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The Industry’s Top-Selling Lines

I f  Atlanta traffic seemed light, retailers’ moods 
more than made up for it, as the overall market 
felt generally upbeat. In fact, multiple attendees 

we interviewed said July’s vibe was more optimistic 
than the past two or three summer markets. The 
challenge, however, was finding something new and 
different, as many manufacturers seem to be playing 
it safe with tried-and-true themes.

“There weren’t a ton of  new products for them 
to try, but the new vendor partners we had in the 
showroom did very well,” reports an Atlanta-based 
rep principal. “It shows us that retailers are still 
looking for new items mid-year, and they’ll take a 
few more chances going into the fourth quarter.” She 
pointed to pockets of  excitement in the market, from 
brighter colors and a modern design aesthetic to 

custom offerings with low minimums. 
Another rep principal found that buying was 

heavy for the fall and Christmas seasons, and said 
the mood in Atlanta was “the best – possibly ever – 
for a summer show. I’m not sure if  it was ‘throwing 
caution to the wind,’ but nearly all retailers were 
receptive to trying new products.”

While retailers lament that they didn’t discover the 
“next big thing,” they did find lots of  product, with 
llamas one of  the new and trending motifs. Even 
narwhals, the small Arctic whale with a pointed tusk, 
seem to be making a splash.

Here, attendees share top picks from both Atlanta 
and Dallas: 

Searching for practical gifts under $30 and 
anything she could customize, a South Carolina 

store owner’s favorite find in Atlanta was signage 
with low minimums for custom orders from Sincere 
Surroundings (sinceresurroundings.com). She also 
brought in Cable Bites from Dreams (dreams6-shop.
com), a whimsical animal-themed accessory that helps 
protect a phone’s charging cable.

In addition to purchasing llamas and sloths for her 
shop in Atlanta, a Kansas shop owner jumped on the 
functional humor bandwagon, purchasing “hilarious” 
towels from Ellembee (ellembee.com) and coasters 
from Jimmy Rockit (jimmyrockit.com).

With name-drop and custom products high on her 
list, a New York retailer was excited to discover soaps 
from Greenwich Bay Trading (gbsoaps.com)  

Upbeat Vibe at the Summer Shows

FAST FACT: 68% of reporting stores feel very or  
somewhat optimistic about the remainder of 2018

CONTINUED ON PAGE 6

BY JOYCE WASHNIK

SUMMER/SEASONAL  
Last ran in August 2017

#1 EVERGREEN: flags, mats, various

#2 STUDIO M: flags, mats, various

#3 CORKCICLE: tumblers, canteens

#4 CARSON: chimes, flags

#5 WOODSTOCK: chimes

#6 MUD PIE: home decor, tabletop 

#7 GERSON: solar decor, garden stakes

#8 SCOUT BY BUNGALOW: bags, various *

#9 TERVIS: tumblers

#10 S’WELL: bottles *

HONORABLE MENTIONS:  
Simply Southern, Nora Fleming and Transpac

* OF NOTE!

SCOUT BY BUNGALOW (scoutbags.com) and S’WELL (swellbottle.
com) are both newcomers to the list. Neither made the top-10 chart 
when it last ran in August 2017. 

MESSAGE GIFTS 
Last ran in March 2018

#1 DEMDACO: Willow Tree, various

#2 PRIMITIVES BY KATHY: various * 

#3 P. GRAHAM DUNN: signs, various 

#4 ALEX AND ANI: bangles 

#5 GANZ: pocket tokens, various

#6 MANTRABAND: bracelets

#7 MUD PIE: plaques, pillows, tableware 

#8 ABOUT FACE DESIGNS: various *

#9 CENTER COURT: Embracelets 

#10 ADAMS & CO.: signs * 

HONORABLE MENTIONS:  
Carson and Brighton

* OF NOTE! 

PRIMITIVES BY KATHY (primitivesbykathy.com) placed second and 
ADAMS & CO. (adamsandco.net) squeaked in at number 10.  
Neither line made the top-10 list when it last ran in April 2018. 

The Say What collection from About Face 
Designs (number eight on the message gifts 
chart) aims to make life brighter and funnier. 
This glass mug definitely hits the mark.  
$5 cost. (aboutfacedesigns.com)

A wide selection of solar-powered and 
battery-operated lighting from Gerson 
(number seven in summer and seasonal 
goods) is selling well for reporting stores. 
Shown here are battery-operated hanging 
lightbulbs that retail for $19.99 each. 
(gersoncompany.com) 

Our New Look!

TURN THE PAGE FOR TOP-SELLING PRODUCTS IN SIX MORE CATEGORIES!
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FASHION ACCESSORIES  Last ran in April 2018

#1 VERA BRADLEY: bags, accessories

#2 DM: Two Left Feet, various

#3 SIMPLY NOELLE: bags, various

#4 BLUE Q: socks

#5 BAGGALLINI: bags

#6 CHALA: bags

#7 SPARTINA: bags

#8 MONA B: bags

#9 BRIGHTON: bags, various

#10 MYRA BAG: bags *

HONORABLE MENTION: Demdaco

* OF NOTE!
MYRA BAG (myrabag.com) has climbed into the charts from an 
honorable mention in April 2018.

Darling new designs from Chala 
(number six in fashion accessories) 
include the Llama Pal, available on 
the company’s new wallet cross-
body as well as keychains and 
tote bags. (chalagroup.com) 

T-SHIRTS  Last ran in August 2017

#1 SIMPLY SOUTHERN: general

#2 MARY SQUARE: Moments of Truth, humor *

#3 LIFE IS GOOD: general

#4 LUBA’S FASHIONS: name-drop, general

#5 THE HOME T: state

#6 JANE MARIE: Mama Bear, general

#7 GIFTCRAFT: Charlie Paige *

#8 KERUSSO: Christian, general *

#9 LAKESHIRTS: local pride, custom

#10 EARTH SUN MOON: general

HONORABLE MENTIONS: Puppie Love, Perrin, Lake Girl  
and Jess & Jane

* OF NOTE!
When retailers ranked their top-selling t-shirt lines for the August 2017 
issue, MARY SQUARE was an honorable mention. This past June it’s 
at number two. KERUSSO jumped from honorable mention to number 
eight while GIFTCRAFT was neither on the chart nor an honorable 
mention last year.

PERSONAL CARE Last ran in August 2017

#1 MICHEL DESIGN WORKS: soaps, lotions 

#2 THE NAKED BEE: lotions, lip balm

#3 INIS: fragrance, lotion               

#4 FINCHBERRY: soaps

#5 DA BOMB: bath bombs * 

#6 THYMES: various        

#7 CAMILLE BECKMAN: lotions 

#8 BEEKMAN 1802: lotions, soaps, lip balm       

#9 MUSEE: bath bombs,

#10 GREENWICH BAY TRADING: lotions, gels, soaps

HONORABLE MENTIONS: Hydra, Echo France,  
Crabtree & Evelyn and Lollia 

* OF NOTE!
DA BOMB’S fizzing bath bombs continue to sell through for stores 
(dabombfizzers.com) as they move up to number five on the charts from 
nine last August. 

NON-JAR CANDLES  Last ran in August 2017

#1 SWAN CREEK: melts, various

#2 YANKEE: melts, votives

#3 HABERSHAM: various *

#4 ROOT: tapers, votives

#5 MVP GROUP: Colonial Candle tapers, various

#6 GERSON: solar, battery-operated *

#7 TYLER: votives, melts

#8 CANDLE WARMERS: melts, various

#9 NORTHERN LIGHTS: tapers, melts

#10 ARCHIPELAGO: votives, travel tins, various

HONORABLE MENTIONS:  Bridgewater, Illume, Greenleaf, 
Mixture and Circle E

* OF NOTE!
GERSON moves to number six from an honorable mention last August 
while HABERSHAM jumps to third from ninth.

STATIONERY ACCESSORIES Last ran in August 2017

#1 LIFEGUARD PRESS: Lilly Pulitzer, various

#2 PETER PAUPER PRESS: boxed note cards

#3 WELLSPRING: various

#4 LANG: various

#5 MARY SQUARE: planners, various *

#6 COMPENDIUM: various

#7 VERA BRADLEY: pens, various 

#8 C.R. GIBSON: various

#9 BLUE MOUNTAIN ARTS: various

#10 OOLY: markers, pens

HONORABLE MENTIONS: Spartina and DM

* OF NOTE!
MARY SQUARE (marysquare.com) moved to fifth place from ninth in last 
August’s charts.

GIFT BOOKS Last ran in February 2018

#1 WORKMAN: Indestructibles, cookbooks, various 

#2 COMPENDIUM: various 

#3 PETER PAUPER PRESS: journals, children’s, various 

#4 HARPERCOLLINS: cookbooks, children’s, various 

#5 JELLYCAT: children’s 

#6 CHRONICLE: cookbooks, various

#7 BLUE MOUNTAIN ARTS: inspirational, various *

#8 HACHETTE: cookbooks, wedding *  

#9 BARBOUR PUBLISHING: various * 

#10 C.R. GIBSON: various * 

HONORABLE MENTIONS: Random House and  
Gooseberry Patch

* OF NOTE!
BLUE MOUNTAIN ARTS (sps.com), HACHETTE (hachettebookgroup.com), 
BARBOUR PUBLISHING (barbourbooks.com) and C.R. GIBSON (crgibson.
com) were not mentioned when this chart last ran in February 2018.

New foaming hand soap from  
The Naked Bee (number two in 
personal care) is available in the 
line’s three signature scents:  
Coconut & Honey, Orange  
Blossom Honey and Citron &  
Honey, $5 cost. (nakedbee.com)

The Copper Collection from 
Colonial Candle (number five 
in non-jar candles) features 
four limited-edition fragrances. 
Shown here is Jeweled Mandarin 
available in 5.5 and 12-oz tins as 
well as 7-oz cement jars. $9.99 
and $19.99 retail for tins; $14.99 
retail for jar. (mvpgroupint.com) 

The Industry’s 
Top-Selling Lines

TRENDING NOW! 
Llamas - on every-
thing from children’s 
goods to women’s 
fashion accessories

NOTE: Rankings are based on 
June 2018 sales data from more 
than 300 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 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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I f  you haven’t heard the news 
by now, then this issue of  
Giftbeat has come as a shock! 

After 26 years of  monthly 
deadlines, Giftbeat founder Joyce 
Washnik was looking for a 
change of  pace and a new owner 
for the publication she founded 
in 1992. When she approached 
me with the opportunity to 
carry on the legacy, I had no 
hesitation. Having covered 
the Canadian gift industry for 
independent store owners for 
two decades, I was well aware of  

Gifbeat’s excellent reputation and 
the high regard in which Joyce 
was held. 

I realize I have very big shoes 
to fill, yet I couldn’t have had 
a warmer welcome in Atlanta 
this past market as Joyce and 
I traveled from showroom to 
showroom meeting dozens and 
dozens of  people. The principals 
and retailers we met gave the 
distinct impression they had 
faith in Joyce’s judgment to 
pass the baton. But to maintain 
the publication’s role as the 

industry’s unbiased bellwether, 
I need your support too. I hope 
you’ll stand by me as we move 
into the next chapter.

As you can see, that next 
chapter is very colorful! I 
embrace change and I’m always 
looking to do things more 
productively. I also appreciate 
that store owners are busy 
juggling multiple tasks every day. 
This updated version of  Giftbeat 
delivers the exact same content, 
just in an updated package. It’s 
my hope that the new design 
will help you to easily and 
enjoyably digest and explore 
the information, advice and 
new-product intel Giftbeat has 
been providing for more than a 
quarter century. 

MESSAGE GIFTS

NORTHEAST SOUTH MIDWEST WEST

1. Mantraband 1. Demdaco 1. P. Graham Dunn 1. P. Graham Dunn

2. Primitives by Kathy 2. Primitives by Kathy 2. Primitives by Kathy 2. Demdaco

3. Demdaco 3. P. Graham Dunn 3. Alex and Ani 3. Ganz

PERSONAL CARE

NORTHEAST SOUTH MIDWEST WEST

1. The Naked Bee 1. Michel Design Works 1. The Naked Bee 1. Michel Design Works 

2. Inis 2. The Naked Bee 2. Inis 2. Beekman 1802

3. Michel Design Works 3. Thymes 3. Da Bomb 3. Finchberry

FASHION ACCESSORIES

NORTHEAST SOUTH MIDWEST WEST

1. Vera Bradley 1. Vera Bradley 1. Vera Bradley 1. Chala

2. DM 2. Blue Q 2. Mona B 2. Simply Noelle

3. Simply Noelle 3. DM 3. Baggallini 3. Myra Bag

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

FROM THE EDITOR

Change is Good!

ERICA KIRKLAND
PUBLISHER & EDITOR

What’s selling in your area of the country?
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Readers’  Picks
Organic Tagua Jewelry (Steady-Selling Smaller Line)

Back in 2016, an Ohio retailer with two locations reported that Organic Tagua Jewelry 
was a runaway bestseller for her store. A year and a half later, the line is still a hit.  “Our 
customers love the story and it sells really well for us.” The Florida-based company, 
founded by Ecuadorian-born Soraya Cedeno, sources and makes all its jewelry from a 
palm-tree nut native to Ecuador. “I have the demo sample of the tagua nut and I hand 
it to customers as I tell them the story,” says the store owner. Beyond being organic, 
sustainable and fair-trade, the pieces also offer stores a higher-than-keystone markup. 
Costs range from $3.99 to $19.99 and retail for $12 to $60. “The adjustable necklaces 
are the bestsellers for me. I retail them from $29.99 to $49.99,” says the Ohio store 
owner. (organictaguajewelry.com) 

New Products  
& Hot Sellers

Hot Finds & New Releases

OMG Jeans 
Introduced in March 2018 with a single style in two colors, Coco & 
Carmen’s OMG jeans line quickly sold out. For the upcoming fall and 
winter season, they’ve expanded the line to include eight styles in a variety 
of colors. Reportedly, the jeans look great on every body type, plus they’re 
super comfortable. Available in six sizes (XS to XXL), the jeans feature 
tummy-slimming elastic waistbands. Cost $25. (tgbbrands.com)

Face Lift
Studio M’s Face Lifts collection 
features trendy little planters with 
big personalities. Designed by artist 
Lori Siebert, each Face Lift comes 
gift boxed and includes a mini 
stake with a fun message. The eight 
styles include: You’re Killing It, It’s 
All Good and Boss Babe. Cost $9. 
(wholesale.studio-m.com)

Turbo Fan
Nikiani’s Turbo Fan claims to be the 
most powerful hand-held fan ever 
made. Lightweight and quiet, the 
three-speed fan easily attaches to 
strollers, car seats, beach chairs and 
more. Boasting a six-hour battery 
life, it also includes a built-in USB 
charging port for cellphones and 
a flashlight. The item promises to 
be popular among parents and 
as one Giftbeater put it: “women 
who come into the store with 
their own personal climate.” Cost 
range is $12.50 to $15. Private 
label and name drops available. 
(palmbeachcrewlife.com)

Celeste Stein Designs  (Steady-Selling Smaller Line) 
With over 2000 styles of socks to choose from, Celeste Stein Designs has 
something to suit every woman. Manufactured in Galveston, Tex., the socks 
are offered in multiple sizes with a minimum order of three per print. A 
North Carolina store reports: “The compression socks are popular with older 
customers. They serve a purpose, but with style. My customers like the many 
choices, and the fun and colorful designs.” This store retails the compression 
socks for $15.99 ($6 to $6.50 cost). “We feel this is low and other shops could go 
higher.” (celestestein.com)

DM Reigns in 
Highest Markup 
Category
Ranked as the top-selling 
line among reporting stores 
in Giftbeat’s Highest Markup 
category, DM continues to 
delight store owners and 
customers alike with a wide 
variety of affordable impulse 
and novelty items. From 
flashlights and nail files to mini 
tape measures and readers, 
the products are easy add-on 
purchases. Oh So Pretty Nail 
Files, shown here, are sold in 
24-piece assortments with four 
paisley patterns and a free 
display. Cost per piece is $1.35. 
(247dm.com)

“Natural Life has surprised me. I’ve reordered a few  
times this year.” - Pennsylvania retailer 

Lovepop Cards (Steady-Selling Smaller Line)

For an Illinois retailer, Lovepop Cards is an item they’re constantly 
reordering. “They’re more of a gift than a normal greeting card,” says 
the shop owner. The 3D paper cards are designed by naval engineers in 
Boston and handcrafted in the Asian art form of “slice-form kirigami”. The 
company’s bestsellers include the cardinal style shown here, while birthday 
and love are among the best-selling categories. Minimum opening order 
is $250 and the cards retail from $13. (lovepopcards.com)
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SupplierSpotlight
Seachelle Designs
Maryland-based glass bead artist 
Michele Krempa hit upon a unique 
idea when her husband asked 
if she could encase sand in her 
jewelry. After many trials and errors, 
Krempa developed a patent-
pending method and Seachelle 
Designs was born. 

“Our business is focused on 
retailers located in vacation and 
destination areas with customers 
looking to take home a memory 
of their trip that won’t break the 
bank,” says Krempa.

Store owners send Michele sand from their local beach or lakefront 
(even from the sand dunes on a golf course) and she creates one-of-a-
kind keepsake jewelry, labeled and carded. The line is currently selling in 
over 100 stores in the United States and the Caribbean. Pieces range from 
bangles and necklaces to earrings with a minimum of five per style. Cost 
ranges from $2.50 to $150. (seachelledesigns.com)

Repurposed  
on Purpose
Founded by Glory Haus, 
Repurposed on Purpose is a social 
enterprise production facility based 
in Marietta, Ga. The company 
started the enterprise to employ 
local women transitioning out of 
difficult situations with the belief 
that beauty could be found in 
the broken and that repurposed 
goods (and lives) have value. 
In the beginning, the women 
used donated leather to create 
products that they sold to retail 
customers.  After prompting 
from their wholesale rep groups, 
Glory Haus launched a line of 
clothing, decor and jewelry to the 
wholesale market. The clothing 
and decor options include off-the-
shoulder women’s shirts, children’s 
sundresses, tooth fairy pillows and 
pillows with sayings that include 
Hope and Blessed, while the 
assorted jewelry and accessory 
pieces include earrings, keychains, 
clutches and necklaces. The 
enterprise recently partnered with 
women in Haiti who are producing 
handmade clay beads for a 
Repurposed on Purpose essential 
oil jewelry collection. Costs range 
from $6 to $35. (gloryhaus.com) 

Ever Ellis
The upbeat, irreverent line Ever 
Ellis, a spin-off division of Transpac 
(first covered in the December 
2017/January 2018 issue), was 
hopping in Atlanta. Designed to be 
gifted, each item in the line comes 
with a gift tag and over 90 percent 
of the line is priced at $14 or less 
cost. Spanning a broad range of 
categories, including home decor, 
tabletop and apparel, the line 
appeals to customers with a sassy 
sense of humor and modern sense 
of style. The company makes gifting 
even easier by grouping products 
into 11 recipient categories 
including Fur Mom, Girl Boss and 
Hostess. (everellis.com)

Taylor Elliott 
Designs
This bright, bold line of stationery 
and accessories is bursting at the 
seams with personality and color. 
Designed by Oklahoman and 
graphic designer Taylor Elliott, the 
pieces are motivational and fun 
to use. From pens and pencils to 
message-imbued notepads, each 
item includes a little embellishment, 
whether it’s glitter, metallic lettering 
or a wee pompom. These little 
touches make the line irresistible 
while the price points are easy on 
the wallet, ranging from $7 to $35 
retail. (taylorelliottdesigns.com)

GREAT IDEA! Offer customers a half-priced piece of jewelry with every clothing purchase. 
An Illinois store owner reports sales are up in their store due to this ongoing promotion. 

TRENDING
Up or Down

Even 
FASHION ACCESSORIES: 
Fashion accessories are selling 
better for one-third of stores, 
the same for another third and 
less for the remaining third – 
a real mixed bag. An Illinois 
retailer is having success with 
The Tube Wearable Waistband 
(thetubewaistband.com) while 
an Indiana store reports Ruby 
Ribbon (rubyribbon.com) 
shapewear is one of its  
top-selling lines. 

Even 
MESSAGE GIFTS: The category 
is steady for over half of reporting 
stores (52%) and trending up 
for 19 percent. A Rhode Island 
store owner feels the category 
is saturated on Amazon and 
other online markets, while 
a Utah retailer is thrilled with 
sales of Adams & Co. products 
(adamsandco.net). “They’ve 
met the demand head-on. Our 
customers love their new and 
more contemporary look.” For 
a Minnesota store, Wish Upon 
a Sign (wishuponasign.com) is 
selling well in this category.

Even 
SUMMER/SEASONAL GOODS: 
Even though the weather 
negatively impacted sales in 
June, moody Mother Nature 
didn’t seem to impact the sale 
of summer and seasonal goods. 
The category held steady for 
40 percent of those polled, 
while 21 percent reported 
increased sales. An Alabama 
retailer credits Simply Southern 
(simplysoutherntees.com) for her 
increased sales in the category 
while a Michigan store owner 
notes Lake Girl (lakegirl.com) 
t-shirts and sweatshirts are strong 
sellers. For an Oregon store, 
Garden Age (gardenagesupply.
com) stones and sculptures are 
popular among customers. 
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Advice from Experts 
& Fellow Retailers

SALESBEAT
June Sales Battered  
by Bad Weather 
by Erica Kirkland

S ales for the majority (52%) of  
reporting stores were down this 
June compared to June 2017, 

and many blamed the weather for lower 
traffic counts and sales. 

“I honestly feel sales would have been 
up had our weather been better,” says 
a Montana retailer. Her counterpart in 
Ohio echoed that sentiment, saying, “I 
really believe the weather had the biggest 
impact on sales.” 

Whether rainy, too hot or too cold, the 
climate was not conducive to shopping. 
As one Nevada retailer put it, “It hurts 
sales when the weatherman tells people 
to stay home.” 

JUNE 2018 SALES (vs. June 2017)

  10%+ 12% 

  5-9% 11%

  1-4% 13%

  11%

  1-4% 26%

  5-9% 15%

  10+ 11%

MANAGEMENT 
MATTERS
The 10-4-4 Rule

A Michigan store owner reports: 
“In June, we introduced the 10-
4-4 rule to all of  our employees, 

and it’s really paying off with increased 
customer engagement and happier 
employees.”

Within 10 feet of  a customer or fellow 
staff member, employees are asked to 
make eye contact and smile. Within four 
feet of  a customer or staff member, they 
make verbal contact and when they 
leave for the day they say goodbye to 
four co-workers. 

“We were having difficulty with 
some staff members sneaking out other 
doors when they left at the end of  the 
day. This way everyone leaves by the 
front door to get in their four goodbyes. 
Managers thank every employee when 
they say goodbye, thus we are making 
sure that our co-workers feel valued 
and appreciated. It’s also teaching our 
younger employees valuable inter-
personal skills.” 

HOW TO ROCK YOUR  
STORE’S ANNIVERSARY
It’s a Numbers Game! 

W hether you’re celebrating a 3rd, 10th or 27th anniversary, Giftbeat readers 
recommend offering discounts that correspond to the anniversary you’re 
celebrating. 

“Make everything about your special number for the entire year,” says a New York 
store owner. “Have something going on every week.”

A North Carolina store offered a 27% discount off certain items every week during 
June when they celebrated their 27th year in business, while another store owner is 
considering giving customers $10 off each $37 purchase when the store celebrates its 
upcoming 37th year in business.

HIT LIST
Based on responses from our reporting stores, here’s a list of  must-do promotions  
for anniversaries:

• PRESS RELEASE: Create a release and send it to local newspaper(s) and radio 
station(s). 

• RIBBON CUTTING: Ask your local chamber of  commerce or business 
improvement group to hold a ribbon-cutting ceremony. 

• RAFFLES & GIVEAWAYS: Ask vendors and reps to donate samples for daily 
or weekly giveaways and prize draws. One retailer recommends giving a gift bag 
to the first (insert your anniversary year here) customers who enter the store or to 
give them away with a minimum purchase.  

• MAKE IT PERSONAL: Highlight any employees who’ve been with you the 
entire time and customers who’ve been loyal as well.

BONUS IDEA! CALENDAR CLUB 
A South Carolina retailer created a promotional calendar for their store’s 
anniversary month and filled each day with a different special deal for 
customers. “Sometimes it was 30 percent off an item and other times 
it was ‘three items for the price of one.’ It was fun, and our customers 
carried that calendar around all month – and made multiple purchases.” 

Upbeat Vibe

MAJORITY OF RETAILERS 
POSITIVE ABOUT THE REST 
OF 2018

M ore than two-thirds (68%) of  
reporting stores feel somewhat 
or very optimistic about the 

rest of  2018, with many citing healthy 
economies in their local regions. Several 
stores mentioned plans to increase their 
inventory levels, particularly with fun and 
feel-good products.

A North Carolina store owner is 
planning to bring in “more inventory with 
more variety and newer items” while a 
New Hampshire retailer says they will 
“beef  up inventory with fun items” and 
will add more products of  interest to its 
customers, including a pet section.

Beyond investing in new merchandise, a 
Montana retailer says, “Our best asset this 
year is a willingness to move and  
re-merchandise based on what we have  
in stock.”

A QUARTER OF STORES 
NOT FEELING SO POSITIVE
For more than a quarter (27%) of  
reporting stores, the outlook isn’t that 
bright. Many indicated they will tighten 
up their inventory, not buy as much and 
focus on lines that are “sure things.”

“We are looking to close out a lot of  
lines we have carried for many years,” 
says a South Carolina store owner. “We 
are going to invest in the newer lines that 
are turning more quickly.”

A Nevada store owner reports: “We are 
cutting our buying plans and planning 
to buy more things that will transition,” 

while a store owner in California says, 
“We are carefully watching our  
inventory levels.” 

INNOVATIVE STRATEGIES
“We want to create the impression that 
brick and mortar is as strong as ever, 
even if  we’re having a hiccup or two,” 
says an Ohio store owner. She’s planning 
to reinvigorate her merchandising and 
customer service to strengthen her 
customers’ perception of  the store.

“I’m keeping inventory levels strong,” 
says a Vermont retailer. “I will continue 
to work with small companies with low or 
no minimums, so I can have a full-looking 
store with a little bit of  everything.”

A New Jersey store owner says, 
“We still love our core brand-name 
products, but we’re adding more ‘no 
name’ products to the mix, which gives 
us greater margins, and which can’t be 
found as easily online.” 

We are going to invest in 
the newer lines that are 
turning more quickly.

in Dallas. “They do custom work, 
but their existing packaging 
is so nicely done, I decided to 
go with their brand.” Vim & 
Vigr (vimvigr.com) was another 
favorite find: “I thought of  
compression socks as the beige 
‘old lady’ sock. Wrong! I already 
have two nurses on a list to be 
called to see the colors and  
funky patterns.” 

 While she found the mood 
upbeat, a Michigan retailer was 
generally disappointed with the 
products in Atlanta. “Companies 
aren’t taking a chance and aren’t 
offering a lot of  new looks,” she 
says. Her favorite finds were 
sequin plush from Ty (ty.com), 
Myra Bag (myrabag.com) and 
jewelry from Julie Vos  
(julievos.com). 

With the bath and body 
category still strong, retailers were 
on the hunt for fresh twists. An 
Indiana shop owner bought jars 
of  mini bath balms from Mixture 
(madebymixture.com) in Dallas, 
while a California attendee 
purchased wrapped bombs with 
cute names like Razz My Berry 
and Bikini Bottom from Cottage 
Garden (cottagegardenms.com).

FROM THE SHOP FLOOR

CONTINUED FROM PAGE 1
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EXPERT Q & A
Confronting & Challenging Your Aversion to Selling 
By Natalie Hammer Noblitt

What To Do 
When Sales 
Training Fails
By Natalie Hammer Noblitt

H ave you given sales 
training programs a 
try but felt staff didn’t 

make progress or easily slipped 
back into bad habits? Bob 
Phibbs, CEO of The Retail 
Doctor, shares some tips on 
how to re-approach sales 
training for better results. 

Reframe bad behavior: Retail 
sales training is behavioral 
training. Dole out sales training 
in small amounts and give team 
members a chance to put their 
new skills to the test before 
moving forward.

Lead by example: It’s 
important that staff members 
see store leaders taking sales 
training to heart. Sharing 
experiences and talking about 
what works helps everyone 
improve.

Know when you need a 
new start: Look at your staff 
with realistic expectations. If 
someone is a bad employee 
before sales training, it’s 
unlikely things are going to 
turn around. 

Role play works: Help your 
team practice the right way 
to open a conversation until 
it becomes second nature. 
Provide different scenarios and 
guide them on the best way to 
handle each situation.

Reward good behavior: 
Acknowledge when staff 
members make progress and 
improve their sales. Make 
the reward both verbal and 
tangible. Worthwhile rewards 
can also help you retain  
good employees and recruit 
new ones.

Y our shoppers will like you 
better if  you sell them what 
they want or need. That’s the 

message Bob Phibbs, CEO of  The Retail 
Doctor, wants gift store owners and their 
employees to understand. While running 
a retail business won’t get any easier in 
2019, Phibbs says focusing on solid sales 
techniques will help stores serve their 
customers better and will also garner 
increased profits. 

Q. What do you say to staff members 
who are afraid they’ll be perceived as 
pushy if they try selling? 
A. Selling isn’t about being aggressive. 
Stores need to embrace the idea that 
selling is helpful to customers. Employees 
who don’t enjoy selling aren’t helping 
their business.

Q. What positives should retailers 
focus on to inspire their teams  
to sell? 
A. Focus on what products can do for 
someone. Too often retailers buy what 
they like. Instead, buy items that benefit 
your customers, and inspire your team.
Shoppers come to a gift store because 
they need help making a choice or want 
to enjoy the experience of  shopping, and 
a gift retailer’s job is to help the shopper 
find the right item for a specific occasion. 

If  the person who comes into your store 
doesn’t leave with what she wants or 
needs, you’ve let her down.

Q. What mistakes do owners 
and employees make that annoy 
shoppers? How can they improve?
A. Standing behind the counter with 
their hands clasped behind them or 
plunked down with a Big Gulp soda and 
a computer or smartphone. Not being 
trained in proper selling techniques also 
creates problems. Following a shopper 
around and giving unwanted suggestions 
is annoying. 

Q. If you were a retailer struggling 
to get sales training in order, what 
would you do?
A. Hire the right people and train them 

properly. Typically, it takes three months 
to be effective with sales training, letting 
staff take in knowledge and practice the 
techniques before they move on to the 
next steps. Starting sales training sooner 
rather than later is better, but it’s not too 
late to make a difference in your sales for 
the fourth quarter. 

Q. Any closing thoughts you’d  
like to share?
A. Successful retailing is not about 
luck and it’s not about buying more 
merchandise and hoping more people 
come in and give you money for it. 
Studies show people who look at cars 
end up buying one within 48 hours. The 
same can be said of  a gift store. People 
want to shop for themselves or come in 
with a specific occasion in mind. Making 
a connection and assisting shoppers in 
getting what they want will result in a 
genuine “thank you.” Isn’t that a good 
feeling? That person will be glad she 
came into your store and met you. 

Bob Phibbs, CEO of  The Retail Doctor, is a 
speaker and consultant with more than 30 years in 
retail, including time as an entrepreneur, franchisor 
and in senior management. For more information 
about The Retail Doctor, and to read Phibbs’ 
blog, visit retaildoc.com. Phibbs can be reached at 
bob@retaildoc.com.

Bob Phibbs

MERCHANDISING MINUTE
How to Silently Upsell Customers

Styling and text by Leslie Groves
Photography by Will Fournier

M erchandising is your silent 
salesperson, increasing sales 
by silently suggesting product 

groupings through cross-merchandising 
and creative display techniques. The first 
objective of  any display is to catch the 
customer’s eye. Putting everything you have 
to offer in a jumble sends a convoluted 
message to customers. Instead, create a 
compact and impactful story with color-
blocked, monochromatic or tone-on-tone 
groupings. Next, try some of  these silent 
upselling techniques:

Cross-merchandise: Mix home decor with 
fashion accessories and kitchen items with 
garden decor to create lifestyle groupings. 
By doing so, you introduce customers to 
multiple products and increase your chances 
of  selling more. 

Create product sets: For instance, if  you 
sell single linen or cotton napkins, group 
them into a set of  four to increase your unit 
sales from one to four. Don’t be afraid to 
combine items from different vendors – only 
you know where the products came from.

Maximize sales space: Place crates under 
a display table to hold larger items or place 
them on top of  a table as secondary display 
platforms. Don’t overlook the ceiling. Dangle 
something overhead from which you can 
display product to tie the whole display 
space together. 

Vintage wood 
crates and a 
warm wooden 
tabletop juxtapose 
nicely with the 
cool metal trays 
and wire frame 
baskets. 

Lying flat, plates 
and cutting boards 
take up one-tenth 
of the visual 
presence versus 
standing upright. 
Standing at 
attention demands 
attention.
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Greeting Cards
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Profiles of the Industry’s 
Best & Brightest  

P rescott, Ariz., is a vacation 
destination, home to the world’s 
oldest rodeo and famous for its 

stunning holiday lights and Christmas 
parade. From bluegrass to beer, there’s 
always a festival going on downtown, 
and the constant goings-on translate 
into plenty of  foot traffic for local shops. 
After operating locations in two other 
Arizona cities, Sara Murray, the owner 
of  Fancy That!, has enjoyed 15 years in 
this charming Southwest haven. 

Q. What makes your  
location unique?
A. We have two storefronts on a 
downtown street just a block from 
Prescott’s main square, and they’re 
both eclectic. Our apparel store was 
a bottling company for Coca-Cola up 
until the 1980s. The furniture part of  
our store, which is right across the street, 
is in an old garage, originally built in the 
1950s. It still has the roll-up garage door, 
which is painted like a flag with old barn 
doors on either side. When it’s nice out, 
we roll it open.

Q. How would you describe the 
atmosphere of your stores?
A. Our apparel store is bright and 
cheery, with skylights and chandeliers 
hanging from exposed beams. It’s fun 
and funky, with racks made of pipes 
and vintage fashion signs. Our home 
store has an urban farmhouse feel.  
The walls are the original red brick  
and the cement floors are original too.  
The store has a very open feel, so  
we’ve built panels of shiplap on wheels, 
which we move around to create 
different vignettes. 

Q. What are some of the reasons  
for your success?
A. This will be my 34th Christmas in 
retail, and I think we’ve succeeded 
because we’re extremely dedicated. Our 
life is 24-7 about our store. My daughter 
Amanda, who’s 25, is very involved – 
she helps me do the buying – while my 
husband Dan does the bookkeeping and 
fixes things.

Q. What has been your most 
successful recent event?
A. My favorite is Acker Night in 
December, a music-scholarship 
fundraiser named for James S. Acker, a 
local philanthropist. Musicians play in 
downtown businesses; everyone strolls 
from store to store. We have a bonfire 
and serve s’mores. A couple of  years ago 
I came up with the idea of  selling faux 
cashmere scarves for $10 to raise more 
money for the organization. The first 
year I ordered 200 and they sold out. 
Last year I bought 1000 and they sold 
out by 6 p.m. and we raised $10,000! 
My plan is to do a different unisex 
pattern each year – I envision everybody 
wearing them around town. 

Q. How do you promote your stores?
A. We place advertisements twice a 

week in our local newspaper, participate 
in ValPak’s direct-mail program as 
well as our own direct mail. I’m not a 
big fan of  coupons – we’ve broken our 
customers of  the habit of  waiting for 
sales by pricing fairly to begin with – but 
I do like to promote things like Brighton 
gift-with-purchase promotions. We’re 
active on Facebook and Instagram, and 
we’re very involved in our community. 
(They were just voted “best boutique” 
by the local newspaper.)

Q. Do you have a favorite new 
product line?
A. One of  the big trends in fashion is 
the colorful Mexican serape look. One 
of  our vendors, Sweet Texas Treasures, 
is appliqueing t-shirts with the shape of  
the state of  Arizona or a saguaro cactus 
in serape fabric. 

Sara Murray’s love for interiors dates to high school and landed her a series 
of jobs at interior design companies where she learned the ropes: shopping 
markets, writing purchase orders and invoices, making house calls and designing 
vignettes. Noticing a lack of window-covering options, Sara and her husband 
Dan started creating and installing window treatments. They raised enough 
money from this venture (in addition to gifts and loans from family) to open 
Fancy That! in 1985.

The original location was in Tempe, Ariz., but when the shopping center they 
were in failed to thrive, they moved the store to North Phoenix and added 
clothing and accessories. In 2003, a few years after Dan retired from the police 
force, they sold the Phoenix shop and moved to Prescott. When the recession 
hit in 2008 and the furniture business plummeted, the Murrays wisely scaled 
back their furniture offerings and focused more on apparel, adding shoes. “It 
brought our business back,” says Murray. When the building across the street 
became available in 2014, they jumped at the chance to expand. The additional 
5000 square feet became the home furnishings arm of Fancy That! while the 
original location houses the jewelry and fashion assortment.

STORE: Fancy That!

LOCATION: Prescott, Ariz.

SQUARE FOOTAGE: 6800 

EMPLOYEES: Five full-time and  

12 part-time 

WEB: facebook.com/fancythatprescott

TOP LINES: Brighton, Alex and Ani, 

Kendra Scott, UNOde50, Andrée,  

Umgee, Aratta, Best Upholstery, Winner 

Furniture, Jofran, Forty West Designs,  

Park Hill Collection

PROFILE

Thirty Years and Three Locations Later, 
This Arizona Store Is Flourishing
By Jessica Harlan

Window Covering Business  
Leads to Home Decor StoreBackstory | 


