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The Industry’s Top-Selling Lines

A s retailers enter the final two months of  
the year, a big opportunity is looming: 
Small Business Saturday (SBS), which falls 

on November 24. Launched by American Express 
in 2010, the initiative encourages consumers to 
“Shop Small” and contribute more holiday dollars to 
communities around the country. 

Among Giftbeat’s reporting stores, more than three-
quarters (78 percent) plan to participate this year, 
either through American Express or using their own 
materials and promotions. Some retailers report that 
it’s their biggest sales day of  the year. Overall, they 
give high marks to the credit card giant for its support 
of  small business.

“God bless the American Express Company for 
creating this initiative! It has absolutely become our 

biggest day of  the year, and my favorite day, not  
just because of  the business, but because of  the 
support and love from our customers,” says a 
Massachusetts retailer.

“SBS has become the cornerstone of  our holiday 
marketing, both for our store and the chamber of  
commerce for our small neighborhood shopping 
area,” adds a Pennsylvania store owner. “We have 
seen consistent increase in traffic for several years.” 

Eight years in, retailers agree that SBS awareness 
has grown greatly. “I think more and more people 
take pride in shopping local, and realize that online 
shopping hurts their local economy,” says a South 
Carolina store owner. “It’s not something everyone 
understands, but I think the baby boomers are more 
aware than ever and fear what it’s doing to the 

American small town.”
A favorite SBS promotion among stores is gift with 

purchase, usually an item with high perceived value, 
such as scarves or jewelry. Customers must spend 
a certain amount to qualify. Some limit gifts to the 
first 100 customers, but a South Carolina retailer 
has a useful tip for those planning smaller giveaways: 
“Always say the gifts are ‘while supplies last.’” 

A Michigan retailer will give the first 100 customers 
who spend $10 or more a chance to “Spin the wheel 
when you shop small.” The wheel features treats, such 
as free popcorn and a variety of  gift certificates from 
the store as well as other local businesses. (Multiple 
stores mentioned partnering with community 

Make a Big Splash on Small Business Saturday

FAST FACT: Sales of seasonal products are up for 
more than a quarter of reporting stores. 

CONTINUED ON PAGE 7

INDOOR SEASONAL DECOR 
Last ran in November 2017

#1 GANZ: decor*

#2 GERSON: decor, candles*

#3 MUD PIE: decor, tabletop

#4 YANKEE: candles

#5 RAZ IMPORTS: decor, tabletop

#6 VIRGINIA GIFT BRANDS: candles

#7 C&F HOME: decor, kitchen linens

#8 TRANSPAC: decor, tabletop

#9 MICHEL DESIGN WORKS: soaps, lotions, various

#10 THYMES: candles, diffusers

HONORABLE MENTIONS: K&K Interiors, Sullivans, 
Swan Creek, Nora Fleming and Enesco

* OF NOTE!

GANZ (ganz.com) moved to the number-one spot from sixth while 
GERSON (gersoncompany.com) jumped to number two from fifth. C&F 
HOME (cnfei.com) and MICHEL DESIGN WORKS (micheldesignworks.
com) moved from honorable mentions. 

OUTDOOR SEASONAL DECOR 
Last ran in November 2016

#1 EVERGREEN: flags, Sassafras mats, chimes, stakes

#2 STUDIO M: flags, Matmates, Art Poles and Pots

#3 CARSON: flags, chimes, various

#4 GERSON: solar garden stakes, various*

#5 WOODSTOCK: chimes

#6 MR. BIRD: birdseed birdhouses and gifts*

#7 CUSTOM DECOR: flags, door hangers, stakes

#8 TRANSPAC: signs, stakes, various

#9 MAGNOLIA LANE: flags*

#10 BRIARWOOD LANE: flags*

HONORABLE MENTIONS: Premier Kites,  
Spoontiques and Sullivans

* OF NOTE! 

GERSON (gersoncompany.com) jumped to fourth place from seventh. 
MR. BIRD (mrbird.com) is new to the list while MAGNOLIA LANE  
(magnolialanecollection.com) and BRIARWOOD LANE  
(briarwoodlane.com) shifted from honorable mentions.

Ganz tops the indoor seasonal decor  
chart. Shown here is the company’s  
top-selling Sunflower and Thankful  
Everyday art plaques. $25 and $13 retail, 
respectively. (ganz.com)

The 24-inch Amazing Grace wind chime 
from Woodstock Chimes is tuned to 
the opening notes of Amazing Grace. 
Now available in bronze. $42 retail. 
(woodstockchimes.com) TURN THE PAGE FOR TOP-SELLING PRODUCTS IN SIX MORE CATEGORIES!

|  BY JOYCE WASHNIK
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PET-THEMED  New!

#1 E&S: socks, car coasters, tea towels

#2 PRIMITIVES BY KATHY: signs, tags, socks, various

#3 GANZ: figurines, plaques, various

#4 CHALA: bags, keychains

#5 MUD PIE: frames, chew toys, various

#6 GRASSLAND ROAD: pet bereavement, various

#7 ENESCO: Our Name Is Mud mugs

#8 KAY DEE DESIGNS: tea towels

#9 TY: Beanie Boos, various plush

#10 SUN ‘N’ SAND: mugs, bags

HONORABLE MENTIONS: Premier Kites, Evergreen,  
88 Unlimited and Carson

E&S is the leader by a longshot in 
the pet-themed gifts category.  
The company’s socks are often  
mentioned, however their car  
coasters are gathering steam as 
well. $1.25 cost. (esimports.com)

FUNCTIONAL GIFTS Last ran in May 2018

#1 CORKCICLE: tumblers, canteens*

#2 NORA FLEMING: serving pieces, minis

#3 MUD PIE: serving pieces, pillows

#4 DM: various functional novelties*

#5 VERA BRADLEY: wallets, bags*

#6 MICHEL DESIGN WORKS: foaming soaps, lotions*

#7 TERVIS: tumblers*

#8 KAY DEE DESIGNS: tea towels

#9 GANZ: various*

#10 TADGREEN: E-cloth

HONORABLE MENTIONS: Harold Import, Demdaco, Swan 
Creek, Kikkerland and Chala

* OF NOTE!

CORKCICLE (corkcicle.com) jumped from sixth place to first while DM 
(247dm.com), VERA BRADLEY (verabradley.com), MICHEL DESIGN 
WORKS (micheldesignworks.com) and GANZ (ganz.com) are all new.

HOME FRAGRANCE  Last ran in November 2017

#1 VIRGINIA GIFT BRANDS: WoodWick, various

#2 THYMES: air fresheners, various candles*

#3 YANKEE: tumblers, jars, room fragrance, various

#4 MICHEL DESIGN WORKS: room sprays, candles, sachets*

#5 AROMATIQUE: potpourri, candles

#6 SWAN CREEK: melts, jars, various

#7 TYLER CANDLE: reed diffuser, various candles

#8 HABERSHAM: Wax Pottery 

#9 BRIDGEWATER: Sweet Grace, sachets, various*

#10 MAGNOLIA HOME: various candles, diffusers*

HONORABLE MENTIONS: Lampe Berger, Greenleaf,  
Root and Kringle Candle

* OF NOTE!

BRIDGEWATER (bridgewatercandles.com) and MAGNOLIA HOME 
(magnolia.com) are newcomers while THYMES (thymes.com) moved 
to second place from seventh and MICHEL DESIGN WORKS 
(micheldesignworks.com) jumped to fourth from seventh.

COMFORT GIFTS  Last ran in November 2017

#1 DEMDACO: Willow Tree, Giving line, Art Hearts

#2 DM: Hello Mello, Two Left Feet, Fit Kicks*

#3 GANZ: crosses, pocket tokens, jewelry

#4 CARSON: wind chimes, lanterns, stepping stones

#5 ROMAN: Alexa’s Angels, various

#6 INTELEX: Warmies, various*

#7 BUYER’S DIRECT: Snoozies*

#8 CRESCENT SOCKS: socks*

#9 PAVILION GIFT: Comfort Blankets, angels

#10 MANTRABAND: bracelets

HONORABLE MENTIONS: Michel Design Works, Thymes, 
Sonoma Lavender and Clock It To Ya

* OF NOTE!

DM (247dm.com), INTELEX (intelexusallc.com), BUYER’S DIRECT 
(buyersdirectonline.com) and CRESCENT SOCKS (crescent-inc.com)  
are all new to the list.

PURSES & BAGS  New!

#1 VERA BRADLEY: wallets, crossbody, various

#2 CHALA: wallets, crossbody, various

#3 SIMPLY NOELLE: backpacks, wallets, various

#4 BAGGALLINI: organizers, crossbody, travel

#5 BRIGHTON: crossbody, various

#6 HOBO: crossbody, wallets, various

#7 SPARTINA: linen and leather, various

#8 MYRA BAGS: crossbody, totes, various

#9 JOY SUSAN: crossbody, totes, various

#10 MONA B: totes, various

HONORABLE MENTIONS: TGBBrands, Katie Loxton, Sun ‘N’ 
Sand and Scout 

EARRINGS   Last ran in March 2018

#1 SILVER FOREST: various

#2 BRIGHTON: silver, mini posts, various

#3 PERIWINKLE BY BARLOW: nautical, various

#4 HOWARD’S JEWELRY: nickel-free, studs, various

#5 SPARTINA: Sea La Vie, various

#6 RAIN: mixed metal, various

#7 AMANDA BLU: leather, studs, various*

#8 PANDORA: silver, various

#9 KENDRA SCOTT: various*

#10 ETHEL & MYRTLE: various

HONORABLE MENTIONS: Wheeler Jewelry, Canvas, Takobia, 
Judson & Company and Meghan Browne Style 

* OF NOTE!

AMANDA BLU (amandablu.com) is new while KENDRA SCOTT 
(kendrascott.com) bumps up from honorable mention.

The Magnolia Home candle  
collection, a partnership between  
TV personality Joanna Gaines  
and Illume, has an intense fan 
following according to reporting 
stores that carry the line.  
Boxed glass candle, $11.50 cost.  
(magnolia.com)

Crescent Socks, a newcomer 
to the comfort gifts chart, is 
renowned for what it bills as the 
world’s softest sock. $4.50 cost. 
(crescent-inc.com)

The Industry’s 
Top-Selling Lines

TRENDING NOW! 
Functional Gifts: 
Consumers want to 
give and receive gifts 
that can be used.

NOTE: Rankings are based on 
September 2018 sales from 
Giftbeat’s reporting stores.
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METHODOLOGY
A nationwide network of reporting stores completes a monthly 
questionnaire that asks them to rank their three top-selling 
items in each of the product categories. Items ranked first 
are assigned five points; items ranked second are given three 
points; those ranked third are given one point. Point values are 
totaled and ranked in descending order to come up with the 
top-selling items. Reporting stores include card, gift, boutique, 
specialty, gift and home decor stores across every region of the 
country. In addition, none of the retailers who participate are 
affiliated with any vendor. Unless otherwise specified, all data 
are based on sales (dollars) within the stated month. Tabulations 
are conducted by Suburban Marketing, a New Jersey-based 
research firm.
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Tracking the Pulse of the Gift Industry

A t the end of  October, 
I attended the Gift 
and Home Trade 

Association (GHTA) annual 
conference in Arizona. It was 
a great opportunity to connect 
with vendors and sales agencies, 
and learn from a roster of  
interesting speakers. 

Not surprisingly, a hot topic 
was Amazon. It was really 
heartening to hear speakers and 
vendors assert the importance 
of  using MAP pricing to protect 
independent accounts, and to 
keep the size of  Amazon in 
perspective – it’s still only a 
very small percentage of  where 
people buy product. 

The other reoccurring topic 
was independent retailers. 
While the number of  stores 
has declined in recent years, 
independent retailers still 

constitute about 75 percent of  
purchases from gift and home 
vendors. The contraction 
is starting to level out, and 
despite the rise of  e-commerce, 
independents will remain 
the most important channel 
for vendors. The takeaway: 
Businesses that don’t cross the 
line and ask retailers how they 
can better serve them and who 
rush to sell on Amazon without 
a well-thought-out distribution 
plan, do so at their peril.

One comment that really 
resonated with me was by Craig 
Gibson from TM Capital, who 
encouraged attendees to adjust 
their sails to the new market 
realities. While the economy is 
healthy, unemployment is low 
and consumer confidence is 
high. If  your sales are declining, 
it’s time to re-evaluate your 

product mix, marketing and 
service levels. Selling the same 
products year after year, using 
the same marketing methods, 
will not result in sales increases. 
Now is the time to trim your 
sails and adapt to new market 
realities. We can’t control 
the market, so rather than 
bemoaning reality, we need to 
learn how to navigate this new 
consumer environment.  

FROM THE EDITOR

Adjust Your Sails

ERICA KIRKLAND
PUBLISHER & EDITOR

What’s selling in your area of the country?

OUTDOOR SEASONAL DECOR
NORTHEAST SOUTH MIDWEST WEST
1. Studio M 1. Evergreen 1. Studio M 1. Studio M

2. Woodstock 2. Studio M 2. Evergreen 2. Evergreen

3. Evergreen 3. Custom Decor 3. Carson 3. Gerson

INDOOR SEASONAL DECOR
NORTHEAST SOUTH MIDWEST WEST
1. Ganz 1. Thymes 1. Gerson 1. Michel Design Works

2. Yankee 2. Mud Pie 2. Mud Pie 2. Root

3. C&F 3. Ganz 3. P. Graham Dunn 3. Ganz

HOME FRAGRANCE
NORTHEAST SOUTH MIDWEST WEST
1. Yankee 1. Tyler Candle 1. Virginia Gift 1. Magnolia Home

2. Kringle Candle 2. Thymes 2. Michel Design Works 2. Virginia Gift

3. Habersham 3. Aromatique 3. Thymes 3. Root

PURSES & BAGS
NORTHEAST SOUTH MIDWEST WEST
1. Vera Bradley 1. Vera Bradley 1. Vera Bradley 1. Chala

2. Simply Noelle 2. Simply Noelle 2. Chala 2. Vera Bradley 

3. Chala 3. Baggallini 3. Baggallini 3. Myra Bags

COMFORT
NORTHEAST SOUTH MIDWEST WEST
1. Demdaco 1. Demdaco 1. Demdaco 1. Demdaco

2. DM 2. Ganz 2. Carson 2. Sonoma Lavender 

3. Intelex 3. Roman 3. DM 3. Lazy One

NOTE: Reporting stores break down as follows: Midwest (23%), South (32%), West (21%) and Northeast (24%).
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New Products  
& Hot Sellers

Hot Finds & New Releases

Simple Inspirations
Brownlow Gifts’ new friendship and affirmation line Simple Inspirations 
is selling very well for a multi-store California retailer. The collection 
features sentiment-driven product with floral watercolor artwork with a fun, 
bohemian vibe. More than 125 SKUs are available in a range of categories 
(fashion accessories, journals, personal care and gift). Wholesale price 
points range from $1.50 to $10. (brownlowgift.com)

Warmies
An Ohio store owner reports that 
her customers love Warmies, a 
line of heat-able soft toys gently 
scented with French lavender. 
“They’re great for babies and 
toddlers to cuddle with while they 
go to sleep,” she says, adding: 
“We just added them to our 
baby section and we’re already 
reordering them.” The line includes 
more than 40 styles of animals for 
$10 cost each. (warmies.com) 

Destination 
Cutting Boards
Show some state pride with unique 
and utterly giftable state-shaped 
cutting boards from Totally 
Bamboo’s Destination Series. Each 
board is laser-engraved with iconic 
points of interest, cities, historic 
landmarks and roadside attractions. 
Crafted from organically grown Moso 
bamboo, the boards wholesale for 
$15 each and are sold in six-pack 
cases. (totallybamboo.com)

Reversible 
Umbrellas 
A Louisiana gift retailer is singing 
the praises of reverse-close 
umbrellas from Galleria. The 
unique 42-inch umbrellas close 
in reverse to keep hands and 
arms dry. Available in more than 
40 styles, each umbrella includes 
a design on the inside and out 
with double-cover construction 
that withstands strong winds. The 

unbreakable fiberglass ribs 
between the covers allow 
for a snag-free, easy-to-use

     umbrella. $15 cost.  
 (galleria-us.com)

Mariasch Studios 
Mariasch Studios’ line of textiles and accessories are hand-
stitched, hand-sewn and handprinted in the company’s 
Lynbrook, N.J. studio. A wide variety of products, including 
tea towels, coasters, potholders, aprons, totes and pillows, 
are available in hundreds of popular design themes and 
categories. Stores can name-drop their cities, states, 
attractions and events for unique designs, and can also 
incorporate their own designs and artwork. In fact, local 
customization is driving the growth of the brand, with low 
minimums and no setup fees. (mariaschwholesale.com)

Super-Sparkly Safety Stuff 
“Smart is the new pretty” is the tagline behind Super-Sparkly Safety Stuff, a 
line of blinged-out safety gear. Designed to keep girls – and women – safe, 
the line includes branded Blingsting pepper spray, personal alarms, stun 
guns, first-aid kits and escape hammers. The family-owned Dallas start-up 
was founded by Andi Atteberry after her dad pestered her to buy and carry 
pepper spray that was “forgettable and outdated.” She took it upon herself 
to “change up the entire product category.” The heart-shaped Super-Loud 
Personal Alarm shown here is $10 cost. (blingsting.com)

“Customers love Silver Forest’s ‘buy five, get one free’ program; I 
love it because they do all the work.” – New York retailer 

Supplier  Spotlight
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Reader's Picks

La Cera (Loungewear)

Loungewear from La Cera is selling 
well for an Oregon retailer, who 
says the line is “really soft and a 
good fit” for most of her customers. 
Made from a super-soft, four-way 
stretch material, the pieces keep 
their shape, making them great 
for travel. Available in eight colors, 
the line includes scarves, reversible 
shawls, slippers, zippered hoodies, 
t-shirts and pants ranging from 
$7.50 cost for slippers to $31 for 
hoodies. (lcny.com)

TRENDING
Up or Down

 Even 
HOME FRAGRANCE: Sales in 
the category were flat for 42% of 
reporting stores and up for 29%. 
A Utah retailer credits her sales 
uptick to bringing in new lines, 
including diffusers and candles 
from Illume (illumecandles.
com), essential oil diffusers from 
Serene House (serenehouse.
com) and candles from Capri 
Blue (capri-blue.com), particularly 
the Volcano fragrance. Trapp 
Candles (trappcandles.com) have 
really taken off for a Kansas store 
owner, who created a department 
for the line while Milkhouse 
Candle (milkhousecandles.com) 
keeps building for a California 
retailer. 

 Even 
PET-THEMED: The category 
is trending even for 40% of 
stores, while 18% report sales 
increases. Top-selling lines for 
stores that reported increases 
include A Hot Dog on a Leash 
(ahotdogonaleash.com). A Florida 
retailer lists the line of handsewn 
collars, leashes and harnesses 
as a top seller while a New 
York retailer notes success with 
patented dog-shaped Christmas 
stockings from Hearth Hounds 
(hearthhounds.com). 

 Even 

FUNCTIONAL: For 46% of 
stores, sales were flat in the 
category, but for 28% sales have 
jumped. “Socks are hot,” says 
a Montana retailer, who lists 
Hot Sox (hotsox.com) as her 
bestselling functional gift line, 
while men’s pocket gifts from 
True Utility (nebotools.com) are 
selling well for a North Carolina 
store owner. An Illinois retailer 
counts soup mugs from Sweet 
Birds (sweetbirdandco.com) 
among her top-selling functional 
gifts, and says, “More people 
want something they can use.”

Soap Lifts
Give it a few 
squeezes and soap 
emerges from Sea 
Lark Enterprises’ 
Soap Lifts. Available in 13 colors 
and various shapes, the soap-
infused plastic sponges are made 
in the U.S. from bioplastic and cost 
between $2.50 and $2.85 each. 
Designed to be used in the shower 
and by the bathroom or kitchen 
sink, the soap sponges can be 
trimmed to fit various soap dishes. 
(soaplift.com)

Izipizi (Personal Accessories)

With five different styles, Izipizi’s line 
of stylish readers was an “easy buy” 
for a South 
Carolina 
retailer who 
says the 
Parisian-
designed 
collection is 
unique for 
its European 
chicness. “I 
also carry 
three other 
eyeglass lines 
– Eyebobs 
(eyebobs.com), which retail for $80, 
Blue Planet (blueplaneteyewear.
com), which are $28 to $30 and 
Peepers (peepers.com), which sell 
like crazy because they’re $22, so 
I thought that Izipizi would be a 
good midrange line at $45.” The 
Izipizi collection includes foldable 
sunglasses, reading glasses, 
reading sunglasses, kids’ glasses 
and sporting glasses in nine colors. 
(ameico.com) 

Spongelle
A patented time-release lather puts Spongelle’s bodywash-infused 
buffer into the higher end of the soap sponge category. With thick, 
creamy suds and seven rich fragrances, the sponges are designed  
to cleanse, exfoliate and massage. 
The product line includes boxed 
and unboxed flower-shaped 
sponges designed to last for 15 
or more uses for $8 and $6 cost 
respectively, as well as cello-
wrapped Spongettes, good for 
five-plus uses, for $4.50.  
A California retailer reports:  
“I continue to sell out and reorder.”  
(spongelle.com)

Demdaco 
Loungewear 
(Loungewear)

A Washington retailer 
reports that Demdaco’s 
new Comfort Collection 
of loungewear is 
gathering interest 
among her customers: 
“I think it will do well 
for the holidays.” 
Made with soft fabrics, 
the casual wearables, 
available in shades of gray, 
encourage self-care and relaxation 
with a sewn-in label encouraging 
the wearer to “Invest in rest.” 
Lounge sweaters, pants and socks 
can be purchased individually or 
in assortments. The Lounger Set 
includes six pairs of pants and six 
sweaters with hangers for $264 
cost, while the Shrobe and Slipper 
Socks sets include four shrobes 
(sweater/robe) and four pairs of 
socks with free hangers for $148 
cost. Individual items are $12.50 to 
$24.50 each cost. (demdaco.com)

Shower Soap Sponges
Shower Soap Sponges from Caren Products boast built-in 
body wash that explodes once water hits the sponge. Infused 
with healing aloe vera and natural botanical extracts, each 
sponge lasts for 15 or more showers. The collection includes 
different-shaped sponges in Caren’s proprietary fragrances 
in everyday, holiday and kids’ assortments. The unique 
merchandising tubs really help sell the product. The small 
tub is free with the purchase of 48 sponges ($288 cost), while 
the large tub is free with the purchase of 60 sponges ($360 
cost). Individual soap sponges are $6 cost. Both the everyday 
and holiday lines have been selling well for a Kansas store 
owner, who reports customers are picking them up as stocking 
stuffers. (carenproducts.com)

Soap Sponges
Personal care products are hot commodities during the fourth quarter, and bodycare that combines comfort and function is particularly popular.  
Enter soap sponges – sponges infused with soap. There are a few different brands on the market, with unique benefits and differences.  
Here we profile three of the vendors that store owners are selling successfully. 
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Advice from Experts 
& Fellow Retailers

SALESBEAT
Retailers Worked Hard  
for September Sales  
by Erica Kirkland

W ith hurricanes and wildfires 
impacting both coasts, it’s not 
surprising that 47 percent of  

Giftbeat’s reporting stores noted year-over-
year sales declines in September. 

A North Carolina store owner says 
her sales were down by 55 percent due 
to Hurricane Florence: “We were closed 
for 10 days, but fortunately did not have 
much damage.”

A Virginia store owner chalked up her 
lower sales to the hurricane as well. “She 
never made it here but acted like she was 
going to and it scared people off.”

In areas not impacted by weather, 
September was a good month. “Weather 
was good, we received fall merchandise 
earlier and we did more promotions,” 
says an Oregon store owner. “Weather, 
people and product all aligned,” sums 
up a Kansas retailer, while a Utah store 
owner reports: “It was our third-best 
September in 30 years!”

Many retailers attributed sales in-
creases to smart buying and aggressive 
event planning. “We had an incredible 
September in both stores,” says an Ohio 
retailer. “We had a ladies night for the 
launch of  Brighton’s Amulet collection 
and it was the best night ever in our six 
and a half  years in business.” 

“We’re aggressively marketing every 
day, every weekend and every event,” 
says a New York retailer, who uses social 
media to promote her events, including 
Facebook Live videos. 

For an Ohio store owner with two 
locations, events contributed to a 117 
percent year-over-year increase in sales 
at the location that hosted four events, 
while sales at the store that did not were 
flat. “We sure worked hard to get  
those sales, but it really paid off,”  
she says. 

 

SEPTEMBER 2018 SALES  
(vs. September 2017)

  10%+ 19% 

  5-9% 9%

  1-4% 17%

  8%

  1-4% 15%

  5-9% 16%

  10+ 16%

W hen asked to share their 
techniques for thwarting theft, 
Giftbeat’s stable of  reporting 

stores overwhelmingly agreed that excel-
lent customer service is the best deterrent.

CUSTOMER SERVICE IS KEY
“I teach my staff to greet each person who 
walks in the door and compliment them 
on something they’re wearing,” says an 
Ohio retailer, who notes that thieves don’t 
like to be noticed. 

“We visit and are involved with our 
customers, which limits the window of  
opportunity for theft,” says a Nevada store 
owner, who also uses code words to alert 
staff to suspicious activity.

A North Carolina store owner credits 
being engaged with customers to her lack 
of  theft: “Staff members walk throughout 
the store, chat with customers, take 
whatever they have to the counter for 
them and stay close by to groups of  kids 
when they come through.” 

A Washington retailer sums up this 
strategy by saying: “The more (potential 
thieves) are noticed and spoken to, the  
less likely they are to walk away  
without paying.”

EYES IN THE SKY
Most retailers agree that security cameras 
alone don’t deter shoplifters, but they do 
make some people think twice and, more 
important, provide a modicum of  proof  if  
you want to press charges. 

An Ohio shop owner says: “If  you think 
someone’s stealing, ensure you have their 
face recorded by asking them a question in 
front of  a camera.”

A New Jersey retailer, who has cameras 
in her store, says that when employees 
suspect somebody is stealing, they have 
a loud conversation about how great the 
cameras are and how they just caught 
somebody stealing last week. 

A Virginia retailer has a sign in her 
store saying they have cameras: “We don’t 
(have cameras) at the moment, but most 
days I find things near that sign that don’t 
belong anywhere close to it.”

BE ON THE LOOKOUT FOR…
An Ohio store owner shares this 
extensive list: “Extra-large purses with no 
closures, backpacks, baby strollers, purses 
that look bigger going out than coming in 
and super roomy coats.” 

“We profile every shopper as they 
come in,” says a South Carolina retailer. 
“Do they have a large bag? Is it wide 
open? Is it half  empty? Are they trying 
to hide in corners or picking up a zillion 
small items?”

People wearing hats and sunglasses are 
red flags for a California store owner: 
“They don’t want you to see their eyes.”

“Anything that looks out of  place is 
usually a giveaway,” says a Massachusetts 
store owner. “Coats when they’re not 
needed, empty shopping bags from stores 
not in your vicinity and people who don’t 
make eye contact.” 

A Texas store owner advises others 
to take note of  “new customers you’ve 
never seen before who either don’t want 
to be bothered or who rave about how 
wonderful your store is. Pay attention to 
the items they’re looking at and whether 
any are missing when they walk away.” 

“Someone who picks up random items 
rather quickly and walks all over the store 
with them” is something that catches an-
other South Carolina retailer’s attention. 
“We usually ask if  we can empty their 
hands and hold the items up at the desk. 
If  they say they haven’t made up their 
minds yet, watch out!”

“Customers who are watching em-
ployees are most likely shoplifters,” says 
another California store owner. “They’re 
checking to see when’s a good time to go 

for it.”
To limit theft, a New York store owner 

has a sign on her door saying all bags and 
backpacks should be left at the register. 
“If  a customer walks in the door and 
doesn’t see, or ignores, the sign, we ap-
proach them and ask if  we can keep their 
bag behind the register while they shop.” 

EXPECT THE UNEXPECTED
Store owners have caught good 
customers and active community 
members stealing. Others have noted 
instances where a customer pays for $100 
in goods and steals another $100 worth. 
“Those you least suspect are the ones 
to watch,” says a Virginia retailer. As a 
New York retailer says: “It’s not teenage 
kids” who are stealing in gift shops. “Our 
customer base is largely older women 
who you would never suspect.”

BE TOUGH ON CRIME
“As a retired police officer, I firmly 
believe that shoplifters should be 
prosecuted,” says a New York retailer. 
“We prosecute 100 percent of  the time,” 
says a Utah store owner. “We never 
recoup any losses, but hopefully we have 
a reputation that we’re not the place to 
steal from.”

Sadly, there’s no foolproof  profile of  a 
typical shoplifter; security cameras aren’t 
completely effective and some states can’t 
be bothered to prosecute small theft. The 
only thing store owners can do is to be 
proactive, pay attention to customers and 
chalk up stolen goods to the cost of  doing 
business. 

F or more than a quarter (27 percent) 
of  Giftbeat’s reporting stores, sales 
of  indoor and outdoor fall decor 

increased year-over-year in September.  
Despite 90-degree temperatures, a 

South Carolina store owner sold “a lot 
of  fall decor,” mostly garden flags from 
Evergreen (myevergreen.com).

“People seemed to be more interested 
(in fall decor) this year,” says a Georgia 
retailer, while another retailer from South 
Carolina says, “Our customers were so 
ready for fall after a long hot summer.”

Many reporting stores credited their 

uptick in sales to a strong interest in fall 
florals. “This year there is much more 
interest in all areas of  fall florals,” reports 
a New York store owner whose top-selling 
floral lines this fall were from Sullivans 
(sullivangift.com) and Vintage Floral 
(lancasterandvintage.com). 

Other retailers point to quality 
offerings from suppliers such as Mud Pie 
(mud-pie.com). “The offering was strong, 
and we bought well,” says an Illinois 
store owner.

Direct International (directinterna-
tionalinc.com) is a new vendor for a New 

York store owner who reports that it has 
“great pricing,” while another New York 
store owner hit it out of  the ballpark with 
Gerson’s assortment of  fall, Halloween 
and Christmas canvas plaques: “We sold 
80 plaques in two weeks. I’ve never seen 
anything sell so fast.”

A Colorado store owner noted garden 
stakes from Hanna’s Handiworks 
(hannashandiworks.com) flew out of  the 
store, while a Kansas store owner gushed 
over the pumpkin pillows from Raz 
Imports (razimports.com) in unexpected 
hues for fall – blue, gray and coral. 

FALL FORWARD |    RETAILERS REPORT ROBUST SALES OF FALL DECOR

THWARTING THIEVES
How to Spot and Stop Shoplifters

BONUS TIP!  
A Colorado store owner put a piece 
of six-foot-tall white tape on the 
store’s front door, so associates can 
accurately report shoplifters’  
height to police.
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Make a Big Splash

EXPERT Q & A
Will Supreme Court Ruling on Web Taxes Impact Your Store? 
By Natalie Hammer Noblitt

Online Sales 
Keep Growing 
By Natalie Hammer Noblitt

T he recent Supreme Court 
ruling in Wayfair.com vs. 
South Dakota — opening 

the door for states to set sales 
tax requirements on retailers 
with physical presences outside 
their borders — indicates that 
the courts believe online sales 
will continue to be an integral 
component of our economy. 
Many consumers now rely 
on mobile purchasing and 
online sales to fulfill many of 
their everyday tasks, including 
grocery shopping. According 
to a recent retail forecast 
by Statistica, online sales 
will come close to doubling 
between 2016 and 2020. Here 
are some more trends from 
Statistica to consider when 
reviewing your store’s online 
sales platform: 

• In 2017, e-commerce sales 
grew by nearly 25 percent.

• In 2021, the number 
of digital shoppers is 
predicted to be 2.14 billion 
worldwide.

• 40 percent of online 
consumers purchase items 
online several times a 
month and 20 percent 
bought goods and services 
via the internet weekly. 

• Statistica predicts in 2018 
that 80 percent of internet 
users will make at least one 
purchase online.

• Online sales continue to 
impact the brick-and-mortar 
retailing environment. Web-
influenced offline purchases 
will continue to grow. 

• While 42 percent of 
shoppers look online to 
research a product and buy 
from a web retailer, at least 
14 percent said they prefer 
looking online yet buying 
from a traditional store.  

• Desktop computers are still 
the most popular places for 
consumers worldwide to 
make online purchases, but 
sales completed on mobile 
devices, particularly on 
smartphones, continue  
to grow.

• The average order placed 
on a desktop computer is 
around $143, while those 
made on mobile devices 
tend to be lower, at an 
average of about $107.

T he Supreme Court’s ruling this 
summer in the case of  Wayfair 
vs. South Dakota changes online 

taxation policies. We spoke with attorney 
Zachary Strebeck about the ruling and 
how it may impact your store.

Q. How has the ruling changed the 
landscape for online retailers?
A. The previous Supreme Court ruling 
in 1992 – Quill Corp. v. North Dakota – 
said retailers must have a physical location 
and employees in a state to collect sales 
tax for online purchases. States like South 
Dakota, with falling sales tax revenues, 
became motivated to fight the law and 
collect from online purchases. Their 
state law was challenged by Wayfair, and 
other online retailers, that believed they 
shouldn’t be subject to taxes in states 
where they didn’t have a local presence. 
It was the states, however, that gained a 
victory. The court now recognizes that 
the internet has transformed our retail 
environment, saying the Quill decision no 
longer makes sense. 

A precedent is now set that states 
can develop reasonable requirements 
that require sales tax collection from 
web stores with no physical presence 
within their boundaries. In this case, 

the Supreme Court approved of  South 
Dakota’s law to collect sales taxes from       
online stores with more than $100,000 in 
sales or conducting more than 200 single 
transactions within the state. 

Q. Is the new ruling beneficial to 
brick-and-mortar retailers? 
A. Many brick-and-mortar retailers 
worry that avoiding online sales tax lured 
customers away from their stores to buy 
online. My feeling, however, is that sales 
tax is not a big decision-making point for 
most consumers. Shoppers either seek 
online retailers for convenience and in 
turn look to traditional stores when they 
want experience and service. 

Q. What immediate changes will 
small online retailers need to  
make in order to conform to the  
new ruling? 
A. Much of  what needs to be done 
will depend on the size of  the retailer 
and how much business is conducted 
online. Depending on the states in 
which they make sales, retailers could 
meet the threshold and need to collect 
taxes. If  you aren’t already working 
with an accountant, this would be a 
good reason to consult one, along with 
local legal advice to learn about the 
laws in your state and the states where 
you generate the most sales. 

Third-party services are already 
available for most website platforms 
that can help untangle the web of  tax 
compliances for individual states.  
One service that caters to retailers is  
Taxjar.com. This service automates  
the process, so retailers don’t need  
to spend time sorting out methods  
of  collection.  

Zachary Strebeck practices law in San Francisco 
and specializes in small-business law  
relating to game development, websites,  
software and technology. Email him at 
zstrebeck@strebecklaw.com.

Zachary Strebeck

businesses.) 
Another popular promotion is bonus 

cash to be used at a future date. A 
second Michigan retailer plans to give 
out “New Year’s Bonus Bucks” ($5 
for every $50 spent) to be redeemed 
in January, while an Ohio retailer 
will offer $1 in “Cool Cash” for every 
$10 spent, which can be used until 
December 24.

To make an even bigger splash, 
some store owners extend their SBS 
promotions beyond one day, including 

an Illinois retailer: “We promote 
#shopsmall, and say that we have 
so much to offer on Small Business 
Saturday that we’re extending it all 
through the weekend. We print up a 
menu of  all the offers each day, post it 
on Facebook and Instagram, and give 
it to everyone who comes into the store 
that weekend.”

SBS is also about making customers 
feel welcome, and what better way 
to do that than with food and drink. 
“We open early, have breakfast items 

available for our guests and keep 
goodies out all day long,” says a 
Kansas store owner, who also plans to 
give customers pins with ribbons that 
say, “Think BIG – Shop small.”

For the Massachusetts retailer and 
her peers, SBS is all about showing 
customers some love: “The lines can 
get very long, so I walk around with 
trays of  cold-water bottles and cookies 
and we have candies at the registers. 
Play happy music and do a great job of  
playing hostess. Just love them back!” 

CONTINUED FROM PAGE 1

 “We’ll have a free ceramic 
Santa-shaped cookie jar 
for every customer who 
purchases $100 or more in 
regular-priced merchandise.”  
Indiana retailer 

“We give out a free gift with 
most purchases of $20 or 
more. Customers appreciate 
it and we move out one-offs 
and slow-moving items.” 
New York retailer 

“We extended all our special 
events to three days instead 
of one. I don’t know why 
we never thought to do that 
before. It’s a no brainer: two 
extra days of sales!”  
New York retailer

“Schedule some down 
time. Go outside for a walk 
halfway through the day.  
Go home at night!”  
Kansas retailer

“We designed a new rack 
card that’s also a gift 
certificate. Team members 
can pass these out to friends 
and family to get more 
people into the store.”  
Pennsylvania retailer 

“The Tailwind app is worth 
its weight in gold. It allows 
you to repopulate your 
Instagram and Pinterest 
posts. I love this app!” 
Kansas retailer

HELPFUL HOLIDAY ADVICE 
Store Owners Share Their Sage Guidance for a Successful Fourth Quarter
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Profiles of the Industry’s 
Best & Brightest  

T win sisters Cedar and Megan 
Watson help customers plan their 
dream celebration at their three-

year-old shop Paper Goat Post. Located 
in a bustling retail district in downtown 
Orlando, the store specializes in paper 
and party goods and gifts for every 
occasion. The Watson sisters share how 
they’ve thrived in the digital age. 

Q. What makes your store unique?  
Our philosophies and how we 
interweave them into what we do set 
us apart. We promote the lost art of  
snail mail, gathering in celebration and 
the thoughtful art of  giving, and these 
philosophies translate into a unique 
product mix and services.

Q. How would you describe your 
store and its atmosphere? 
Very welcoming and homey with a 
celebratory feel. We love black-and-
white as well as wood fixtures, and  
there are usually fresh flowers and 
balloons around. 

 

Q. What are some of the reasons  
for your success? 
Before we even opened, we reached 
out to local bloggers and organizations, 
creating awareness of  our shop and our 
brand. We’ve stayed in close contact 
with small makers and other local folks; 
we support each other and give back 
wherever possible. That’s really helped 
with our following. Before we opened, 
we’d always looked for a place that had 
this sort of  vibe and these products,  
but it didn’t exist. We feel like we filled 
that gap and now we’re a resource to  
the community. 

Q. How do you promote your store? 
We have done it organically through 
Instagram and other social media. Our 
Instagram feed is a mix of  everything. 
We feature a lot of  cards and products, 
or we’ll do a story about what’s going on 
in the studio. We try not to flood it with 
constant calls to action like “buy this” 
or “come to this event.” We will show 
ourselves in our Instagram feed here 
and there, so it feels like us – the owners 
— talking to our following. 

Q. What has been your most 
successful recent event? 
We do an event where we break down 
a dinner party into the social aspect, 
the food aspect and the design aspect 
– we call it the Deconstructed Dinner 
Party. Attendees rotate through different 
stations: They start with a cocktail, then 
they design a floral arrangement or 
learn how to create a tablescape, then 
they make some sort of  appetizer or 
other food, and finally they have another 
cocktail and socialize. Included in the 
ticket price is a set of  invitations to host 
their own event, and a small discount 
to use that day. It draws a lot of  return 
customers as well as people who haven’t 
been in the shop before. 

Q. What is your favorite  
new product line? 
Daydream Society, a paper plate 
company, has knocked it out of  the 
ballpark with its new designs for holiday 
plates. It’s taken a unique twist on 
something that’s everyday. It had the 
cutest pink ghost plates for Halloween.

After more than a decade helping to plan corporate and consumer events at 
Universal Studios Orlando, Megan and Cedar Watson came across an available 
storefront on a picturesque shopping street in Orlando and knew it was time to 
pursue a longtime dream of opening a shop together.

“We wanted to combine our love for paper and party,” recalls Megan. “We 
went to market, started putting together everything we loved and just went for it!” 

While some might consider it risky to open a store dedicated to printed 
invitations and paper cards in the digital age, the Watsons beg to differ. “Not 
that snail mail is coming back, but it’s definitely more impactful these days,” says 
Megan. “A real letter or card that comes in the mail, and thoughtful gift-giving, 
go a long way. And some of the card lines being produced are so relevant to the 
times, and they appeal to customers of every generation.”

In addition to paper goods like cards, gift wrap, party décor and stationery, 
the store carries candles, books, games and other giftables, and even has an 
event studio to host workshops, classes, private parties and other happenings. 

STORE: Paper Goat Post

LOCATION: Orlando, Fla.

SQUARE FOOTAGE: 1200 

EMPLOYEES: One full-time and  
five part-time 

WEB: papergoatpost.com

TOP LINES: Rifle Paper Co., 
Jellycat, Meri Meri, Chronicle Books, 
DesignWorks Ink, The Social Type

PROFILE

A Charming Paper Goods Store  
Celebrates Life’s Special Occasions
By Jessica Harlan

A Passion for Paper  Backstory | 


