
Tracking the Pulse of the Gift Industry

October 2018

The Industry’s Top-Selling Lines

A re you feeling overwhelmed and burnt out? 
If  so, you’re not alone. Among Giftbeat’s 
reporting stores, 37 percent say they’re 

working more hours over the past year, juggling a 
myriad of  tasks from merchandising and marketing to 
paperwork and payroll.

But some retailers have found the antidote in a 
single word: delegate. While it’s not easy to let go of  
responsibilities, it may be the single best thing you can 
do for your store. According to a July article in Small 
Business Trends (smallbiztrends.com), business owners 
who delegate benefit from increased revenues and 
improve the odds of  staying in business longer. The 
other benefit? Delegating makes employees feel more 
valued, which can boost morale and retention. 

“Letting go was hard for me, but the more I 
delegate, the more my employees take pride in what 

they are doing,” says a Texas retailer. A Kansas shop 
owner says “As owners, most of  us are control freaks 
and it’s hard for us to let go of  the things that we’ve 
always done. I’ve found that whenever I nicely ask for 
help, my team is amazing and steps right up. I need to 
learn to ask before I’m sinking with too much on  
my plate!”

Teamwork is key at a Virginia retailer’s shop, where 
she involves employees in store operations by assigning 
each of  her key brands to a specific team member. 
“They’re responsible for keeping the brands restocked 
and making sure they’re merchandised neatly and 
correctly. The other team members are backups, but 
the employees seem to enjoy taking ownership of  the 
lines they’re assigned.”

A Michigan shop owner has found a similar 
response when she involves her staff in key store tasks: 

“I’m happy to delegate and to train others to take on 
more responsibility. Employees who believe you’re 
taking an active role in their professional development 
are much happier and work harder. The downside is 
that you have to trust and let things happen so that 
others can learn.”

To make that task easier, a Georgia retailer matches 
the task to each employee’s skill set: “One is great 
with ordering, another is best with display and with 
Facebook, Instagram, etc. Each has a personal ‘gift’ 
that adds to the mix, but I still have to be here to fill in 
the gaps and to be the cohesive thread,” she says.

A veteran New York retailer emphasizes the 
importance of  having systems in place for consistency, 
such as simple paper trails. “We have a daily opening 
sheet that lists each task to be done (down to the last 

Delegate to Decrease Your Stress Level

CONTINUED ON PAGE 6

BY JOYCE WASHNIK

MADE IN THE USA  
Last ran in April 2018

#1 ALEX AND ANI: bangles

#2 SILVER FOREST: earrings

#3 P. GRAHAM DUNN: wall decor, signs*

#4 TERVIS: tumblers

#5 RONALDO: bracelets, various

#6 LIZZY JAMES: bracelets, necklaces

#7 SWAN CREEK: candles, melts

#8 HABERSHAM CANDLE: Wax Pottery

#9 TYLER CANDLE: candles, laundry wash*

#10 BEEKMAN 1802: Goat Milk, candles, soaps*

HONORABLE MENTIONS: Aromatique, The  
Naked Bee, Leanin’ Tree and Manual Woodworkers 

* OF NOTE!

TYLER CANDLE (tylercandles.com) and BEEKMAN 1802  
(beekman1802.com) are new. P. GRAHAM DUNN (pgrahamdunn.
com) moved to third place from fifth.

HOME DECOR  
Last ran in June 2018

#1 MUD PIE: ceramics, frames, throws

#2 P. GRAHAM DUNN: signs, plaques

#3 DEMDACO: Willow Tree, wall art, various

#4 RAZ IMPORTS: floral, candlesticks, vases*

#5 CREATIVE CO-OP: wall decor, pillows

#6 GANZ: wall decor, various

#7 EVERGREEN: Sassafras mats, flags, lanterns

#8 PRIMITIVES BY KATHY: signs

#9 NORA FLEMING: minis, serving pieces*

#10 GERSON: lanterns, various

HONORABLE MENTIONS: Sid Dickens, Park Designs, 
Carson and Greenbox Art

* OF NOTE! 

NORA FLEMING (norafleming.com) is new, while  
RAZ IMPORTS (razimports.com) climbed to fourth place from seventh. 

The American Highway Collection of 
soy wax candles from Swan Creek 
is fashioned after vintage license 
plates and signs. $3.35 to $6.85 cost. 
(swancreekcandle.com)

Nora Fleming’s collection of serving 
pieces with removable decorative 
inserts makes a debut on the home 
decor chart and continues to sell 
well for stores. $32 retail for serving 
piece. $13.50 retail for mini squirrel. 
(norafleming.com) 

TURN THE PAGE FOR TOP-SELLING PRODUCTS IN SIX MORE CATEGORIES!

FAST FACT: Apparel sales are up for  
45% of reporting stores 
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SPA RELATED Last ran in June 2018

#1 INIS: lotions, fragrance, various

#2 MICHEL DESIGN WORKS: bath and body, soaps 

#3 THE NAKED BEE: lotions, balms, various

#4 FINCHBERRY: soaps*

#5 THYMES: lotions, various

#6 DA BOMB: bath bombs

#7 HYDRA SOAP: Shower Bursts, various *

#8 CAMILLE BECKMAN: lotions, various 
#9 EUROPEAN SOAPS: soaps, various*

#10 MUSEE: bath bombs

HONORABLE MENTIONS: Caren Originals, Giftcraft,  
Lindo and DM

* OF NOTE!

HYDRA SOAP (hydrasoap.com) and EUROPEAN SOAPS 
(europeansoaps.com) are new. FINCHBERRY (finchberry.com) jumped 
to fourth place from ninth.

Shower Bursts from Hydra Soap 
are activated by water from the 
shower for an at-home aromatic 
experience. $2.50 cost. 
(hyrdasoap.com)

APPAREL Last ran in June 2018

#1 SIMPLY NOELLE: tops, wraps, dresses

#2 DM: loungewear, scarves, various

#3 SIMPLY SOUTHERN: t-shirts, dresses

#4 MUD PIE: tops, ponchos, various*

#5 UMGEE: tops, dresses

#6 TRIBAL: pants, tops, dresses

#7 TGBBRANDS: Coco & Carmen ponchos, tops, OMG jeans*

#8 DEMDACO: vests, shawls, scarves 

#9 HOWARD’S JEWELRY: tops, various

#10 LULU-B: resort wear, custom t-shirts*

HONORABLE MENTIONS: Accent Accessories, Life Is Good, 
Perrin, Giftcraft, Habitat and Lazy One

* OF NOTE!

TGBBRANDS (tgbbrands.com) is new while MUD PIE (mud-pie.com)  
moved to fourth place from tenth and LULU-B (lulubclothing.com)  
moved from honorable mention.

BABY GIFTS Last ran in May 2018

#1 JELLYCAT: plush, books, various

#2 MUD PIE: apparel, socks, decor

#3 DEMDACO: Nat & Jules, plush, blankets, frames

#4 GANZ: apparel, plush

#5 MARY MEYER: Wubbanubs, plush, blankets

#6 BEARINGTON: apparel, blankets

#7 KIDS PREFERRED: Bunnies By The Bay*

#8 C.R. GIBSON: books, albums*

#9 GUND: Flappy the Elephant, various

#10 DOUGLAS: plush, soft books*

HONORABLE MENTIONS: Ty, Pavilion Gift, Roman and 
Stephan Baby

* OF NOTE!

DOUGLAS (douglascuddletoys.com) is new while KIDS PREFERRED 
(kidspreferred.com) and C.R. GIBSON (crgibson.com) jumped from 
honorable mentions.

WINE & ALCOHOL RELATED Last ran in April 2018

#1 CORKCICLE: stemless tumblers, various

#2 ENESCO: Lolita wineglasses

#3 PRIMITIVES BY KATHY: tea towels, signs, bottle tags*

#4 MUD PIE: bar tools, wineglasses, coasters

#5 OCCASSIONALLY MADE: Swig 

#6 TRUE BRANDS: Freeze cooling glasses*

#7 DESIGN DESIGN: cocktail napkins*

#8 MULBERRY STUDIOS: corkscrews, various 

#9 SUSQUEHANNA GLASS: wineglasses, various

#10 MARIASCH: tea towels, various

HONORABLE MENTIONS: Kay Dee Designs, Slant,  
Picnic Time and Chris’s Stuff 

* OF NOTE!

DESIGN DESIGN (designdesign.us) and TRUE BRANDS 
(truefabrications.com) are new to the list. PRIMITIVES BY KATHY 
(primitivesbykathy.com) moved to third place from honorable mention.

JEWELRY $10+ COST Last ran in April 2018

#1 ALEX AND ANI: bangles

#2 BRIGHTON: bracelets, necklaces 

#3 SILVER FOREST: earrings, various

#4 MANTRABAND: bracelets

#5 LIZZY JAMES: bracelets, necklaces, wrap bracelets

#6 RONALDO: bracelets, various*

#7 PANDORA: rings, various

#8 SPARTINA: Sea La Vie, necklaces*

#9 TROLLBEADS: various*

#10 HOWARD’S JEWELERY: necklaces, sets

HONORABLE MENTIONS: Scout, Ethel & Myrtle,  
Kendra Scott and Simply Noelle 

* OF NOTE!

SPARTINA (spartina449.com) and TROLLBEADS (trollbeads.com) are new. 
RONALDO (ronaldojewelry.com) moved to sixth place from ninth. 

PERSONAL ACCESSORIES Last ran in May 2018 

#1 DM: readers, manicure sets, wallets, various

#2 PEEPERS: readers

#3 VERA BRADLEY: wallets, wristlets, key holders

#4 HOBO INTERNATIONAL: wallets, bags*

#5 BRIGHTON: wallets, readers, key fobs, sunglasses*

#6 SIMPLY NOELLE: wallets

#7 POPSOCKETS: phone grips

#8 95 AND SUNNY: nail files*

#9 FIG DESIGN: armor wallets

#10 GANZ: pillboxes, readers*

HONORABLE MENTIONS: Simply Southern, Brownlow,  
Spartina and Parade Street

* OF NOTE!

BRIGHTON (brighton.com) and GANZ (ganz.com) are new, while 95 AND 
SUNNY (95andsunny.com) moved from honorable mention to number eight and 
HOBO INTERNATIONAL (hobobags.com) climbed to fourth place from seventh.

Jellycat’s newest release Drake 
Dragon is soft, not scaly – and is  
a hit among retail buyers.  
(jellycat.com)

The Industry’s 
Top-Selling Lines

TRENDING NOW!  
Baby Gifts: 

Reporting stores  
are either adding  

or expanding  
the category.

NOTE: Rankings are based on 
August 2018 sales data from 
more than 300 reporting stores.

Lolita wineglasses from Enesco 
combine hand-painted accents 
with sassy messages. $12.95 cost. 
(enesco.com)
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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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S mall-business owners 
are feeling great about 
the future: The National 

Federation of  Independent 
Business’ (NFIB) small-business 
optimism index hit the highest 
level in the survey’s 45-year 
history in August, and Giftbeat’s 
reporting stores share that same 
rosy outlook, with 87 percent of  
store owners indicating they’re 
somewhat or very optimistic 
about the approaching  
fourth quarter

While NFIB’s index measures 
expectations rather than 
actual business activity, reports 
from the front lines are that 
consumers are upbeat and 
willing to spend: “Consumers 
seem to be more positive,” 
reports a Texas retailer, while  
a California store owner  
says, “Our customers are in  
great moods!”

The high level of  optimism 

in the face of  elevated trade 
tensions indicates that retailers 
are focused on the issues 
confronting them rather than 
what might happen in the 
future. For many gift stores, that 
focus has been on increasing 
their social media footprint. 
Adopting and embracing social 
media was noted by many 
store owners as the single best 
thing they did for their business 
in 2018. “It works because it 
engages the customer,” reports 
a New York store owner, while 
a Florida retailer simply states: 
“Social media and the web are 
where customers are.” 

Retailers willing to embrace 
the realities of  the new 
consumer marketplace are 
winning. They’ve shifted their 
product mix and changed how 
they connect with current and 
potential customers. 

Giftbeat has been focused on 

the online sphere as well. We 
recently introduced a brand-
new website (www.giftbeat.
com) that features a new online 
subscription management tool 
that allows readers to renew 
their subscriptions and update 
their addresses. Best of  all, 
subscribers who request access 
to the members-only section 
will discover a modern new 
discussion board with social-
media-like capabilities alongside 
archived issues of  Giftbeat. I 
hope you’ll log in and join the 
conversation! 

FROM THE EDITOR

Positive Indicators

ERICA KIRKLAND
PUBLISHER & EDITOR

What’s selling in your area of the country?

MADE IN THE USA

NORTHEAST SOUTH MIDWEST WEST

1. Silver Forest 1. Ronaldo 1. Alex and Ani 1. P. Graham Dunn

2. Alex and Ani 2. Tyler Candle 2. Silver Forest 2. Leanin’ Tree

3. Habersham Candle 3. Alex and Ani 3. Tervis 3. Alex and Ani

HOME DECOR

NORTHEAST SOUTH MIDWEST WEST

1. Mud Pie 1. Mud Pie 1. Mud Pie 1. Demdaco

2. Ganz 2. P. Graham Dunn 2. P. Graham Dunn 2. P. Graham Dunn

3. Primitives by Kathy 3. Raz Imports 3. Demdaco 3. Creative Co-op

SPA RELATED

NORTHEAST SOUTH MIDWEST WEST

1. Camille Beckman 1. Michel Design Works 1. Inis 1. Michel Design Works

2. Finchberry 2. Inis 2. Michel Design Works 2. Finchberry

3. The Naked Bee 3. Finchberry 3. The Naked Bee 3. Inis

JEWELRY $10+ COST

NORTHEAST SOUTH MIDWEST WEST

1. Alex and Ani 1. Ronaldo 1. Alex and Ani 1. Alex and Ani

2. Brighton 2. Brighton 2. Silver Forest 2. Brighton

3. Silver Forest 3. Silver Forest 3. Trollbeads 3. Silver Forest

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

Little Words Project 
Having grown up experiencing cyberbullying for years, Adriana Botti 
launched Little Words Project in hopes of inspiring a culture of kindness 
among women. When she was a child, Adriana would make herself 
bracelets with positive reminders to boost her confidence and often found 
herself taking the bracelets right off her wrist to give to other girls in need 
of positive reminders. Each bracelet in the modern collection features 
a gold- or silver-dipped tag with the company’s logo on one side and a 
unique code inscribed on the other that tracks the bracelet’s journey online 
as it moves from wrist to wrist. An info card is included with each bracelet. 
$18 to $27 retail. (littlewordsproject.com)

Foozys
With 300 different designs and 
a unique pricing format, Foozys’ 
“Serious Socks For Not So Serious 
People” wholesale for $18 per 
dozen ($1.25 cost each) with free 
shipping, affording retailers the 
opportunity for huge margins. “We 
solved the problem of expensive 
fun sock brands, and retailers are 
quickly realizing our socks turn 
fast,” says company founder and 
president Darrell Klansky. Current 
bestsellers include the Canine 
Collection of various dog breeds. 
(foozys.com)

JuJu Jams
This luxurious line of loungewear 
incorporates an adjustable, 
breathable mesh bra in every design. 
During the day, moms can run to the 
bus stop or drop their kids at school 
without worrying about strapping on 
a bra while at night the insert can be 
adjusted so there’s no constriction 
while sleeping. $20 to $25 cost. 
Various styles, designs and colors 
available. (jujujams.com)

Coast & 
Cotton
Celebrate state pride 
with adorable cotton 
towels from Coast & 
Cotton. Designed and 
printed in the U.S. with 
eco-friendly, water-based 
dyes, each towel features 
a hand-drawn design. 
The most popular 
collection is Hometown 
Heart (shown here), 
which store owners can 
customize by choosing 
the pattern, heart 
location and color for a 
one-of-a-kind collection 
unique to their store. $9 
cost each. Minimum six 
per design.  
(coastandcotton.com)

Ginger Cottages
Hand-assembled in a former lawnmower and tractor repair workshop in Virginia, 
each wooden Ginger Cottage is filled with tiny secrets and details. Upon lighting 
the cottage, recipients discover the first secret – a tiny scene inside. But that’s 
just the beginning. Each cottage comes with a list of items to find such as 
rings and bells hidden in a wedding chapel or certain treats in a candy shop. 
Most cottages retail for $19 or $20 and the company also designs site-specific 
cottages for gift shops. (gingercottages.com)
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SupplierSpotlight
Greenbox Art
Greenbox Art offers a wide variety of contemporary prints hand-stretched over 
wooden frames or applied to durable fabric-based wall decals and murals from 
more than 300 illustrators and painters.
“They have a large selection of unusual wall art – and kitchen towels,” says a 
North Carolina store owner, whose customers are buying up the artwork for 
themselves and as gifts.
A Montana retailer who recently brought the line into her store says, “I reorder 
every three to four weeks. I received an order yesterday and placed a new order 
the same day.”
Part of the line’s appeal is the numerous options, modern styles and affordable 
price points: Items retail from $29.98 to $244. Each piece is custom-made on 
order at the company’s San Diego facility. (greenboxart.com)

TRENDING
Up or Down

 Up 
BABY GIFTS: Sales were up for 
39% of stores. Besides the chart 
toppers, a Georgia store owner 
lists apparel from Kissy Kissy 
(kissykissy.com) and burp cloths 
from 3 Marthas (3marthas.com)
as her bestsellers, while an Ohio 
store owner says utensils and 
plates from Constructive Eating 
(constructiveeating.com) are 
among her bestsellers. An Oregon 
store noted teething jewelry from 
Mama & Little (mamaandlittle.
com) and burp cloths from 
Marshmueller (marshmueller.com) 
topped her sales in the category.  

 Up 
APPAREL: The category is 
trending way up with 45% of 
stores reporting sales increases. 
A California retailer credits 
the uptick to Johnny Was 
(johnnywas.com), which she 
says, “is kicking it!” A Vermont 
retailer who boosted her apparel 
inventory noted cotton shirts 
from Dolma (dolmahandicraft.
com) and clothing from Angel 
Rox (angelrox.com) are both 
selling well, while for an Oregon 
retailer, cardigans from Dreamers 
by Debut (dreamersla.com) and 
jeans from Dear John Denim 
(dearjohndenim.com) are popular.

Even 
WINE & ALCOHOL RELATED: 
The category is trending flat for 
39% of stores and up for 16%, with 
28% noting sales declines. A North 
Carolina retailer notes the Wine 
Condom (winecondoms.com) 
are among her bestsellers, while 
a California retailer, whose sales 
are flat in the category, lists Epic’s 
cork cages (epicproductsinc.
com), designed to hold corks 
from favorite bottles, as her top-
selling line. Insulated wine clutches 
from Primeware (primewareinc.
com) sell well for a Pennsylvania 
store, while US-made bottle 
stoppers from The Wine Steward 
(thewinesteward.org) were named 
by a New York retailer. 

Readers’  Picks
Capri Designs (Bags & Purses)

“Now that most stadiums are only allowing 
clear purses and bags, does anyone have a 
company they purchase from?” asked a retailer 
on Giftbeat’s discussion board recently, to which 
a Giftbeat reporting store from Florida replied, 
“Clear purses from Capri Designs are great.”
The company’s fashion-forward line of clear bags 

was designed specifically to accommodate this new security requirement. 
Styles include carryall totes, crossbody bags and backpacks in both a 
standard collection and a college football collection.  The large crossbody 
bag shown here retails for $32.49. (capridesigns.com)

Papersalt (Message Gifts)
This collection of lunch notes, books and 
stationery features real-world advice designed 
to motivate kids and adults to be their very best, 
and it’s proven to be a hit among a Minnesota 
store’s customers. “We brought in the lunchbox 
notes, greeting cards and the inspirational books,” says the owner. “For 
the books, we filled their spinner display with 12 versions of the illustrated 
graphic books geared towards kids.” $3 cost for lunchbox notes, $7.50 
cost for illustrated books and $2 cost for greeting cards. (papersalt.com)

“I have sold a crazy amount of the Simply Southern  
key fobs with the lip balm attached.” — Virginia retailer 

Never Lose Hope 
(Message Jewelry)

“There are a lot of companies out 
there that give back, but Never 
Lose Hope really connected with 
me,” says an Ohio store owner, who 
discovered the line at the summer 
markets. 

Founded by Marcia Davis, the 
jewelry and apparel line donates 
a percentage of each sale to an 
orphanage in Haiti that Marcia first 
visited during a missionary trip in 
2014. The handcrafted items are 
accented with motivational words 
meant to inspire, encourage and 
uplift. “I love the sayings,” says 
the Ohio store owner, who counts 
the God’s Girl, Run Your Race, 
Find Your Tribe and Love Them 
Hard among her favorites. “We’re 
merchandising the line in a section 
of our store that features other 
give-back lines. Customers feel 
good about purchasing products 
that help others. $24.99 retail each 
for the bracelets shown here. 
(neverlosehope.shop)

Darren Gygi (Made in the USA)

Acquired by Sullivans in August, the Darren 
Gygi Home Collection boasts affordable 
reproduction art prints made in the U.S. by 
Utah artist Darren Gygi.

“We received our first order in August,” 
says a Kansas store owner, “and sold several 
pieces from behind the counter while 
unpacking. Customers have been really 
excited about these pieces because they’re 
affordable ways to instantly decorate for the holidays.” 

The collection includes hundreds of designs conveniently categorized 
into dozens of themes and sizes.

The Kansas store owner reports, “We mostly bought the 5-by-5 prints 
but threw in two styles of the 6-by-18-inch. Ordering small quantities of 
each size has really helped us test the waters. In the 5-by-5-inch style, 
we ordered the Christmas wreath, pumpkin, crow, turkey, snowmen 
and red Christmas truck – those were quick to go. My assistant cross-
merchandised a few prints with Nora Fleming serving pieces and 
seasonal minis, and they’ve sold that way, and right off our slatwall 
shelves. It’s fun to find a line that customers have gotten so excited 
about, literally right out of the box.” $6.75 cost for a 5-by-5 print to 
$38.75 cost for a 20-by-20 print. (darrengygihomecollection.com)
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R egardless of  where they focus their 
funds, Giftbeat’s reporting stores all 
agree that retailers should develop 

a budget and policy toward donations, 
give only to customers and donate either 
gift certificates or beautifully wrapped gift 
baskets.

Budget & Plan
When asked to give, a Florida retailer 
explains she has a budget and can’t 
always give, adding: “If  we give to 
someone one year, we may not be able to 
donate the next year.” A South Carolina 
retailer limits the number of  gift cards 
and checks she donates each season, 
while a Rhode Island shop owner limits 
donations to two a month. A North 
Carolina store owner, who donates only 
gift certificates, requires a letter spelling 
out the request, while several store 
owners noted they have a form for people 
to fill out and leave for them to review.  

Give Back to Your Customers
When asked for a donation, the first 
question the South Carolina retailer asks 
is: “Are you registered with us?” A New 
Mexico store owner uses the same policy, 
checking her mailing list before agreeing 
to review a donation request.  
An Illinois retailer lets her customers do 
the choosing: “If  it’s a good customer 
who asks for a donation, we let them pick 
some things from our sale section.” 

Donate Gift Certificates  
or Gift Baskets
Donating gift certificates is a great – and 
inexpensive – form of  advertising for a 
Massachusetts retailer who gives “a $25 
gift certificate to most local charities.” A 
Pennsylvania retailer who also gives $20 
gift certificates to most everyone who asks 
says, “Most people don’t use it or they 
spend more than the $20.”

The folks in the gift basket camp 
deploy several strategies. The South 
Carolina store owner buys low-priced 
items for silent auctions, a New York 
retailer buys closeouts and a New 
Jersey shop owner donates slow-selling 
merchandise rather than discounting it. 

Keeping a box of  items in the back 
filled with gifts from vendors and unsold 
merchandise works well for a Mississippi 
retailer: “When someone comes in, we 
get something from the box, gift-wrap it 
and write the date and value of  the item 
on a piece of  paper which we ask the 
person to sign for our records.”

“I have one staff member who can 
make anything look beautiful,” says 
a Kansas store owner who has this 
employee create stunning gift baskets 
filled with one-off or discounted products. 

Don’t forget to add a big bow and 
business card to your gift basket. As a 
Nevada retailer says, “You want everyone 
at the event to see your donation  
and name.”

Advice from Experts 
& Fellow Retailers

SALESBEAT
Healthy August Sales  
and Positive Outlook  
for Fourth Quarter  
By Erica Kirkland

S ales for more than half  (61 
percent) of  reporting stores were 
up or even in August compared 

to August 2017 despite hot and humid 
weather – and fewer shoppers. 
While the “extreme weather and heat” 
definitely impacted traffic at an Indiana 
store, the customers who came were 
optimistic: “They were excited to see our 
new arrivals and spent money,” says the 
store owner.

The rainy and hot weather hampered 
a New Jersey store owner’s foot traffic, 
yet “people seemed happy and anxious 
to buy once we got them in the door,” 
she says.

Looking toward the fourth quarter, 87 
percent of  store owners are either very 
optimistic or somewhat optimistic that 
this will be a good holiday season.  
“People have more money in their 
pockets and have a great outlook for the 
future,” says a Wisconsin store owner 
while a Florida retailer simply says, “The 
economy is rocking!”

AUGUST 2018 Sales (vs. August 2017)

  10%+ 13% 

  5-9% 9%

  1-4% 24%

  15%

  1-4% 12%

  5-9% 13%

  10+ 14%

DONATION DOS & DON’TS 
How to Handle the Deluge of Charitable Donation Requests 

T he need for seasonal staff is real 
and the methods reporting stores 
use to source them varies from 

luring back former employees and 
summer students to hiring customers. 
“Many times we hire customers for 
seasonal help,” says a California store 
owner. “It’s how most of  our salespeople 
have been hired.” 

A benefit to hiring customers, 
according to a Rhode Island retailer, is 
that “they love to spend their paychecks 
at the store!” while a Kansas store owner 
notes: “They are already familiar with 
and like the products we sell.”

A Massachusetts retailer who brings 
back the same group of  retired teachers 
each season says, “They already know 
our products and don’t need much  
extra training.”

A California store owner uses Craigslist 
to find help: “I get a really good 
turnout of  applications.” She also puts 

applications at the cash desk that say 
“Work where you like to shop.”

A New Jersey retailer begins recruiting 
for seasonal staff in October by sending 
out a notice in her newsletter, while a 
Colorado store owner asks her current 
staff members for recommendations: “If  
we hire that person, the employee has a 
stake in the new hire’s success.”

An astute South Carolina retailer 
always asks potential seasonal staff if  they 
have any bills to pay before she considers 
hiring them: “People who do it for fun 
don’t last long.” 

BONUS IDEA! 
Involve Your Employees  
in the Hiring Process 
A Michigan store owner had an eye-open-
ing experience when she asked her best 
staff members why they liked working at 
the store and where they look for jobs. 
Based on the insight employees shared, 
the store now gears its ads to two different 
audiences with messages and mediums 
designed for younger and older employees. 
The ads geared toward recruiting younger 
staff are posted on social media sites, while 
the ads targeting older employees are 
placed in local newspapers and bulle-
tin boards. “They’ve also started giving 
bonuses to employees who recruit new staff 
members. If  the new employee stays for 
30 days, the employee gets $100. If  they 
stay over a year, the employee receives an 
additional $500 bonus,” the store  
owner says. 

“People who do it  
for fun don’t  

last long.”

BUSINESS MOOD
How Store Owners Feel About the 
Upcoming Holiday Season

VERY  
OPTIMISTIC  

28% 

SOMEWHAT  
OPTIMISTIC  

59%
SOMEWHAT  
PESSIMISTIC 

11%
VERY  
PESSIMISTIC  

1%
DON’T  
KNOW 
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SEASONAL STAFF
How to Attract Part-Time Staff for the Holidays 

Delegate
detail), with space for the person to 
initial when the task is completed,” 
she says. “Being good at delegating 
takes all of  those small tasks off 
your plate so we can, as leaders, 
spend more time leading, thinking, 
planning and training.”

That’s something another 
Michigan retailer has also learned 
over the years: “Hire the best people 
you can to do the things you don’t 
like to do or are not the best at. 
That frees up time to concentrate 
on growing your business.”

CONTINUED FROM PAGE 1

BONUS IDEA!
Donate a Private  
Shopping Party
Three reporting stores shared their success 
with donating private shopping parties 
instead of  gift certificates or merchandise. 
An Ohio retailer donates these events to 
charities she feels are of  interest to her 
target customers, for which she requires 
written requests at least two weeks in 
advance, while an Oregon retailer donates 
gift certificates valid for a private shopping 
evening for eight people with wine and 
dessert. The recipient calls the store to 
book an evening, and during the event 
their guests receive 20 percent off their 
purchase. “We usually make $500 for 
every hour we’re open after regular hours, 
which is way better than giving away mer-
chandise or gift certificates,” she says. 
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“Home decor: People 
are interested in 
decorating their  
homes again.” 
North Carolina retailer 

“Signs and pillows with 
positive messages.”  
New York retailer 

“Gifts under $20.”  
Virginia retailer 

“Fun yet practical  
items like funny tea 
towels and socks.” 
Kansas retailer 

“Gifts with meaning, 
which are also useful.”  
Pennsylvania retailer 

 “Blankets, robes  
and PJs.” 
Arizona retailer 

“Apparel, fashion  
and jewelry.”  
California retailer 

 “Instagrammable gifts: 
People like things  
they can share on  
social media.” 
New Jersey retailer

“Christmas decor – 
customers are already 
asking for it.” 
Georgia retailer

“Spa items: People  
love being pampered.” 
Minnesota retailer

“Functional items like 
wraps, nightshirts and 
loungewear.”  
Rhode Island retailer

“Farmhouse and red-
truck Christmas items.”  
Florida retailer

“People are loving 
texture: textured 
leggings, tops and  
super-soft accessories.”  
Kansas retailer 

EXPERT Q & A
Spend Less and Market Your Business Better  
By Natalie Hammer Noblitt

PUT A 
BUDGET-
FRIENDLY 
SPIN 
ON OLD 
MARKETING 
Retailer, marketer and small-
business expert Andy Curry 
advises gift retailers to stop 
advertising and save money by 
shaking up the way they market 
to shoppers. By thinking 
creatively, he says retailers can 
promote their business while 
spending less.

Create a local business 
trust: Find a group of five to 
eight local retailers who don’t 
compete directly with you 
but who can help you create 
mutually beneficial marketing. 
Meet once a month and create 
events or offers that will help 
the entire group. A simple 
way to take advantage of this 
network is to print up a sheet 
with coupons for all your 
businesses. Each business can 
commit to handing them out 
to shoppers and capitalizing on 
one another’s traffic. 

Make compelling offers: 
Attract customers to your store 
through events, including ones 
that benefit charities, as a way 
to get customers in the door. 
While they’re supporting a 
favorite cause, get their email 
address and make them offers 
to act and come back. This 
puts them on the path to be a 
repeat shopper at your store.

Wow your shoppers’ 
friends: Once you incentivize 
your faithful customers to 
recommend their friends, you 
must bend over backward to 
satisfy them. The first reason is 
because your loyal customer 
did you a favor and you don’t 
want to blow it. Second, your 
customer’s friend is currently 
spending their money with 
another business. You want to 
change that habit and make 
sure these friends will come 
back to your store.

C ould you get rid of  paid 
advertising and still effectively 
promote your store? Retailer and 

marketing expert Andy Curry regularly 
speaks with small-business owners about 
this, and his soon-to-be-released book 
Crazy-Cheap Marketing! is devoted to  
the topic. 

Q. In your new book you speak 
about using effective yet cheap 
marketing. What are some 
affordable marketing techniques 
that are underused or forgotten?
A. First, I think the most egregious 
error small retailers make is looking for 
the next new customer. It’s incredibly 
expensive. Instead retailers should use 
current customers to attract new ones. 
Reward your shoppers in the form of  
money, gifts or discounts when they 
bring in friends. 
Another underused marketing tactic 
is giving current customers more 
opportunities to buy. We are all busy 
with life, which means shoppers forget 
where to buy what they need and want. 
You must remind them in the form of  
coupons, emails and social media posts. 

Q. What mistakes do you see small 
retailers making with their limited 
marketing and advertising budgets? 

A. Retailers often pay to promote posts 
that aren’t working. I don’t like to buy 
advertising on social media. I would 
rather ask employees, their friends and 
friends of  their friends to spread the 
word and give them an incentive to do 
so. Studies show the average person has 
320 friends on Facebook. If  you have 
a lot of  loyal customers, and 10 people 
working for you, they can spread your 
message and multiply views fast. Create 
a video that generates excitement, not 
more than a minute long, and give 
people a reason to share it.

Q. To get ready for the fourth 
quarter, what ideas should gift 
retailers implement immediately?
A. We know it’s not possible to cut 
spending entirely, since you need to 
print business cards, fund an event or 
provide incentives. But when you do 
spend money, spend it on your current 
customers. 
Invest in getting good reviews. If  you 
can consistently get five-star reviews 
on Yelp, Facebook, Trip Advisor and 
other sites, Google will take notice 
and make you more visible than your 
competitors. Again, you’re investing in 
the people who already shop with you, 
not paying the media. One way you can 
get reviews is to set up a computer in 
the store and ask people to stop and take 
time to review you. Before you ask for a 
review, make sure you know the person 
is satisfied. Be relentless in getting these 
reviews. I don’t mean get three or four a 
week, I mean get several per day.  

Andy Curry is a Colorado-based expert with 
more than 30 years in retail and marketing. 
Curry owned and operated a True Value 
Hardware store for many years, learning 
firsthand the pitfalls of  marketing. His success 
with online commerce catapulted him into 
recognition and brought monetary success he 
now shares. andycurry.com

Andy Curry

HOLIDAY PREDICTIONS
Store Owners Share Product Picks for the Fourth Quarter

While the consensus is that consumers are positive 
and optimistic (see page 6), store owners diverge on 
which product categories will fly off the shelves  
this holiday season
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Next Month:
Functional Gifts
Home Fragrance
Indoor Seasonal

Profiles of the Industry’s 
Best & Brightest  

A nn Fryant parlayed her success 
as a crafter into a successful 
boutique that’s expanded over 

14 years to include two locations. She now 
runs Apple Annie’s with her daughter 
Emily Porter, who “is in line to take the 
crown.” Here, Ann shares her unique 
story alongside what sets her stores apart 
from the other gift shops in the Jackson, 
Miss. area.

Q. What makes your store unique?
We carry many big-name brands, but 
we work hard to find a unique blend of  
merchandise – and support local artisans. 
We’re in an area with lots of  gift shops, so 
we try to let customer service be what sets 
us apart from the others.

Q. How would you describe your 
stores and their atmospheres?
They’re really inviting spaces. The walls 
are apple green and we use a lot of  old 
wooden cabinets as fixtures. The stores 
are arranged into different departments, 
so it’s easy for customers to find specific 
things like a baby gift, jewelry or food. 
The Brandon location is in an older strip 
mall within a little neighborhood. It’s off 
the beaten path, but everyone knows how 
to find us. Our Madison location is in a 
high-end shopping center and has a more 
upscale feel.

Q. What are some of the reasons for 
your success?
That we have a variety of  merchandise 
for all ages and at all prices. People always 
leave with something. What’s more, our 
employees are wonderful and friendly, and 
we gift-wrap for free – our signature is 
an apple-green bag with brightly colored 
tissue peeking out. Most of  our loyal 
customers say they want to support small 
businesses like ours over the big stores 
because we give them special attention.

Q. How do you promote your store?
We have three billboards in town and 
we advertise in local magazines and 
newspapers. We also use Facebook and 
Instagram to show off new products or 
to run contests and support local schools 
by buying ads in the football programs. 
They see that we support them, so they 
support us.

Q. What was your most successful 
recent event?
We have been the winner or the runner-up 
for best gift shop in Mississippi Magazine for 
the past five years, so we have a big party 
in October to thank our customers. It runs 
all day and we give everyone who comes 
a favor with our logo on it. We’ll have 
samples of  the specialty food we sell, door 
prizes and sales. We usually get around 
700 people.

Q. Do you have a favorite new 
product line?
A new line we really liked is Dot and Dash 
Design. It’s a necklace in Morse code. On 
the necklace, there might be a Bible verse 
or an inspirational phrase. We can even do 
special orders to get a personalized saying 
or name.

Q. Looking back, what’s the biggest 
lesson you’ve learned?
Always be kind, friendly and upbeat – and 
always know that the customer is your 
main interest. To set us apart from the big 
stores, we’ve got to please our customer 
and make them want to come back. 

Ann Fryant has always had a love for arts and crafts, dating back to the seventh 
grade when she earned money selling handpainted Christmas ornaments and 
wooden cutouts at craft fairs. As an adult, she painted full-time, often assisted 
by her best friend Gale Stuart, and exhibited at craft fairs and trade shows 
throughout the South. But she always dreamed of opening a store, so when her 
kids were older, she opened her Brandon location in 2004. “I thought we’d wait on 
customers and spend the rest of the time painting in the back,” she says, but she 
quickly realized the day-to-day business of running a store would not allow time for 
creating her art. Instead, the 1500-square-foot store took on a focus of gift items, 
as well as antique furniture and was so successful that within a year she expanded 
into a neighboring space and doubled the square footage.

By 2011, Apple Annie’s was established enough that they opened a second 
location in Madison, a suburb about 30 minutes away from the first store. That 
same year, they moved the original location to a bigger, more prominent space 
within the shopping center. The merchandise mix has grown and changed, too, 
although Apple Annie’s is known for personalized handpainted Easter baskets and 
personalized Christmas ornaments. 

STORE: Apple Annie’s

LOCATION: Brandon and  
                     Madison, Miss.

SQUARE FOOTAGE: 3800 and 1900 

EMPLOYEES: Two full-time and  
                        20 part-time

WEB: shopappleannies.com

TOP LINES: Hobo International, Kendra 

Scott, Capri Blue, Kissy Kissy, Musee, 

Scout Curated Wares

PROFILEA Unique Blend of Merchandise  
Attracts Shoppers to Apple Annie’s
By Jessica Harlan

An Artist Keeps  
It PersonalBackstory | 


