CRAFTS CONSUMER SALES

(Remember, this information should be used as a base to build from. For current direct marketing statistics please refer to these titles: The Direct Marketing Statistical Fact Book the Direct Marketing Response Rate Study the Catalog Age 150 the Consumer Directory of Mail Order Catalogs and the Business to Business Directory of Mail Order Catalogs.)
Crafts
This is a moderate size segment ($1,080 Million) with an average mail order business size of about two million dollars ($1.6 Million).  This segment has been the scene of earlier large scale conglomerate entry and late departure:

· General Mills, Gillette, S.C. Johnson from packaged goods

· Meredith from publishing

The major specialty sub-segment is Needlework/Sewing ($180 Million).  Needlework with the addition of other soft craft sub-segments appealing to women (Weaving-Rughooking, Textiles) accounts for about one-third (36 percent) of segment sales.

The Crafts segment has been beset by erratic growth which contributed to the withdrawal of CBS, General Mills, Meredith, and Quaker Oats.


Crafts 1998 Consumer Sales

Segment Size:



No. Of Mail Order Businesses:


700



Mail Order $Sales ($Million):


1,080



Average Sales Per Business ($Million):

1.6

5 Leading Businesses















Sales

Name of Business
Sub-Segment

$Million)
Tower Hobbies
Model Building/Dolls
37.1

Sax Arts & Crafts
General/Miscellaneous Specialties
36.9

Herrschners
Needlework
33.7

S&S Arts & Crafts
General/Miscellaneous Specialties
33.2

Handyman Club Of America
General/Miscellaneous Specialties
24.9

CRAFTS CONSUMER SALES

	SEGMENT:
Crafts
	SUB-SEGMENT:  General/Miscellaneous Specialties

	1998 SALES ($MILLION):
240
	NO. OF

BUSINESSES:  155
	AVERAGE SALES PER BUSINESS ($MILLION):  1.5


	MAIL ORDER

RATIONALE:
	• Line Fullness and depth unavailable at retail

• Specialty lines

	PRODUCT DOMAIN:
	• Full art and crafts lines
• Secondary hard and soft crafts


	CHARACTERISTICS

	· Small specialty businesses

· General products


• Craft kits
• General craft supplies
• Hobby tools

· Miscellaneous Specialties


• Beer Making

• Egg Art

• Knifemaking


• Bookbinding

• Folk Crafts

• Leather Crafts


• Calligraphy

• Genealogy

• Music Boxes


• Candlemaking
• Indoor Crafts
• Wine Making


• Caning/Basketry
• Kites

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Sax Arts & Crafts
	· Illuminations
	· Pomola Associates

	· S&S Arts & Crafts
	· Artis Inc.
	· JCS International

	· Handyman Club Of America
	· Lark Books
	· Maplewood Crafts


CRAFTS CONSUMER SALES

	SEGMENT:
Crafts
	SUB-SEGMENT:  Needlework

	1998 SALES ($MILLION):
180
	NO. OF

BUSINESSES:  95
	AVERAGE SALES PER BUSINESS ($MILLION):  2.1


	MAIL ORDER

RATIONALE:
	Unavailable at retail

• Price

• Specialties

• Line fullness and depth

	PRODUCT DOMAIN:
	Tools, instructions, plans, projects, materials, supplies


	CHARACTERISTICS

	· Major segment with large businesses

· Prepackaged kit merchandise

· Importance of magazine media for prospecting

· Low order size

· Down scale demographics

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Herrschners
	· Nancy’s Notions
	· Daisy Kingdom

	· Mary Maxim
	· Sabanek Associates
	· The Stitchery

	· Handyman Club Of America
	
	


CRAFTS CONSUMER SALES

	SEGMENT:
Crafts
	SUB-SEGMENT:  Art/Ceramics/Glass

	1998 SALES ($MILLION):
180
	NO. OF

BUSINESSES:  130
	AVERAGE SALES PER BUSINESS ($MILLION):  1.4


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Lines

• Line depth

	PRODUCT DOMAIN:
	Instructions, plans, projects, kits, materials, accessories


	CHARACTERISTICS

	· Small specialty businesses


· Importance of customer service in framing market

· Low order size

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Daniel Smith
	· Cheap Joe’s Art Stuff
	· Jerry’s Artarama

	· United Manufacturing Supplies
	· Art & Artifact
	· American Frame Corp.

	· Graphik Dimensions
	· Ott’s Discount Art Supplies
	· Frame Kit Catalog

	· National Artcraft
	· Dharma Trading Co.
	


CRAFTS CONSUMER SALES

	SEGMENT:
Crafts
	SUB-SEGMENT:  Model Building/Dolls

	1998 SALES ($MILLION):
1550
	NO. OF

BUSINESSES:  100
	AVERAGE SALES PER BUSINESS ($MILLION):  1.6


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

Models: 
• Specialty Lines
• Specialty line depth

Dolls:

• Unavailable as a retail specialty

	PRODUCT DOMAIN:
	Models:
Instructions, kits, supplies, accessories

Dolls:

Construction, repair and refurbishing materials


	CHARACTERISTICS

	· Small specialty businesses

· Upscale demographics

· Expanding collectible doll market

· Expanding electronic and rocketry model market

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Tower Hobbies
	· .Global Hobby Distributors
	· William K. Walthers

	· Estes Industries
	· JMC International Hobby Distributors
	· Tallinas Doll Supplies

	· Northeastern Scale Models
	(  Squadron Mail Order
	(   Model Expo


CRAFTS CONSUMER SALES

	SEGMENT:
Crafts
	SUB-SEGMENT:  Woodworking

	1998 SALES ($MILLION):
135
	NO. OF

BUSINESSES:  60
	AVERAGE SALES PER BUSINESS ($MILLION):  2.3


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Line specialties
• Line range and depth

	PRODUCT DOMAIN:
	Materials, tools and supplies for craftsmen rather than homeshop oriented

Woodworking


	CHARACTERISTICS

	· Small specialty businesses

· Relatively high order size

· Combined hobbyist/professional market potential

· Products


• Books


• Japanese Tools

• Woodworking: 


• Carving/Hand Tools


• Lumber Tropical

• Projects
• Plans


• Furniture Kits

   
   Hardwoods

• Kits

 
• Patterns


• Hand Tools


• Wood Veneers/Materials
• Parts


• Hardware


• Toys Plants/Kits

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Woodcraft Supply Co.
	· Albert Constantine
	· Garrett Wade Co.

	· Craftsman’s Corner
	· Penn State Industries
	· Cherry Tree Toys.

	· Eisenbrand Exotic Hardwoods
	· Winfeld Collection
	· Woodcrafters

	· Woodmaster Tools
	
	


CRAFTS CONSUMER SALES

	SEGMENT:
Crafts
	SUB-SEGMENT:  Jewelry

	1998 SALES ($MILLION):
75
	NO. OF

BUSINESSES:  45
	AVERAGE SALES PER BUSINESS ($MILLION):  1.7


	MAIL ORDER

RATIONALE:
	· Line unavailable as a retail specialty

	PRODUCT DOMAIN:
	Instructions, plans, projects, kits, materials, accessories


	CHARACTERISTICS

	· Small specialty businesses

· Upscale demographics

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Swest
	· Bead Industries


	SEGMENT:
Crafts
	SUB-SEGMENT:
Textile Materials

	1998 SALES ($MILLION):
55
	NO. OF

BUSINESSES:  65
	AVERAGE SALES PER BUSINESS ($MILLION):  0.8


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Price

• Line range and depth

	PRODUCT DOMAIN:
	Supplies and chemicals for needlecrafts


	CHARACTERISTICS

	· Small specialty businesses

· Low order size

· Products


• Fabric Art Supplies
• Piece Goods


• Lace/Silk

• Wool Knitting Yarns/Warp Yarns/Fleeces/Pelts


• Notions

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Central Shipper
	· Jagger Brothers


CRAFTS CONSUMER SALES

	SEGMENT:
Crafts
	SUB-SEGMENT:  Clockmaking

	1998 SALES ($MILLION):
25
	NO. OF

BUSINESSES:  15
	AVERAGE SALES PER BUSINESS ($MILLION):  1.7


	MAIL ORDER

RATIONALE:
	· Line generally unavailable at retail

	PRODUCT DOMAIN:
	Instructions, plans, kits, parts, materials, accessories


	CHARACTERISTICS

	· Small specialty businesses

· Mature, stable market

· Limited retail store competition

· Combined hobbyist/professional market potential

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Klockit
	
	


	SEGMENT:
Crafts
	SUB-SEGMENT:
Weaving/Rug Hooking/Macrame

	1998 SALES ($MILLION):
20
	NO. OF

BUSINESSES:  30
	AVERAGE SALES PER BUSINESS ($MILLION):  0.7


	CHARACTERISTICS

	· Small specialty businesses

	LEADING BUSINESSES ($5 MILLION+ SALES)

	None


	SEGMENT:
Crafts
	SUB-SEGMENT:
Leather

	1998 SALES ($MILLION):
15
	NO. OF

BUSINESSES:  5
	AVERAGE SALES PER BUSINESS ($MILLION):  3.0


	CHARACTERISTICS

	· Dominated by single business with retail-mail order distribution

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Tandy Leather Co. 


CRAFTS CONSUMER SALES

	FACTORS
	
	CHARACTERISTICS

	
	

	Generic Industry
	· Slackened growth of craft industry from emergence of the crafts boom in the 1960s and 1970s

· Recreational interest increasingly important complement to inflationary economic motivation for consumer crafts

· Conversion from open stock to kits one of the conditions for emergence of mass merchandising of crafts

· Generic decline in crafts bottoming out - 1991 overall craft industry sales - $6.8B, three times sales in 1984

· Needlework/Textiles craft market at $5.2B

· Increased household participation in crafts (77%) especially among maturing baby boomers

· Emergence of home brewing market, 1 million upscale hobbyists, supply companies small with sales under $1 million

	
	

	Ownership
	Private‑‑95%    Public‑‑5%    Government‑‑0%

	
	

	
	Conglomerate Ownership
· H I G Capital Management: The Stitchery

· Hearst Corp.: King Features

· Humboldt Industries: Maplewood Crafts

· La Salle Capital:  Cherry Tree Toys

· Meredith: Craftways Corp.

· Rodale Press:  Leman Publications

· S&S Worldwide:  S&S Arts & Crafts

· Peter W. Smith: Estes Industries

· Tandycrafts: Tandy Leather Co.

· U.S. Office Products Co.:  Sax Arts & Crafts

· Woodcraft Supply Co.: Mason & Sullivan, Westwood Ceramic Supply,Woodcraft Supply Co.

	
	

	Market Segmentation
	· Mid scale to down scale

· Female: Soft Crafts (Needlework, Weaving)

· Male: Hard Crafts (Model Making, Woodworking)

	
	

	Merchandising
	· Low average order size

· Trend to pre-packaged kits including materials, equipment and instructions

· Efforts through clubs and continuity concepts to overcome low order size and infrequent ordering


CRAFTS CONSUMER SALES

	FACTORS
	
	CHARACTERISTICS



	
	

	Customer Sourcing
	· Space sourcing in special interest and shelter magazines and cold catalog list prospecting

	
	

	Customer Base

Marketing
	· Database media: Catalog, direct mail

· Consumer oriented information

· Relatively inexpensive catalogs

· Importance of customer service in developing customer loyalty

	
	

	Seasonality
	· Year round activity with emphasis on holidays, with heightened craft gift making and home decorating winter and summer

	
	

	Operations
	· High degree of craft product specialization

	
	

	Problems
	· Slow growth of crafts industry

· Low order size, infrequent ordering

· Demographic limitations on ability to buy

· Inflationary pressure on supply cost and retail mass merchandising, competitive restrictions on product price

· Conglomerate demarketing out of crafts (Meredith, CBS)

· Lack of brand names

· Volatility of craft preferences

	
	

	Opportunities
	· Packaging of craft requirements into craft kits

· Built-in market of professional and semi-professional crafters

· Craft museums, galleries, associations, periodicals as list sources

	
	

	Trends
	· Conglomerate demarketing:

· General Mills closing of Lee Wards mail order in 1983

· CBS and Tandycrafts in 1982

· Meredith in 1983

· Quaker Oats in 1984

· Devastating effect of business cycle downturns on consumer craft spending

· 1998 Segment Events:

     (      H I G Capital Investment acquires Stitchery




FOOD CONSUMER SALES

Food

This is a large segment ($2,060 Million), with an average business size about $3 million (2.9 Million).

Conglomerate entry is extensive:

· Campbell Soup and General Foods from packaged goods

· Standex, Tenneco, diversified conglomerates

The Fruit ($340 Million) and Dairy ($285 Million) sub-segments account for about one-third of segment sales (37%).

A chronic problem for this segment is extreme seasonality because of holiday season gift-giving.  Sub-segments with above average potential for year around ordering are Meat, Gourmet Goods, Herbs/Beverages/Spices, Natural/Camping foods.


Food 1998 Consumer Sales

Segment Size


No. Of Mail Order Businesses:


700



Mail Order $Sales ($Million):


2,060



Average Sales Per Business ($Million):

2.9



Internet $Sales ($Million):


200

5 Leading Businesses






Sales

Name of Business

Sub-Segment
($Million)
Harry And David

Fruit


170.0

Omaha Steaks International

Meat/Fish

100.0

Swiss Colony

Dairy


99.5

Figi’s


Dairy


 93.5

McKesson Water Products

Herbs/Beverages/Spices

69.0

FOOD CONSUMER SALES

	SEGMENT:
Food
	SUB-SEGMENT:
Fruit

	1998 SALES ($MILLION):
340
	NO. OF

BUSINESSES:  55
	AVERAGE SALES PER BUSINESS ($MILLION):  6.2


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Brands
• Assortments

• Gift service

	PRODUCT DOMAIN:
	Regional fruit specialties only seasonally available at retail


	CHARACTERISTICS

	· Moderately high order size

· Stress on branded fruit and own product growing

· Primary products

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Harry And David
	· Florida Gift Fruit Shippers Association
	· Albritton Fruit Co.

	(   Hale Indian River Groves
	· Timber Crest Farms
	· Cushman Fruit Co.

	· Frank Lewis Fruit Co.
	· Kennesaw Fruit Co.
	· Mission Orchards

	· Gracewood Fruit Co.
	· Bland Farms
	· Capelbo’s Gift Baskets

	· Pittman & Davis
	
	


FOOD CONSUMER SALES

	SEGMENT:
Food
	SUB-SEGMENT:  Dairy

	1998 SALES ($MILLION):
285
	NO. OF

BUSINESSES:  30
	AVERAGE SALES PER BUSINESS ($MILLION):  9.5


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Price

• Assortment

• Gift service

	PRODUCT DOMAIN:
	Imported and domestic cheese specialties


	CHARACTERISTICS

	· Moderate order size

· Extreme seasonality, high automation

· Packaging technology requirements

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Swiss Colony
	· Wisconsin Cheeseman
	· Tillamook Cheese

	· Figis
	· Hickory Farms
	


	SEGMENT:
Food
	SUB-SEGMENT:
Meat/Fish

	1998 SALES ($MILLION):
260
	NO. OF

BUSINESSES:  95
	AVERAGE SALES PER BUSINESS ($MILLION):  2.7


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Trade brand names

• Assortments
• Gift service

	PRODUCT DOMAIN:
	Steak, game, poultry, seafood, gourmet specialties


	CHARACTERISTICS

	· High order size

· Relatively long selling season

· Significant business gift market

· Packaging requirements

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Omaha Steaks International
	· Butch Long’s Steaks Of Nebraska
	· Pfaelzer Brothers

	· Weathervane Seafoods Restaurant
	· Burger’s Smokehouse
	· Daniel Weaver Co.

	· Smithfield Packing
	(   Sugardale Farms
	(   Kansas City Steak Co.


FOOD CONSUMER SALES

	SEGMENT:
Food
	SUB-SEGMENT:  Herbs/Beverages/Spices

	1998 SALES ($MILLION):
245
	NO. OF

BUSINESSES:  110
	AVERAGE SALES PER BUSINESS ($MILLION):  2.2


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialty line range and depth
• Trade brand names

	PRODUCT DOMAIN:
	Specialty blends, assortments, mixtures

	CHARACTERISTICS

	· Transient interest of food conglomerates

· Upscale demographics

· Boom in demand for specialty blends/brews

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· McKesson Water Products
	· Starbucks Catalog Division
	· Penzey’s

	· Gevalia Kaffe Import Service
	· Dean Distributors
	· Beaverton Foods

	· Frontier Cooperative Herbs
	
	

	SEGMENT:
Food
	SUB-SEGMENT:  Liquor/Wines

	1998 SALES ($MILLION):
220
	NO. OF

BUSINESSES:  45
	AVERAGE SALES PER BUSINESS ($MILLION):  4.9


	MAIL ORDER

RATIONALE:
	• Gift-giving convenience        •  Specialties
•  Line range and depth

  

	PRODUCT DOMAIN:
	General line of liquor, wine and micro-brewing specialties

	CHARACTERISTICS

	· Growth hindered by shipping regulatory restrictions

· Upscale market

· Business gift market

· High order sizes

· Expanding demand in specialty wines

· Explosive growth of mail order beer micro-brewing

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· 800 Spirits
	· Windsor Vineyards
	· Morrell & Co.

	· Geerlings & Wade
	· Clubs of America
	· PRP Wine International

	· Beer Across America
	· Liquor By Wire
	· Virtual Vineyards

	· Wine Exchange
	
	


FOOD CONSUMER SALES

	SEGMENT:
Food
	SUB-SEGMENT:
General

	1998 SALES ($MILLION):
160
	NO. OF

BUSINESSES:  50
	AVERAGE SALES PER BUSINESS ($MILLION):  3.2


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Assortments

• Gift service

• Convenience

	PRODUCT DOMAIN:
	Full-line (on-line services), fruit, candy, preserves


	CHARACTERISTICS

	· Miscellaneous food specialties

· On-Line grocery services

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Peapod On-Line
	· Streamline
	· Nickola Foods

	· Menu-Direct Corp.
	
	


	SEGMENT:
Food
	SUB-SEGMENT:
Baked Goods

	1998 SALES ($MILLION):
115
	NO. OF

BUSINESSES:  60
	AVERAGE SALES PER BUSINESS ($MILLION):  1.9


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Product Specialties

• Trade brand names

	PRODUCT DOMAIN:
	Breads, croissants, cakes and pies


	CHARACTERISTICS

	· Low order size

· Extreme seasonality

· Perishables packaging technology requirements

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Wolferman’s
	· Pepperidge Farm Mail Order
	· Cookie Island

	· Collin St. Bakery
	(Boudin Bakery
	(Turf Cheescake


FOOD CONSUMER SALES

	SEGMENT:
Food
	SUB-SEGMENT:  Snacks/Candy

	1998 SALES ($MILLION):
 115
	NO. OF

BUSINESSES:  75
	AVERAGE SALES PER BUSINESS ($MILLION):  1.5


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialties

• Line range and depth

	PRODUCT DOMAIN:
	Imported and regional specialties


	CHARACTERISTICS

	· Gourmet chocolate specialties

· Packaging technology requirements

· Niche market for product specialties

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Popcorn Factory
	(  Godiva Chocolatier
	· Fannie May Candies

	· Ethel M. Chocolates
	· Liberty Orchards
	· Carvel Corp.

	· Hershey’s Chocolate World
	
	


	SEGMENT:
Food
	SUB-SEGMENT:  Regional/Ethnic

	1998 SALES ($MILLION):
90
	NO. OF

BUSINESSES:  55
	AVERAGE SALES PER BUSINESS ($MILLION):  1.6


	MAIL ORDER

RATIONALE:
	• Specialties nationally unavailable at retail

	PRODUCT DOMAIN:
	Fruit, meat, soup, vegetable regional and ethnic food preparation


	CHARACTERISTICS

	· Regional food specialties

· Ethnic food specialties

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Louisiana General Store
	· Seabear Co.
	· House of Webster

	· Art Of Food
	
	


FOOD CONSUMER SALES

	SEGMENT:
Food
	SUB-SEGMENT:  Gourmet Foods/Maple Syrup, Jellies, Jams, Preserves

	1998 SALES ($MILLION):
75
	NO. OF

BUSINESSES:  50
	AVERAGE SALES PER BUSINESS ($MILLION):  1.5


	MAIL ORDER

RATIONALE:
	• Gourmet specialties unavailable at retail

	PRODUCT DOMAIN:
	Hard-to-find or hard-to-afford specialty available from a regional or foreign source


	CHARACTERISTICS

	· High order size

· Regional and ethnic positionings

· Upscale demographics

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Balducci’s
	· Jurgensen’s
	· Signature Gourmet Foods

	· Maple Grove Farms Of Vermont
	· Dean & Deluca
	


	SEGMENT:
Food
	SUB-SEGMENT:
Nuts
	

	1998 SALES ($MILLION):
60
	NO. OF

BUSINESSES:  30
	AVERAGE SALES PER BUSINESS ($MILLION):  2.0


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Bulk package price

• Specialties

• Line range and depth

	PRODUCT DOMAIN:
	Imported and regional specialties


	CHARACTERISTICS

	· Low order size

· Retail store competition

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Sunnyland Farms
	· Nuts D’Vine


FOOD CONSUMER SALES

	SEGMENT:
Food
	SUB-SEGMENT:
Recipe Cards/Food Preparation Materials

	1998 SALES ($MILLION):
50
	NO. OF

BUSINESSES:  20
	AVERAGE SALES PER BUSINESS ($MILLION):  2.5


	MAIL ORDER

RATIONALE:
	• Product specially made for mail order

	PRODUCT DOMAIN:
	Mainstream, gourmet and convenience recipes


	CHARACTERISTICS

	· Volatile, profitable market


• Home baking market

· Lack of retail store competition

· Cross-selling potential

· Recipe card programs:


• Cooking school
• Gourmet

• Health


• Microwave

• Traditional

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· King Arthur Flour Baker
	· Cheftips International Recipes


	SEGMENT:
Food
	SUB-SEGMENT:
Natural/Camping Foods

	1998 SALES ($MILLION):
45
	NO. OF

BUSINESSES:  25
	AVERAGE SALES PER BUSINESS ($MILLION):  1.8


	MAIL ORDER

RATIONALE:
	• Lines generally unavailable at retail

	PRODUCT DOMAIN:
	Dried food, high nutrition food, organic food


	CHARACTERISTICS

	· Growth promoted by health food, recreational, survivalist trends

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Organic Valley
	· Walnut Acres
	· Jaffe Brothers


 FOOD CONSUMER SALES

	FACTORS
	
	CHARACTERISTICS

	
	

	Generic Industry
	· Groceries and other foods at $400B, Restaurant sales at $336B

· Decreased dining-out during recession

· Trends to convenience, packaged and precooked meals

· Growth of gourmet food and cookware specialty retailing

· Specialty coffee sales for home consumption expected to increase to $3B by 1999 from $1.5B in 1989

· U.S. organic food sales at $2.8B

· U.S. wine sales at $20B

· Emergence of Beer Microbrewing industry; 5% of overall market, declining growth from 50% in 1994 to %% in 1997, shakeout among 1,300 brewers

· Growth of home-baking market

· Increased interest in nutritional values and weight control

· Increased interest in dining-in as form of entertainment

· Decline in “Eatertainment Industry” (dining-out with entertainment values); fading appeal of souvenir merchandise, fading celebrity appeal

	
	

	Ownership
	Private‑‑70%    Public—30%    Government‑‑0%

	
	

	
	Conglomerate Ownership
· Campbell Soup: Godiva Chocolatier, Pepperidge Farm Mail 
  Order

· Fingerhut: Figis

· Foster & Gallagher: Mauna Loa Macademia Nuts, Popcorn Factory

· Hershey: Hershey's Chocolate World

· Hickory Farms: Ace Pecan Co., Almond Plaza, California Cuisine, Hickory Farms, Mission Orchards, Pfaelzer Brothers, Pinnacle Orchards

· K-III Communications: McCalls Cooking School

· Mars Corp.:  Ethel M. Chocolates

· F-X Matt Brewing: Harrington's In Vermont

· McKesson Corp.:  McKesson Water Products

· Meredith: Meredith Marketing

· Philip Morris: Gavalia Kaffe Import Service

· Sara Lee: Wolferman's

· Smithfield Corp.:  Louisiana General Store, Smithfield Packing

· Standex: Frank Lewis Fruit Co., Salsa Express, Vidalia Onion Store

· Starbucks: Starbucks Catalog Division

· Swiss Colony: Swiss Colony

· Yamanouchi: Harry & David

	
	


FOOD CONSUMER SALES

	FACTORS
	
	CHARACTERISTICS

	
	

	Market Segmentation
	· Upscale: Meats, Gourmet Food and Cookware, Continuity Clubs

· Mid scale, down scale: Cheese, Nuts, Baked Goods

· Meats, Fruit: Corporate market

	
	

	Merchandising
	· Increasing diversification of product across food specialties

· Increasing accessory packaging of food packages

· Diversification into non-food accessories

· General premium pricing

	
	

	Customer Sourcing
	· Dominant sourcing through cold list catalog mailings

· Use of class magazines by meat and fruit specialists

· Increasing use of television direct response and television support by cheese specialists

	
	

	Customer Base

Marketing
	· Database media: catalog, direct mail, telemarketing

· Gift appeal supplemented by own consumption appeal

· Business-to-business as well as individual gift marketing

· Importance of telephone marketing and customer service because of compact gift-giving season

	
	

	Seasonality
	· Extreme seasonality and acute peakloads

· Attempts to relieve seasonal pressures by continuity and second season marketing programs

· Diversification into order processing profit centers to stretch use of peakload facilities

· Diversification into wholesaling and retail distribution to avoid seasonal limitations

	
	

	Operations
	· Refinement of perishables packaging technology

· Automation of order processing and fulfillment to handle extreme peakloads

· Importance of telephone marketing and customer service

	
	

	Problems
	· Investment burden in facilities geared to extreme peakloads

· Increasing competition among dairy, fruit and meat marketers

· Limited payoff for prospecting because of single selling season

· Distribution restrictions:

· Liquor/Wines:

· Can't be shipped by mail

· UPS won't deliver across state lines

· Either set up a network of already licensed stores or be limited geographically to areas where have licensed stores


FOOD CONSUMER SALES

	FACTORS
	
	CHARACTERISTICS

	
	

	Opportunities
	· Gift ordering convenience

· Combined gift/own consumption appeal

· Business gift/consumers gift appeal

· Generally upscale market

· Food category diversification potential

	
	

	Trends
	· Increased emphasis on Corporate Gift Market

· Pressure on merchandisers to develop second or third selling seasons

· Growth potential in upscale categories:


•
Gourmet Foods                           • Home-baking market


•
Liquor/Wine


•
Snacks/Candy (high end)


•
Recipe Cards

· Growth of on-line grocery market:  500,000 households buying, 45

      companies in market, sales in 1998 at $189 million.

· Foods-By-Mail tends to do well in hard times. Food gifts viewed as "safe" gifts costing less money and coming out of budget freed up by decline in high ticket durable purchases.

· Gourmet foods did well in recession.

· Gourmet lines including desserts being added to catalogs.

· Imminent spin-off of Figis, dairy specialist by conglomerate parent Fingerhut.

· 1996 Segment Events:



• Standex Corp. acquisition of Vidalia Onion and Salsa Express

· 1997 Segment Events

     (   Closing down of Oncart (groceries on-line)




GARDENING CONSUMER SALES
Gardening

This is a moderate size segment ($1,190 Million) with average business size of ($2.9 Million).  The five industry leaders account for more than one-third (38%) of industry sales.

Appeal of this sales segment to the mid scale market for women has stimulated conglomerate entry:

· Foster and Gallagher - mail order conglomerate

· CML-leisure products conglomerate

Tools/Supplies/Equipment with sales of $455 Million accounts for more than one-third (38%) of segment sales.

Sales segment growth is being spurred by increasing home orientation of leisure activity, increased interest in organic gardening, convenience products for time-restricted career households, and subsistence gardening for seniors as an offset to inflationary increases in food costs.

Persistent segment problems are low average order size and peakload seasonality.


Gardening 1998 Consumer Sales

Segment Size

No. Of Mail Order Businesses:
410


Mail Order $Sales ($Million):
1,190


Average Sales per Business ($Million):
2.9

5 Leading Businesses


Sales

Name of Business
Sub-Segment
($Million)
Garden Way
Tools/Supplies/Equipment
140.0

Michigan Bulb
Bulbs
 100.0

Spring Hill Nurseries
Nursery Stock
84.7

Jackson & Perkins
Nursery Stock
70.0

Breck's
Bulbs
60.0

 GARDENING CONSUMER SALES

	SEGMENT:
Gardening
	SUB-SEGMENT:  Tools/Supplies/Equipment

	1998 SALES ($MILLION):
455
	NO. OF

BUSINESSES:  65
	AVERAGE SALES PER BUSINESS ($MILLION):  7.0


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialties

• Line range and depth

	PRODUCT DOMAIN:
	Insert control, growth propagation, small and large garden maintenance equipment and supplies.


	CHARACTERISTICS

	· Substantial order sizes ($500+)

· Emphasis on lead generation and multi-stage lead conversion

· Creation of special promotional media

· Upscale demographics

· Consumer high tech appeal

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Garden Way
	· Mantis Gardening
	· Kemp Co.

	· Country Home Products
	· Sporty’s Preferred Living Catalog
	· A.M. Leonard

	· Smith & Hawken Ltd.
	· Alsto
	· David Kay

	· Gardener’s Eden
	· Lee Valley Tools
	(   Whatever Works

	· Gardener’s Supply
	(   Gardens Alive!
	(   Langenbach Garden Tools


GARDENING CONSUMER SALES

	SEGMENT:
Gardening
	SUB-SEGMENT:
Nursery Stock

	1998 SALES ($MILLION):
230
	NO. OF

BUSINESSES:  70
	AVERAGE SALES PER BUSINESS ($MILLION):  3.3


	MAIL ORDER

RATIONALE:
	• Line range and depth unavailable at retail

	PRODUCT DOMAIN:
	Full line of nursery stock products


	CHARACTERISTICS

	· Perishables packaging requirements

· Higher order size ($30-35) than General Seed Supplies

· Upscale, suburban, female markets

· Increased demand for starter products

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Spring Hill Nurseries
	· House Of Wesley
	· Wayside Gardens

	· Jackson & Perkins
	· White Flower Farm
	


	SEGMENT:
Gardening
	SUB-SEGMENT:
Bulbs

	199 SALES ($MILLION):
170
	NO. OF

BUSINESSES:  15
	AVERAGE SALES PER BUSINESS ($MILLION):  11.3


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialties

•Line range and depth

	PRODUCT DOMAIN:
	Domestic and imported product


	CHARACTERISTICS

	· Moderate order size

· Packaging technology requirements

· High seasonality

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Michigan Bulb Co.
	· Breck’s
	


GARDENING CONSUMER SALES
	SEGMENT:
Gardening
	SUB-SEGMENT:
General Seed Supplies

	1998 SALES ($MILLION):
170
	NO. OF

BUSINESSES:  70
	AVERAGE SALES PER BUSINESS ($MILLION):  2.4


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Price

• Line range and depth

	PRODUCT DOMAIN:
	Full line of seed, plants, supplies


	CHARACTERISTICS

	• Low order size ($20)




• Low customer loyalty

• Sensitive delivery timing requirements


• Specialty retail store competition

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Gurney Seed & Nursery
	· Stokes Seeds
	· J.W. Jung Seed Co.

	· George W. Park Seed Co.
	· Henry Field Seed & Nursery
	· R.H. Shumway Seedman

	· W. Atlee Burpee
	· Shepherd’s Garden Seeds
	


GARDENING CONSUMER SALES

	SEGMENT:
Gardening
	SUB-SEGMENT:  Horticultural/Indoor Specialties

	1998 SALES ($MILLION):
110
	NO. OF

BUSINESSES:  150
	AVERAGE SALES PER BUSINESS ($MILLION):  0.7


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialties

• Specialty Depth

	PRODUCT DOMAIN:
	Complete range of individual garden outdoor specialties, indoor gardening greenhouse climate control, growth maintenance equipment and specialty plants.


	CHARACTERISTICS

	• Perishables packaging requirements

• Low order size

• Limited retail store competition

• Upscale demographics

• Consumer high tech appeal

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Flower of the Month
	· Vegetable Factory
	· Four Seasons Solar Products Corp.


GARDENING CONSUMER SALES

	SEGMENT:
Gardening
	SUB-SEGMENT:  Trees/Shrubs

	1998 SALES ($MILLION):
55
	NO. OF

BUSINESSES:  40
	AVERAGE SALES PER BUSINESS ($MILLION):  1.4


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialties

• Line range and depth

	PRODUCT DOMAIN:
	Full line of deciduous, evergreen and tropical trees and shrubs


	CHARACTERISTICS

	· Male oriented market

· Upscale demographics

· Mid to down scale, rural markets

· Relatively high order size ($35+)

· Product packaging technology requirements

· Sensitive delivery timing requirements

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Stark Brothers Nurseries
	· Musser Forests
	· J.E. Miller Nurseries


GARDENING CONSUMER SALES
	FACTORS
	
	CHARACTERISTICS

	
	

	Generic Industry
	· Total gardening market at $31.3B

· Lawn and gardening equipment and supplies at $22B

· Flowers, seeds and potted plants at $10.0B

· $320 average annual spending for 72 million home gardens

· 11 million mail order garden supply buyers (National Gardening Association); 45 million adults participate in flower gardening; 31 million in vegetable gardening

· Increasing consumer concerns over environment spur gardening product sales

· Increasing home activity orientation and inflationary economic motivation supporting gardening growth

· Expanded retail distribution of gardening supplies through nursery centers and mass merchant nursery departments

· Decrease in average garden plot size

· Increased interest of baby boomers in gardening as hobby when reaching 40; perceived as environmentally correct hobby; motivations: (1) enjoyment (2) health (3) exercise

· Distaste of baby boomers in time-consuming traditional gardening, interest in low maintenance plants, potted plants and vegetable seedlings that grow quickly



	Ownership
	Private‑‑88%    Public—12%    Government‑‑0%

	
	
Conglomerate Ownership

· George G. Ball Co.: W. Atlee Burpee

· Dick Blick: Alsto

· CML: Smith & Hawken Ltd.

· Foster & Gallagher: Bakker of Holland, Breck's, Flower Of The

· Month, Garden Solutions, Michigan Bulb Co., New Holland Bulbs, Spring Hill Nurseries, Stark Brothers Nurseries, Vermont Wildflower Farm

· Gurney Seed: Henry Field Seed & Nursery, Gurney Seed & Nursery

· Oriental Trading: David Kay

· George W. Park: George W. Park Seed Co., Wayside Gardens

· Sportsman's Marketing: Sporty's Preferred Living Catalog

· White Flower Farm: Shepherd's Garden Seeds, White Flower Farm

· Williams-Sonoma: Gardener's Eden

· Yamanouchi: Jackson & Perkins


GARDENING CONSUMER SALES
	FACTORS
	
	CHARACTERISTICS

	
	

	Market Segmentation
	· Flower gardening: Female

· Orcharding: Male

· Suburban market: Home beautification

· Rural small town market: Subsistence

· Demographics: 40-50, suburban, men and women

	
	

	Merchandising
	· Development of proprietary products to avoid commodity perception

· Quantity discount devices to enlarge order size

	
	

	Customer Sourcing
	· Development of specialty products for key markets (dwarf trees for suburban market)

· Substantial space as well as cold catalog list prospecting

· Heavy space sourcing periodically leads peak catalog publishing seasons

	
	

	Customer Base

Marketing
	· Database media: Catalog, direct mail

· Catalog predominant marketing vehicle for non-equipment vendors

· Direct mail solos predominant for equipment vendors and important for special promotions and sales by non-equipment marketers

	
	

	Seasonality
	· Strong seasonality:


Spring-Primary season (flowers, vegetables, trees)


Fall-Secondary season (trees, bulbs)

· 60% of sales in January, February, July, August

	
	

	Operations
	· Automated order processing and fulfillment requirements necessary for short spring peakload season

· Most suppliers involved in growing

· Specialized technology for perishables packaging and equipment

	
	

	Problems
	· Customer attrition and heavy customer base replenishment costs

· Low order size and low reorder frequency

· Satisfaction of local growing conditions requirements

· Garden center retail competition

· Seasonality of demand

· Perishables packaging requirements

	
	


GARDENING CONSUMER SALES
	FACTORS
	
	CHARACTERISTICS

	
	

	Opportunities
	· Growing popularity of nursery products

· Consumer gardening high tech appeal

Consumer usage information to spur sales

	
	

	Trends
	· Growth potential in specialization:

· Hybrid seed, dwarf tree and indoor horticultural specialties

· High tech functional (greenhouse and cartage) and high decorative value accessories

· Consumer interest shifting to flowers, bulbs and starter plants rather than vegetable seeds with increase in dual spouse employment; importance of instant gratification, young consumers have dwindling interest in planting seeds and bulbs, want started potted plants

· Mail order gardeners diversifying into gardening centers

· Competitive advantage of retail nurseries in satisfying instant gratification trend

· Consumers shift to gardening product buying during recession

· Foster & Gallagher take-over of bulb market (Michigan Bulb added to Breck's)

· Shift of equipment catalogers from gardening equipment to indoor and outdoor furniture, kitchenware, entertaining and decorative products

· 1996 Segment Events

· Foster & Gallagher acquires Vermont Wildflower Farm

· 1998 Segment Events:

     (    CML, Parent of Smith & Hawken, bankrupt


GIFTS CONSUMER SALES
Gifts
This major segment ($4,320 Million) is dominated by Specialty Gift Products ($2,520 Million) and Low End gifts ($680 Million) accounting for seven-tenths (74%) of segment sales.  The five company leaders in the segment account for more than one-third (38 percent) of segment sales.

Specialty Gift sub-segments accounting for three-quarters (78%) of segment sales include Gift Specialty Products, Imported Specialties, Museum Gifts and Hard Gifts.

Conglomerate entry has been stimulated by the mid scale women's market appeal of this sales segment:

· Arizona Mail Order - mail order conglomerate

· Torstar from publishing

The Low End General Gifts Sub-segment has been squeezed by rising promotional costs and retail competition restrictions on price increases.


Gifts 1998 Consumer Sales

Segment Size:



No. Of Mail Order Businesses:


650



Mail Order $Sales ($Million):


4,320



Average Sales Per Business ($Million):


6.6



Internet $Sales ($Million):


400

5 Leading Businesses









Sales

Name of Business

Sub-Segment


($Million)
Florists Transworld Delivery
Specialty Products
*750.0

Coldwater Creek
Specialized:  Regional
270.2

Lillian Vernon
General: Low End
250.0

800 Flowers
Specialty Products
225.0

Pottery Barn
Hard Gifts
180.0

*Retail value of orders

GIFTS CONSUMER SALES

	SEGMENT:
Gifts
	SUB-SEGMENT:  Specialty Products

	1998 SALES ($Million):
2,520
	NO. OF

BUSINESSES:  365
	AVERAGE SALES PER BUSINESS ($MILLION):  6.9


	MAIL ORDER

RATIONALE:
	Generally unavailable at Retail:

· Products across all categories with special gift service, personalization, special  interest, regional, institutional, corporate or sports personality values

	PRODUCT DOMAIN:
	Sports, corporate, nature, toys, apparel, floral, gardening, musical, country gifts


	CHARACTERISTICS

	· Limited specialty retail store competition

· Profitability outlet for business institutional (logo) assets

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Florists Transworld Delivery
	· Northwest Express
	· Yankee Publishing

	· 800 Flowers
	· Personal Touch
	· Simply Southwest By Mail

	· Coldwater Creek
	· Music Stand
	· Anheuser-Busch

	· Wireless Catalog
	· Sports Illustrated Insider Authentics
	· Northstyle Catalog

	· Signals
	· 800 PRO Team
	· United States Olympic Committee

	· Flowers Direct
	· Ultimate Football Shop
	· All Star Sports Collectibles

	· Tender Heart Treasures
	· Warner Brothers Consumer Products
	· Black Dog Catalog

	· Sierra Club
	· Vermont Teddy Bear Co.
	· Wall Street Creations

	· Vermont Country Store
	· Personal Creations
	· Walt Disney Gallery

	· Sundance
	· 800 Gift Line 
	· Lighthouse Depot

	· FTD Direct Access
	· Celebrity Choice
	· Gooseberry Patch Co.

	· National Wildlife Federation
	· San Francisco Music Box Co.
	· Minds Eye

	· Seasons
	· Coca-Cola Catalog
	· Whispering Pines

	· Country Store
	· Last Best Place Catalog
	· Blue River Trading

	· Campbell’s General Store
	· NFL Properties
	· Rain Forest Co.

	· Faith Mountain Co.
	· Personalized Products
	· Access Prison Catalog

	· National Geographic Catalog
	· Rock & Roll Group
	· 800 Birthday

	· Calyx & Corolla
	
	


GIFTS CONSUMER SALES

	SEGMENT:
Gifts
	SUB-SEGMENT:  General:  Low End

	1998 SALES ($Million:):
680
	NO. OF

BUSINESSES:  45
	AVERAGE SALES PER BUSINESS ($MILLION):  15.1


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Price

• Item Specialties

• Trade brand name

	PRODUCT DOMAIN:
	Price ceiling gifts across all gift categories oriented towards value and family and social appeal


	CHARACTERISTICS

	· Low order size

· Generally mid scale, down scale

· Emphasis on order enlargement premiums

· Relatively low customer loyalty

· Emphasis on gift and telephone marketing

· High seasonality

· Fulfillment peakload requirements

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Lillian Vernon
	· Walter Drake & Sons
	· Paragon

	· Miles Kimball
	· Taylor Gifts
	· Cornucopia

	· Harriet Carter
	· Casual Living
	


GIFTS CONSUMER SALES

	SEGMENT:
Gifts
	SUB-SEGMENT:  Hard Gifts

	1998 SALES ($Million:):
505
	NO. OF

BUSINESSES:  85
	AVERAGE SALES PER BUSINESS ($MILLION):  5.9


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Special lines

• Line range and depth
• Gift service

	PRODUCT DOMAIN:
	Chinaware, silverware, barware with decorative as well as functional value


	CHARACTERISTICS

	· High order size

· Upscale demographics

· Mail order/retail store business synergies

· Mail order catalogs have captured 10% of Bridal Registry market

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Pottery Barn
	· International Wine Accessories
	· Pfaltzgraff

	· Replacements
	· Steuben Glass
	· Maryland China

	· Fortunoff
	· W.C. Green & Co.
	· House of 1776

	· The Wine Enthusiast
	· Heslops
	· Nat Schwartz & Co.

	· Michael C. Fina
	· Kaiser Crow
	· Hoya Crystals


GIFTS CONSUMER SALES

	SEGMENT:
Gifts
	SUB-SEGMENT:  General:  High End

	1998 SALES ($Million:):
270
	NO. OF

BUSINESSES:  40
	AVERAGE SALES PER BUSINESS ($MILLION):   6.8


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Unique gift items

• Trade brand names

• Gift service

	PRODUCT DOMAIN:
	Full merchandise category range with emphasis on home decor and home furnishings


	CHARACTERISTICS

	· High order size

· Merchandising personality and authority

· High presentation costs

· High merchant brand loyalty

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Horchow Collection
	· Monroe Ventures
	· Ginny’s

	· Charles Keath
	· Crow’s Nest Trading Co
	· Expressions

	· Boston Proper
	· Gorsuch
	· Queen Anne’s Elegant Giftware

	· Pot-Pour-Ri
	
	


GIFTS CONSUMER SALES

	SEGMENT:
Gifts
	SUB-SEGMENT:  Imported Specialties

	1998 SALES ($Million:):
195
	NO. OF

BUSINESSES:  60
	AVERAGE SALES PER BUSINESS ($MILLION): 3.3


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialties

• Specialty depth

	PRODUCT DOMAIN:
	Craft and hard gifts, home furnishings and home decor, collectibles and novelties with regional or foreign source


	CHARACTERISTICS

	· High order size

· Cosmopolitan or ethnic origin product selection appeals

· Limited specialty retail store competition

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Gump’s by Mail
	· House Of Tyrol
	· Blarney Gift Catalog

	· Nu Nubian Collection
	· Shannon North America
	(  Country Trade Connections

	· Cash & Co.
	· Daily Planet/Russian Dressing
	(  House Of Windsor Collection

	· Past Times
	· Eximious
	


GIFTS CONSUMER SALES

	SEGMENT:
Gifts
	SUB-SEGMENT:  Museum Gifts

	1998 SALES ($Million:):
150
	NO. OF

BUSINESSES:  55
	AVERAGE SALES PER BUSINESS ($MILLION): 2.7


	MAIL ORDER

RATIONALE:
	Restricted to Museum Shops:

• Specialties
• Specialty line depth
• Museum trade brand names

	PRODUCT DOMAIN:
	Museum collectible reproducibles across all categories with artistic, historical, decorative, educational or social value


	CHARACTERISTICS

	· Merchandising of museum collection archive reproducibles and of membership and visitor audiences

· Emphasis on merchandising to offset declines in public funding

· Only limited number of 1,250 art museums have catalogs

· High order size

· Upscale demographics

· Mail order/retail shop synergies

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Smithsonian Mail Order
	· Metropolitan Museum of Art
	· Museum Of Modern Art

	· Museum Of Fine Arts
	· Los Angeles County Museum of Art
	· Colonial Williamsburg Foundation

	· Winterthur Museum
	· Art & Artifact Gifts
	


GIFTS CONSUMER SALES
	FACTORS  
	
	CHARACTERISTICS

	
	

	Generic Industry
	· Increasing luxury goods demand and return to classics and luxury products with 16% of households with income of $75,000 or greater

· Character merchandising at $75B a year

· Licensed college sports merchandise at $3B

· Professional sport licensed merchandise sales at $8B, $4B in NBA licensed products


· Floral market at $15B; floral gift market at $1.5B in delivered flowers

· Bridal market at $17B, 2 million couples, 200 million gifts

· Retail distribution localized in gift specialty shops and department store gift boutiques without national gift chain competition

· Emergence of institutional (Museum) Gift merchandising as major revenue source ($10-20 million per year for well developed museum programs)

· Gift certificate revenues at $8-10B

· Return of growth in luxury goods sales by baby-boomers

	
	

	Ownership
	Private--71%    Public--29%    Government—1%

	
	

	
	
Conglomerate Ownership
· AEA Investors:  Steuben Glass

· Anheuser-Busch: Anheuser-Busch

· Artistic Direct: Personal Touch

· Brown-Forman: Lynchburg Hardware & General Store

· CRT Associates: Whale Gifts

· Campbell Soup Co.:  Campbell’s General Store

· Harriet Carter:  Harriet Carter

· Cash’s Of Ireland:  Blarney Gift Catalog, Cash & Co., Shannon North America

· Coca-Cola:  Coca-Cola Catalog

· Coors: Coors & Co. Gift Catalog

· Dayton Hudson:  Daily Planet/Russian Dressing, Seasons, Signals, Wireless Catalog

· Discovery Communications: Nature Company

· Walt Disney Co.:  Walt Disney Gallery

· FTD: FTD Direct Access, Florists' Transworld Delivery

· Foster & Gallagher:  Walter Drake & Sons

· General Electric: NBC Merchandise Catalog

· Genesis Direct: Beyond The Horizon, 800 PRO Team, Music Stand, Nothin’ But Hoops

· H I G Capital Management:  Expressions, Pot-Pour-Ri

· Hambrecht & Quist: Calyx & Corolla

· Hanover Direct: Gump's By Mail

· Harcourt General: Horchow Collection


GIFTS CONSUMER SALES
	FACTORS  
	
	CHARACTERISTICS

	
	

	
	Conglomerate Ownership (continued)

· Harrison Direct:  Nabisco Catalog

· Initio: Joan Cook

· International Cornerstone Group:  Whispering Pines

· Mark Group: Boston Proper, Charles Keath

· Miles Kimball:  Miles Kimball

· National Geographic Society: National Geographic Catalog

· National Wildlife Federation: National Wildlife Federation

· Reiman Publications: Country Store

· Smithsonian Institution: Smithsonian Mail Order

· Sportsman's Marketing: Wright Brothers Collection

· Successories: British Golf Links

· Swiss Colony: Ginny’s, Monroe Ventures

· Thompson & Co.: Casual Living

· Time Warner: Sports Illustrated Insider Authentics, Warner Brothers Consumer Products

· U. S. Government: National Gallery of Art, National Trust For 
  Historic Preservation

· ValueVision: Minds Eye, Northstyle Catalog

· Venator:  San Francisco Music Box Co.

· Wand Partners:  Paragon

· Williams-Sonoma: Pottery Barn

· Yamanouchi:  Northwest Express

· Yankee Publishing: Yankee Publishing

	Market Segmentation
	· Except for nautical and professional sports oriented: Female

· General gifts: Economic scale as defined

· Specialty category marketers: Upscale

	
	

	Merchandising
	· 
Emphasis on variety of hard-to-find gifts both by General Gift and Specialty Gift sub-segments

· 
Multiple item ordering premium inducements to enlarge orders

· 
Presentation costs reflecting economic scale of book

	
	

	Customer Sourcing
	· 
Class shelter and special interest magazine and cold catalog list sourcing

	
	

	Customer Base

Marketing
	· 
Database media: Catalog, direct mail, telemarketing

· 
Several annual catalogs with Fall major mailing

· 
Emphasis on telephone credit card and gift-giving services

· 
Rush fulfillment services for last minute holiday orders


GIFTS CONSUMER SALES
	FACTORS  
	
	CHARACTERISTICS

	
	

	Seasonality
	· 
Full year activity with heavy emphasis on Fall

	
	

	Operations
	· 
Non manufacturing

· 
Concentration on merchandise selection and merchandising

· 
Telephone and credit card marketing

· 
Fulfillment automation for high volume General Gift businesses

	
	

	Problems
	· 
Low order size of Low End General Gift businesses

· 
Low reorder frequency of Specialty Gift books

· 
Restricted size of potential markets for gift specialties

· 
Limited universe of mail order buyers

· 
Seasonality of demand

· 
Increased catalog competition from store retailers

· 
Volatile giftware merchandise trends

	
	

	Opportunities
	· Decline in retail store gift service

· Impersonalization of retail store service

· Institutional memorabilia gifts

· Customer services marketing

· Corporate opportunities in logoized merchandise

· Special consumer interests and professional sports interest logoized merchandise

	
	

	Trends
	· Slackened growth of High End standards like Horchow

· Competition for Low End Gifts from space and retail

· Competition for High End Gifts from local department and specialty store mail order

· Growth saturation problems for Hanover Direct, former segment leader

· Solvency problems for traditional retailers like departed Spencer Gifts

· Sales of $1.5 Billion for Wire Order Floral Gift market out of total volume of $15 Billion

· Fitness, personal care and home domestics up; electronics and home entertainment down in recession

· Gay catalog market struggling

· Baseball catalog market hit by 1994 baseball strike

· Professional team sports catalog trend started in 1993/1994 with NBA


GIFTS CONSUMER SALES
	FACTORS  
	
	CHARACTERISTICS

	
	

	Trends (cont.)
	· 1996 Segment Events

· Genesis Direct acquires 800 PRO Team

· Personal Creations acquires Initials+

· Discovery Communications Inc. acquires Nature Company

· ValueVision International acquires Northstyle

· Tzabaco acquires Shocking Gray assets

· Shocking Grey enters bankruptcy

· Biltmore Estate catalog goes out of business

· Hanover Direst closes down Hanover House catalog

· 1997 Segment Events

· Genesis Direct acquires Athletic Supply of Dallas

· Foster & Gallagher acquires Walter Drake

· Ross-Simons acquires Geary’s

· Management acquires Miles Kimball from Torstar

· Genesis Direct acquires Music Stand

· Genesis Direct acquires NASCAR catalog

· Wand Partners acquires Paragon Gifts

· International Cornerstone Group acquires Whispering Pines

· Coldwater Creek in first public offer

· 1998 Segment Events:

· H I G Capital Investment acquires Expressions, Pot-Pour-Ri

· Dayton Hudson acquires Rivertown Trading from Minnesota Communications Group

· Back To The 50s bankrupt

· Nabisco closes down Nabisco Direct

· Pueblo To Pueblo out of business

· Successories offers British Links Golf Classics for sale

· Genesis Direct in first public offer (Athletic Supply, 800 PRO Team, Music Stand, Beyond The Horizon, Command Performance)


HARDWARE CONSUMER SALES
Hardware/Tools
This small size sales segment ($750 Million) has average business sales of $3.4 Million.

Companies in the segment have grown by establishing an innovative position in their own sub-segment, Shopsmith by customer service oriented marketing of woodworking tools, Brookstone by gift marketing of specialty tools.

Segment sales growth is favored by inflationary economic pressures towards do-it-yourself home maintenance and job moonlighting and increased hobbyist interest in manual skills.  Increased retail specialization in hardware/tools and retail mass merchandising price pressures will intensify problems for low end, unspecialized mail order businesses.

Hardware/Tools 1998 Consumer Sales
Segment Size:


No. Of Mail Order Businesses:
220


Mail Order $Sales ($Million):
750


Average Sales Per Business ($Million):
3.4

5 Leading Businesses









Sales

Name of Business

Sub-Segment



($Million)
Northern Hydraulics
Utility Tools
159.1

Enco Manufacturing
Utility Tools
65.0

Foley-Belsaw Co.
Specialty Tools
54.6

Trend-Lines
Woodworking Tools
36.6

Brookstone
Specialty Tools
27.5

HARDWARE CONSUMER SALES
	SEGMENT:
Hardware
	SUB-SEGMENT:  Utility Tools

	1998 SALES ($Million:):
335
	NO. OF

BUSINESSES:  50
	AVERAGE SALES PER BUSINESS ($MILLION): 6.7


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Price

• Line range and depth

	PRODUCT DOMAIN:
	Full range of non-specialty tools


	CHARACTERISTICS

	· Down scale moonlighting market

· Power and hand tools

· Low order size

· Retail store price competition

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Northern Hydraulics Inc.
	· American Machine & Tool Co.
	· Wholesale Tool Co.

	· Enco Manufacaturing
	· KBC Tools
	· Great Tools Direct


HARDWARE CONSUMER SALES

	SEGMENT:
Hardware
	SUB-SEGMENT:  Woodworking Tools

	1998 SALES ($Million:):
200
	NO. OF

BUSINESSES:  75
	AVERAGE SALES PER BUSINESS ($MILLION): 2.7


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialties

• Specialty line depth

	PRODUCT DOMAIN:
	Imported, domestic, special purpose, special quality or generic line tools


	CHARACTERISTICS

	· Miniaturized precision power equipment

· High order size

· Strong customer loyalty

· Combined hobbyist/professional market

· Consumer high tech appeal

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Trend-Lines
	· Meisel Hardware Specialties
	· Shopsmith Inc

	· Woodworker’s Supply of New Mexico
	· Walpole Woodworkers
	· Clayton Machine Corp.

	· Woodworkers’ Store
	· Penn State Industries
	


HARDWARE CONSUMER SALES
	SEGMENT:
Hardware
	SUB-SEGMENT:  Specialty Tools (Non-Woodworking)

	1998 SALES ($Million:):
105
	NO. OF

BUSINESSES:  15
	AVERAGE SALES PER BUSINESS ($MILLION): 7.0


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Specialty items
• Specialties

• Specialty line depth

	PRODUCT DOMAIN:
	Antique, hard-to-find or specialty-use tools


	CHARACTERISTICS

	· Specialty tools unavailable at retail

· Gift orientation

· Upscale market

· Consumer high tech appeal

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Foley-Belsaw
	· Brookstone
	((  Deeprock Manufacturing Co.


	SEGMENT:
Hardware
	SUB-SEGMENT:  Utility Hardware

	1998 SALES ($Million:):
70
	NO. OF

BUSINESSES:  40
	AVERAGE SALES PER BUSINESS ($MILLION): 1.8


	MAIL ORDER

RATIONALE:
	Unavailable at Retail:

• Price

• Line range and depth

	PRODUCT DOMAIN:
	Varieties of non specialty hardware


	CHARACTERISTICS

	· Packaging convenience

· Low order size

· Retail store price competition

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Outwater Hardware
	· The Workbox
	(  Silvo Hardware


HARDWARE CONSUMER SALES

	SEGMENT:
Hardware
	SUB-SEGMENT:
Specialty Hardware



	1998 SALES ($Million:):
40
	NO. OF

BUSINESSES:  40
	AVERAGE SALES PER BUSINESS ($MILLION): 1.0


	MAIL ORDER

RATIONALE:
	Unavailable at Retail

	PRODUCT DOMAIN:
	Antique, home rehab or specialty function hardware


	CHARACTERISTICS

	· Automotive, electrical, restoration and decorative hardware

· Limited specialty retail store competition

· Combined consumer/business professional market demand

· Consumer high tech appeal

	LEADING BUSINESSES ($5 MILLION+ SALES)

	· Renovator's Supply 


HARDWARE CONSUMER SALES
	FACTORS
	
	CHARACTERISTICS

	
	

	Generic Industry
	· Market size at $26.2B

· Woodworking projects market at $6.3B in tools and accessories, including $2.5B in power tools, 18 million U.S. participants

· Shift of weekend woodworkers to industrial tools, home centers selling more professional than consumer grade tools

· Favorable impact of home rehab market growth

· Favorable inflationary economic impact on do-it-yourself home maintenance

· Expanded retail distribution through home improvement centers and mass merchant home improvement

· Increased foreign price competition for multi-purpose home shop equipment



	Ownership
	Private‑‑90%    Public—10%    Government‑‑0%



	
	Conglomerate Ownership
· Encore House:  Encore House

· Foley-Belsaw Co.: Foley-Belsaw

· Northern Hydraulics Inc.: Northern Hydraulics Inc.

· Renovator's Supply: Renovator's Supply

· Stanley Works: Tool Traditions

· Trend-Lines: Trend-Lines

	
	

	Market Segmentation
	· Major Markets

· Hobbyist

· Economy

· Home rehab and home improvement

· Moonlighting


HARDWARE CONSUMER SALES
	FACTORS
	
	CHARACTERISTICS

	Merchandising
	· High tech sophistication of power and precision tools

· Merchandising differentiation from retail accomplished by non price competition

· Convenience packaging

· Product sophistication and customer service (Shopsmith)

· Product variety, precision and specialization (Brookstone)

	
	

	Customer Sourcing
	· Substantial space sourcing in special interest magazines and cold catalog list sourcing

	
	

	Customer Base

Marketing
	· Variation by sub-segment

· Specialty tools (Brookstone)--catalogs

· Utility hardware --direct mail solos

· Woodworking tools (Shopsmith)--magalog type media

· Woodworking tools (Trend-Line) - Catalog

	
	

	Seasonality
	· Generally non-seasonal with variations by marketer type

· Non gift oriented--Spring emphasis

· Gift oriented--Fall emphasis

	
	

	Operations
	· Most companies do not manufacture

· Many companies design proprietary products and sub-contract manufacturing

· Customer service critical for Specialty Tools

	
	

	Problems
	· Price competition at retail for Non-Specialty products

· Low order size and infrequent ordering for Utility Hardware

· Low product margins

	
	

	Opportunities
	· Consumer high tech appeal

· Consumer rehab market

· New product specialties


HARDWARE CONSUMER SALES
	FACTORS
	
	CHARACTERISTICS

	
	

	Trends:
	· Increasing acquisition and diversification trend (Leichtung)

· Depressed growth of segment leaders (Brookstone, Shopsmith)

· Severe impact of business cycle downturn on firms with high-end blue collar market (Shopsmith)

· Upscale, urban rehabilitation boom for restoration specialists (Renovator's Supply)

· Explosive growth of Northern Hydraulics in this stagnant growth segment

· 1996 Segment Events

· Woodworker's Supply acquires Leichtung from Hanover Direct

· Stanley Works closes down Tool Traditions




(Remember, this information should be used as a base to build from. For current direct marketing statistics please refer to these titles: The Direct Marketing Statistical Fact Book the Direct Marketing Response Rate Study the Catalog Age 150 the Consumer Directory of Mail Order Catalogs and the Business to Business Directory of Mail Order Catalogs.)
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