SIC CODE: »3999

Principal Products: Preserved and pressed floral giftware displays 

industry information

Relevant Industry Sector Information

This manufacturer is re-known in the Northeast as a leading producer of preserved and pressed floral giftware displays.  The diversity of this firm’s product lines and multiplicity of its relevant market segments/niches render it impossible to confine an industry evaluation to one or two product lines/industries.  Therefore, this industry information section will address the market characteristics and forces that drive the Giftware and Home Decoratives marketplace in general and, therefore, the firm’s product offerings.

Giftware & Home Decoratives 

A recent research report from Unity Marketing, The Gifts and Decorative Accessories Report: The Market, The Industry, The Trends, concluded the giftware industry generated in excess of $55 billion in retail sales during 1999.  Pam Danziger, president of Unity Marketing, stated that “today’s gifts market is experiencing dynamic growth as consumers buy more gifts and home decorative products for themselves as a personal reward.”  Gifts and home decorative products are gaining more exposure to consumers through a wide range of shopping venues including the national retail chains such as Pottery Barn, Yankee Candle, Bath and Body Works, Bombay Company, Pier One, Crate & Barrel, department stores, mass merchandisers, and the Internet.  In the face of these competitive outlets, small privately owned specialty gift stores are losing market share and playing a less important role as a consumer source for gifts.

In the past few years, consumers spent more money on home furnishings than on clothing.  With emphasis on home decorating, consumers are not just interested in making their homes more attractive; rather, they are seeking decorative items that can positively impact the mood and emotional climate of their homes.  Products that have a personal, emotional link to the consumer, such as collectibles or gifts based on licensed products or that appeal to multiple senses including sight, sound, scent, are in demand as consumers seek to make their homes more comfortable and comforting.

Regarding retailers; thanks to strong consumer confidence and low interest rates, America’s retailers have enjoyed strong performance over the near-term past.  Positive forces at work in the retail consumer market include:

· Low personal savings rate - high personal expenditures;

· Relatively strong consumer confidence;

· Low inflation;

· Exciting new items with good consumer demand;

· Strength in luxury items; 

· Rapid opening of new stores by prosperous chains; and

· High levels of consumer household wealth due to gains in the past few years in stock portfolios and 401k plans.

Among the negative factors that will tend to curtail retail sales are:

· Rising interest rates;

· Record consumer debt levels forcing alarming rates of defaults on credit card balances;

· Volatile global financial markets; and

· Continued layoffs at large corporations requiring job migration and increases in temporary workers.

Meanwhile, competition among retailers has never been tougher.  A retailer without a significant competitive advantage doesn’t stand a chance.  Superstores are battling each other, while direct-marketers are stealing customers from stores.  Retailing in America has undergone a very painful and revolutionary retrenching over the past decade, and big changes are expected to continue to evolve.  Among the many identifiable trends at work, the most important are:

· Continued decline of the mom-and-pop store (e.g., specialty gifts and collectables stores).

· Problems for traditional, full-price chain stores that continue to operate with old-fashioned methods of the past.

· Repositioning the full-price, multi-line department store emphasizing specific product lines versus the general merchandise stores of the past.

· Supremacy of the discount store chains such as Wal-Mart, Target, Costco, etc.

· Demise of the catalog showroom e.g., the convoluted buying process of the Service Merchandise and Best chains.

· Abundance of category-killer superstores e.g., Toys “R” Us, Home Depot, Staples.

· Repositioning of wholesale distributors.

· Continuous changes in demographics, tastes, and fashion, brought on by the dynamic consumer.

· Success for premium-priced stores like Nieman Marcus and Tiffany & Co.

· Advances in management information that has helped innovative companies.

· Easy availability of consumer credit.

· Dwindling appeal of the major mall.

Unity Marketing predicts a positive future for the gifts and home decoratives market for the next several years.  One significant consumer trend that will play out in the gifts and home decoratives market, as with many other consumer product categories, will be a reaction against our increasingly technology-driven culture.  As their lives become more “virtual” and dependent on computers and technology, consumers will seek out gifts and decorative products that will help ground them in the “real” world.  The new touchstone for consumer marketers is to make their products more concrete, more solid, more grounded in reality – more attractive to consumers and the array of retail establishments available to them.

A key indicator of the near-term future outlook for the gifts and decoratives market is the atmosphere at the major trade shows of early 2001.  John Saxtan, Editor-in-Chief of Giftware News, opines in the magazine’s March 2001 issue that it was a surprise to many exhibitors and buyers how strong the winter markets were.  A major buyer in the West, Sal Scaletta of Scaletta Associates stated, “the overwhelming majority of our accounts have reported very strong Christmas sales, the best in three or four years.”  In New England, a show was described as “pretty good even though traffic wasn’t great.”  Weather in the first calendar quarter adversely affected show attendance in the South.  Generally, early 2001 trade show traffic has been favorable with most industry people forecasting a favorable industry outlook for 2001.  The key to success for individual giftware and home decoratives suppliers is to design, develop, and merchandise by emphasizing NEW products and designs.  Mr. Saxton of Giftware News opines that NEW is one of the three most powerful words an exhibitor and supplier can use (with “sale” and “free” being the other two). 

Legal/Environmental/Trade Issues

None(Or Start typing here)
Import Effect Summary

Imports from China, Korea, Thailand, and Canada represent the major contributors to this category.  

The U.S. giftware industry continues to be at the mercy of foreign imports, which increase an average of approximately 8-10 percent each year, compared to exports that have been on the decline over the past few years.  

Imports will remain a threat to the industry.  As the trend toward increased international trade continues, rising imports of such labor-intensive products as giftware is to be expected.
