury fashion 

retailer. Winser and Stuart Stockdale led the 
company's efforts to return to the high-fashion 

status it had formerly enjoyed, exhibiting at 
London Fashion Week with new designs based 
on the company's trademark twinset and Argyle 

pattern. 
 

In 2005, both Winser and Stockdale left the 
company, and having so far invested over £35m 

Kenneth Fang handed over control to his 
children, Jean and Douglas Fang. By this stage 
sales had risen to almost £25m with losses 

running at around £8m due to the expansion. 
 

After Claire Waight Keller was appointed the 

new Creative Director, 2007 saw the introduction 
of a luxury accessories range. In March 2011, 
ex-Balenciaga designer Alistair Carr was named 

as Design Director following the resignation of 
Claire Waight Keller. 
 

Massimo Nicosia is the company’s Menswear 

Design Director since 2012 and Fran Stringer 
was announced as the Womenswear Director in 
2016. The Pringle of Scotland Autumn Winter 

2016-17 campaign was shot by photographer 
Harley Weir and art directed by Christopher 
Simmonds in Scotland. 

 

 
 

 
Above: POS GC 1 
 


