TABLETOP MARKET REPORT, 2006

CHAPTER 1: INTRODUCTION.....ucuiiininrenensnnnsnessncssnnssessnsssnssssssssssssssessassssssssssssssssssassassasess 9

RESEARCH OBJECTIVES 9
TABLETOP HAS BEEN A SLOW GROWTH MARKET, BUT ONE WITH LOTS OF GROWTH POTENTIAL FOR COMPANIES
THAT TAP INTO THE NEW DINING EXPERIENCE ...........uutiiiiieeieeiiiieeteeeeeeiiirereeeeeessnnrareesseessssssssessssesssssssesessssssssssseeees 9
‘NEW LUXURY’ IS ABOUT THE EXPERIENCE, NOT THE THING .......uvvtiiiiiiiiiiiiiieeeeeeeeiireeeeeeeeeeiinreeeeeeeeeeanneeeseeeeennnnes 10
NEW MARKETING OPPORTUNITIES ARISE AS CONSUMERS’ BEHAVIOR CHANGES .......cccoociriiiiiiiiiiiieceeeieneen 10
UNITY MARKETING’S NEW CONSUMER RESEARCH STUDY ON THE EMERGING TABLETOP MARKET ........ccccceuunne 11
SPECIAL FEATURE: THE BRIDAL MARKET FOR TABLETOP.......c..cottririiaitriieetetetentententeneeeeeeaeensensensesseseeeveeneennesennen 12
CONSUMER INSIGHTS ON THE MARKET FOR CASUAL AND FORMAL TABLETOP .......ccccotriirteieieienrenrenieeneeneeenenee 12

METHODOLOGY 13
FOCUS GROUP RESEARCH ......couteuiiuiiiintinieitteit ettt sttt sttt ettt st st et ebe et et et et esaesaeebeeaeeasessenaebesaeebesueesneneennenne 13
QUANTITATIVE CONSUMER SURVEY ...ccuttitteeteeeteeeiseeaseeesseesseeasseessssesssessssessssessssessssessssessssessssessssessssessssessssesssses 14

Figure 1: Total Tabletop Purchase INCIACINCE ........ccuivuieiiriieieiieierieetet ettt ste b e esaesseesaesseeseense e 16
TABLETOP BUYER SAMPLE DEMOGRAPHICS.......cccuuiieieitiieeeitteeeeetteeeeeiteeeeeeaeeaeeetaeseeeseeeeeesssaeaessesseesseeseessseeensseeeaanes 17
Figure 2: Tabletop Buyer DemOgraphiCs......c.ccieieriieieriiiieiieieie sttt ete st etesteesae e sseessessaessesseeseessessesssensesssensenes 17

CHAPTER 2: ABOUT TABLETOP MARKET'S SALES AND GROWTH ................... 18

TABLETOP MARKET HAS GROWN SLOWER THAN OVERALL HOUSEWARES MARKET SINCE

2000 18
Figure 3: Tabletop Market 2000-2005 and Total Housewares Market 2000-2005 ...........cccooerieirinineneneeeceenenes 18
TABLETOP INDUSTRY STRUCTURE .......cccuiiuiiiiiiiiiiiiieie ittt sttt sttt sa e s 19
DINNERWARE SALES & GROWTH DETAILS BY TYPE AND STYLE, 2001 TO 2005 20
Figure 4: Dinnerware Sales Details, but Type of Item and by Style, 2001 and 2005 ............ccceoeinirenenenieeenes 20
GLASSWARE SALES & GROWTH DETAILS BY TYPE AND MATERIAL, 2001 TO 2005........ccccceeeerueenee 21
Figure 5: Glassware Sales Details by Type of Item and Material 2001 and 2005 ...........ccccooeiieirinineneeeceeee 21
FLATWARE SALES & GROWTH DETAILS BY TYPE AND MATERIAL, 2001 TO 2005...........cccceevueneee 21
Figure 6: Flatware Sales and Growth by Type of Item and Material, 2001 t0 2005 .........ccceoeieirenineneeeeceeenes 22

SERVINGWARE AND TABLETOP DECORATIVE ACCESSORIES SALES DETAILS BY TYPE AND

MATERIAL 23

Figure 7: Servingware and Tabletop Decorative Accessories Sales, 2005 .........coeoieiiirinineieieeee e 23
Figure 8: Servingware and Tabletop Decorative Accents Sales by Type and Material, 2005 .........c.ccccevereeneninnenne 24

FUTURE GROWTH OF TABLETOP MARKET 24

CHAPTER 3: ABOUT TABLETOP CONSUMERS AND THEIR PURCHASES........... 26

ABOUT HALF OF U.S. CONSUMERS PURCHASED TABLETOP GOODS IN PAST YEAR............cccuu.... 26
COMPARISON WITH 2003 CONSUMER SURVEY RESULTS ......cetiiiiiiiiiiniiniteieetetentesie sttt eisenestense e s e ene e 28

DEMOGRAPHICS OF TABLETOP GOODS CONSUMERS — PRIME MARKET IS YOUNGER WOMEN

AND CONSUMERS WITH HIGHER INCOME LEVELS 29

Figure 10: Tabletop Goods Purchasers DemoOgraphiCs.........c.ceueruerieriirieniinieiesiieie sttt 29

KEY DEMOGRAPHIC DIFFERENCES FOUND BY TYPE OF TABLETOP PRODUCT BOUGHT .......... 30

Figure 11: Demographics of Purchasers by Tabletop Category.........ccccoiverieieiriirinenienieieeeeneseseerereieeieeee e 30
Page 2

5/14/2006 ©Unity Marketing, 2006



TABLETOP MARKET REPORT, 2006

COMPARISON WITH 2003 CONSUMER SURVEY RESULTS .....ccotiiitiiiiiieeieiiiireeeeeeeeeeiitreeeeeeeeeeeitaneeeeseeeeesnsseeeseeeeennnnes 31
WHAT TABLETOP BUYERS OWN 31
Figure 12: Type of Tabletop Matching Sets Tabletop BUyers OWI ........ccouevueieiirininienieieieeeese e 32
BUYERS DISCUSS THEIR TABLETOP COLLECTIONS 32
FORMAL TABLETOP IS INFREQUENTLY USED ....cvviiiiiiiiutiieeeeeeieeiaeteeeeesseessasereeessessinssesseesssssssssssessessssmsssssessessssnnnees 33
CHINA AND CRYSTAL LAST LONGER IF YOU USE IT.....uuuuutiiiieeiieiieeeeeeeeeeeiareeeeeeeeesissesseesssssssasseeessssssssssseseessssnsnnes 33
SOME ENTERTAIN FREQUENTLY AND VALUE DIFFERENT SETS OF TABLETOP ......uuvvvviiiiiiiiiiierieeeeeeeiirereeeeeeeensnnneeeens 34
HOLIDAY DISHES BRING A FESTIVE MOOD .....cuuvviiiiiiiiiitiieeeeeeeeeesiteeeeeeseeesssseseeeseeesssaessesssesssssassesssesssmsssssssseesssmnssnnes 35
MANY COMPLAIN THEIR FORMAL PATTERNS HAVE BEEN DISCONTINUED........ccccoiiiuuerieeeeeiiiiirreeeeeeeseiiereeeeeeseenannes 35
THIS RESPONDENT DOESN’T WANT FORMAL TABLETOP.......ccuuvtiiiiiiieeeteeeeeeeeeeeeaeeeeeaeeeeenseeeseessessennnsessenaseesensnesesnnes 36
TABLETOP IS OFTEN PASSED DOWN FROM GENERATION TO GENERATION........cccouviiiiurieeiteeeeeitreeeeenneeeeeneeesensneeesnnes 36
SOME PEOPLE USE THEIR TABLETOP, ESPECIALLY PLATES, FOR DECORATING ......ccouvieiiureeeeeieeeeenreeeeenneeeeenneeesneess 37
HAVING CHILDREN IMPACTS WHAT TABLETOP THEY USE ......uvviiiiiiieeeiteeeeeeeeeeeereeeeeiseeeeeeseeeeesseseenseeseenneeesensreeeannns 37
SOME FAVOR A MORE MIX-AND-MATCH APPROAGCH .........ccoiiiurrieeeeeieeiirreeeeeeeeeiitteeeseeeeeseisssseeeseeesesssreeesesesesnnreeeens 38
CONSUMERS’ TASTES CHANGE SO THE TABLETOP INDUSTRY MUST CHANGE TOO ......ccceeieeiiiiirreeeeeeeeeeinreeeeeeeeenennns 39
EMPHASIS TODAY IS CHANGING TOWARD MORE CASUAL LIFESTYLE WITH A FOCUS ON THE FOOD AND COMPANY,
NOT THE WAY THE TABLE IS SET .. .uuuttttiiiiieiiiiieeteeeeeeeesaaeeeeeesseesasseseeessessssssssesssssssssssteesssssmssssseesssssmmssssseseessssnsnnees 40
FORMAL CHINA NOT BOUGHT AT MARRIAGE, BUT TEN YEARS LATER ......uuuutiiiiiiiiiiitieeieeeeeeeiiieeeeeeeesesnneseeeeesseennnnees 42
TRENDS IN USE OF FORMAL STYLE DINNERWARE 43
Figure 13: Trends in Formal Dinnerware and Sterling Silver Flatware Usage ..........ccceevevieviereriienieceneeieneeieniens 43
TABLETOP BUYERS DISCUSS DINNERWARE STYLES — WHAT DIFFERENTIATES FORMAL AND
CASUAL TABLETOP? 44
CASUAL TABLETOP IS DEFINED AS EVERYDAY ITEMS YOU AREN’T WORRIED ABOUT BREAKING.......ccoouvvevereeerennnnes 44
FORMAL TABLETOP IS FOR SPECIAL OCCASIONS AND DISPLAY AND IS NOT USED OFTEN........ccoiviieiurieeineeeeeineeeenns 45
CASUAL AND FORMAL IS ALL ABOUT LIFESTYLE — HOW YOU CHOSE TO LIVE WITH AND USE YOUR TABLETOP....... 47
‘NEW CASUAL’ MIXES WELL AND IS SOLD OPEN STOCK .....uuvvviiiiiiiieitiereeeeeeeeesisrreeeeeeeeeiisreeeeeeeeesissssssseessmsssesesesessans 49
SOME PEOPLE REALLY GO IN FOR FORMAL ENTERTAINING ......cuvvtteeeieeiitrreeeeeeeeeiirreeeeeeeeesisneseseseeesessssesssesssssnnseeeens 49
WORDS THAT DESCRIBE CASUAL/FORMAL TABLETOP........ccuvveiiiiiieeeteeeeeeeeeeeeaeeeeeeeeeeeeteeeeeeaseeeennneeeeenneesensreeeennns 50
Figure 14: Words That Describe Casual and Formal Tabletop.........ccccoeierieririiiniiieniiiiereeieresteeeeeie e 50
THE TABLETOP COLLECTORS 51
Figure 15: Tabletop Items COLECIEA ......ccuiruiiiiiieieetieterie ettt et ettt b et esbe st enbesseeaeene 51
ABOUT BUILDING A TABLETOP LEGACY TO PASS DOWN TO CHILDREN 52
COLLECTING IS FOR SOMEBODY ELSE, NOT ME .......cceetttutttteeeeieeiiirreeeeeeeeeiiitrereseeeeeeiisssseeeeeesssssssseseseesessissssssessesssssnes 53
COLLECTIBLE MEANS SOMETHING THAT WILL INCREASE IN VALUE ......coeioiiiieiiieeeeeieeeeeeieeeeeereeeeeneeeeeneeesensneeeenns 53
WHERE PEOPLE SHOPPED FOR TABLETOP PRODUCTS 54
Figure 16: Where People Shopped for Tabletop Goods in Past Year...........ccoceieveieieiiineneeieeceeee e 54
COMPARISON WITH 2003 CONSUMER SURVEY RESULTS ....ciiiiiiuitiiiieeiiiieieieeeeeeeeeeeieeteeesessesnaneeeeeeesssnnssseeeesssssnnees 55
TOTAL SPENDING ON TABLETOP GOODS AVERAGES JUST OVER $200 56
Figure 17: Total Spending on Tabletop GOOGS ........cveueeuiriirtirieieieieeie ettt ettt ettt s eee b seeneas 56
COMPARISON WITH 2003 CONSUMER SURVEY RESULTS ....coitiiiuitiiiieeiiiieieteeeeeeeeeeieeteeeeessssnaneeeeeeessssnssseeeessessnnees 56
CONSUMERS’ INCOME LEVELS INFLUENCED SPENDING STRONGLY 57
Figure 18: Total Spending Tabletop Goods by INCOME SEZMENL .........ccceeriirieriieieierieieeeee e es 57
MEN WHO BUY TABLETOP TENDED TO SPEND MORE THAN WOMEN 58
Page 3

5/14/2006 ©Unity Marketing, 2006



TABLETOP MARKET REPORT, 2006

Figure 19: Total Spending Tabletop Go0ods BY GENAET ........c.couiiiiiriiiiiiiieienieeieteee ettt 58
TWO AGE SEGMENTS SPENT MORE THAN OTHERS: 25-34 YEAR OLDS AND 45-54 YEAR OLDS .59

Figure 20: Total Spending Tabletop Goods by AZe RANGE .......cocueiuiiiiiiiriiiiiiieieeiere ettt 59
MILLENNIAL-AGED CONSUMERS SPENT THE MOST ON TABLETOP 60
Figure 21: Total Spending Tabletop Goods BY GENETAtION ........ceeeruerieriiriierieniienieeitente ettt sieeb et ee e sbe e enae e 60
TRENDS IN TABLETOP PURCHASES 61
Figure 22: Trends in Spending on Tabletop in the COmING YEar .......c.cccueveriiririeiinieieneeiere sttt 61
COMPARISON WITH 2003 CONSUMER SURVEY FINDINGS ......cccooiiiiiiiiiiiiiiiiiiii s 61
IMPLICATIONS OF SPENDING TRENDS FOR TABLETOP MARKETERS AND RETAILERS .......ccccvtieiirieeeniieeenireeeeereeeenns 62
CHAPTER 4: ABOUT THE LAST TABLETOP SHOPPING TRIP .........cccooiiirrrrrrnnnnee. 63
MOST TABLETOP SHOPPERS MADE ONLY ONE SHOPPING TRIP IN PAST YEAR 64
Figure 23: More than One Shopping Trip fOr TabletOp ........ceeieueriieieiieierieeierie ettt sre e ese s ees 64
SELF PURCHASING DOMINATED IN MOST RECENT PURCHASE 65
Figure 24: Most Recent Purchase for Self or as Gift ..........cooerieiiiiiiiiiini e 65

TYPE OF TABLETOP ITEMS PURCHASED MOST RECENTLY WERE DISTRIBUTED FAIRLY
EVENLY ACROSS ALL TABLETOP CATEGORIES 66
Figure 25: Type of Tabletop Items Bought Most RECENtLY .........cccccueciiiriininiiniiiiiiiiiinecceeec e 66
ABOUT SPENDING ON MOST RECENT TABLETOP PURCHASES 67
Figure 26: Total Spending On Most Recent Tabletop Purchase, Total and by TYPe......ccvecvevereeriieieniereerieseeienienns 67
MOST RECENT PURCHASES OF TABLETOP WERE MADE ON SALE OR AT A DISCOUNT .......coiiiiiiieeeiiee e 68
Figure 27: Most Recent Purchases of Tabletop Made on Sale or at @ DiSCOUNt .........ccccvevierieieireneneneieieceeneen 68
ABOUT MOST RECENT DINNERWARE PURCHASES 69
TYPE OF DINNERWARE PURCHASED MOST RECENTLY ...ovviiiiiiiiiiiiiieee e ettt e e e e eeeitteeeeeeeeeataaseeeeeesenenssenseeessnnnnnnns 69
Figure 28: Type of Dinnerware Bought Most RECENtLY .........cceriiieiiiiiiiniieciee e 69
STYLE OF DINNERWARE PURCHASED.......cccuiiiiiiiiiiiiiiiiitiiii ittt 70
Figure 29: Style of Dinnerware Purchased Most RECENtLY .......cc.coueiiiriiiniiiiiiiieeec e 70
DISTRIBUTION OF SPENDING ON MOST RECENT DINNERWARE PURCHASE ........uvoiiiiiiiiieiiie et 71
Figure 30: Distribution of Spending on Dinnerware in Most Recent Purchase .............coccoeveieinincninencnncneee 71
ABOUT MOST RECENT GLASSWARE PURCHASES 72
TYPE OF GLASSWARE PURCHASED MOST RECENTLY ....ooiiiiitiiiiiiiieeeetiee ettt e ettt e e eeteeeeeteeeeeetveeeeeateeeeeaaaeeeeaseaeennns 72
Figure 31: Type of Glassware Bought Most RECENtLY .........cccoeriiriiiiiiiiiniice e 72
DISTRIBUTION OF SPENDING ON MOST RECENT GLASSWARE PURCHASED ........uvtiiiiiiieeeieieeeciieeeeeieeeeeieeeeeeiveee e 73
Figure 32: Distribution of Spending on Most Recent Glassware Purchased ............cccocevevineiennninencnecncneee 73
ABOUT MOST RECENT FLATWARE PURCHASES 74
TYPE OF FLATWARE PURCHASED MOST RECENTLY .....uuutiiiiiieeiieiitteeeeeeeeeintrereeeeeessntsareeeesessssssssesseeessssssssssseessssnsnnnes 74
Figure 33: Type of Flatware Bought Most RECENtLY .........cccceriiriiiiiiiiiiinieic e 74
DISTRIBUTION OF SPENDING ON MOST RECENT FLATWARE PURCHASE .......ocoiiiiiiiiiiie e 75
Figure 34: Distribution of Spending on Most Recent Flatware Purchase ...........cccccooeveninineinniincnceenceeee 75

ABOUT SERVINGWARE AND TABLETOP DECORATIVE ACCESSORIES PURCHASED MOST
RECENTLY 76
TYPE OF SERVINGWARE AND/OR TABLETOP DECORATIVE ACCESSORIES PURCHASED MOST RECENTLY ................ 76
Figure 35: Type of Servingware and Tabletop Decorative Accessories Bought Most Recently by Type of Material. 76
Figure 36: Type of Servingware and Decorative Accents Bought Most Recently, Details ..........c.ccoceveveininincnenne. 77

Page 4

5/14/2006 ©Unity Marketing, 2006



TABLETOP MARKET REPORT, 2006

DISTRIBUTION OF SPENDING ON MOST RECENT SERVINGWARE AND TABLETOP DECORATIVE ACCESSORIES

PURCHASE ...ttt sttt ettt sttt ettt ettt b e et e a et e a e e e bt s a e bt bt eat et et e bt sh e bt eaeeatemtentenbe st e e bt sueeueeneensenee 78
Figure 37: Distribution of Spending on Most Recent Servingware and Tabletop Decorative Accessories Purchase . 78
ABOUT OTHER TABLETOP ACCESSORIES PURCHASED MOST RECENTLY 79
TYPE OF OTHER TABLETOP ACCESSORIES PURCHASED MOST RECENTLY .....ceutiiiniinieniinienieeireieienreneeeiesieeneeeennene 79
Figure 38: Other Tabletop Accessories Purchased Most ReCently ..........ccociviiiiiiieiiiiinieeeecee e 79
DISTRIBUTION OF SPENDING ON MOST RECENT OTHER TABLETOP ACCESSORIES PURCHASE .......ccccoinereeiieneennenn 80
Figure 39: Distribution of Spending on Most Recent Other Tabletop Accessories Purchase..........ccocceeveeriecnnnee. 80
REASONS WHY CONSUMER MADE MOST RECENT TABLETOP PURCHASE 81
Figure 40: Primary Reasons Why Made Most Recent Tabletop Purchase..........cccooveeiiiinineieineiieeeeceeee 81
BUYERS DISCUSS THE CHOICES THEY MAKE IN SELECTING TABLETOP ITEMS.........ccccceceeeeeuenne 82
MOST FAVOR PLAIN WHITE DISHES WITH MINIMAL PATTERNS ......uttiiiiiiiiiiiiieeeeeeeiiittereeeeeeeeetnneeeeeeeseeisnssessseeseesnnnnes 82
DIFFERENT SHAPES AND STYLES ATTRACT SOME TO BUY MORE ......cccciiiiiiuiiiieieeeeeiitrereeeeeeeeeitreeeeeeeeeeesnsseeeeeeeeennnnes 83
SHOPPERS WANT FLEXIBILITY TO SELECT THE PIECES IN THEIR SETS, NOT HAVE THE MANUFACTURER DECIDE FOR
THEM ..ttt ettt ettt sttt ettt b e et b e s bt bttt e s st bt sh e e bt e st et et et b e s h e bt ea e R s et e b e a e sh e bt ea e st et et e et besaeese et ennenne &3
SOME PEOPLE LIKE CONVENIENCE OF BOXED SETS ....c..ccuteuteuteiteieienientieseesteteestetentesaessesseeneeseensensessessesueeseeneennensennes 84

MANY PREFER MIXING-AND-MATCHING DISHES AND SERVING PIECES, OTHERS LIKE A SET THAT REFLECT A MIX-

AND-MATCH FEEL....c.ciuviiiiiiiiiiiiiiiiiiiiiiin it

STYLE IS IMPORTANT DIMENSION IN TABLETOP CHOICES
Figure 41: Terms that Describe Features & Attributes Shoppers Look for in Tabletop

THEY WANT TABLETOP WITH AN EMPHASIS ON FUN! ..ottt 86

THEY WANT TOP QUALITY, BUT THEY WANT IT ON SALE ....iiiiiiiiuiiireeeeeeiiiiiteeeeeeessntrteeeeeeesssssssseesesessssssssesseesssssnnees

DISHWASHER IS FOR USING, EVEN IF AN ITEM ISN’T STRICTLY ‘DISHWASHER SAFE’ ......ccccvvieeiriieeniieeeeireeeeireeeenns

SIZE AND DESIGN ARE OTHER DIMENSIONS OF STYLE THAT PEOPLE ARE PARTICULAR ABOUT

PLACE OF ORIGIN CAN CONNECT WITH PEOPLE BASED UPON THEIR ETHNICITY .....cccceuvieeiireeeesereeeennreeesnreeesseseesennes

DESIGNER BRAND DOESN’T REALLY LEND VALUE IN THE TABLETOP PURCHASE EQUATION ............

IN FLATWARE PEOPLE LOOK FOR WEIGHT .......uuvviiiiiiiiiiiiiiiieeeeeeeeiiteeeeeeeeeeetaaeeeeeeeeeesnssseeeeeeeennnssenens

SERVING DISHES THAT MATCH DIFFERENT SETS ARE IN DEMAND

STEMWARE IS MORE FLEXIBLE AND ALLOWS ONE TO CHANGE THE LOOK OF A TABLE EASILY AND INEXPENSIVELY 90

WHAT THEY LOOK FOR IS GLASSWARE ......ccuteutiuieuieientinienttetteitestetestestesae et estess et essesaesteebesueensesnensensesaeebesueeseeneensenne 90
WHERE THEY MADE THEIR MOST RECENT TABLETOP PURCHASE 91
Figure 42: Where Most Recent Tabletop Purchase Was Made.........c.coceveriiiiiiininininiiiiicnnencceeeeseeee e 91

MOST TABLETOP SHOPPERS DIDN’T SHOP AROUND........coutiuiiuieuienietinieniieteeieententetestesteereseeensessensensessessesueeseensensenne 92
CHAPTER 5: ABOUT ALL TABLETOP PURCHASES ..........eeeeeeeennennennnnnnns 93
PEOPLE SHOP MOST OFTEN FOR SERVINGWARE AND TABLETOP DECORATIVE ACCESSORIES
AND DINNERWARE 93
Figure 43: Number of Shopping Trips by Type Of PrOAUCE ........cceiieriieieieiieieeiee et 93

TYPE OF TABLETOP BOUGHT THROUGHOUT THE YEAR 94
Figure 44: Type of Tabletop Purchased in Past YEar ..........ccooeiiieiiiiiiieee s 94

TYPE OF DINNEWARE BOUGHT IN PAST YEAR 95
Figure 45: Type of Dinnerware Purchased in Past Year..........cocooeieiiiiiiiniee e 95

STYLE OF DINNERWARE BOUGHT IN PAST YEAR ..c..ectiitiiiiiiteiieieienie sttt ettt sttt ettt 96
Figure 46: Style of Dinnerware Bought in Past YEar ..........ccooiiieieiiiiiiiiiee e 96

TYPE OF GLASSWARE BOUGHT IN PAST YEAR 97
Figure 47: Type of Glassware Bought in Past Year...........cooiriiiieiiiiiiieee e 97

Page 5

5/14/2006 ©Unity Marketing, 2006



TABLETOP MARKET REPORT, 2006

WINE TASTINGS ARE GROWING PASTIME 98
TYPE OF FLATWARE BOUGHT IN PAST YEAR 99
Figure 48: Type of Flatware Bought in Past YEar .........ccooiiiiiiiiiiiiiieeee e 99

TYPE OF SERVINGWARE AND TABLETOP DECORATIVE ACCESSORIES BOUGHT IN PAST
YEAR 100
Figure 49: Type of Servingware and Tabletop Decorative Accessories Bought in Past Year by Type of Material.. 100
Figure 50: Type of Servingware and Tabletop Decorative Accessories Purchased in Past Year, Details.................. 101
TYPE OF OTHER TABLETOP ACCESSORIES BOUGHT IN PAST YEAR 102
Figure 51: Type of Other Tabletop Accessories Purchased in Past Year.........ccccoeoviiiiiiiineiiiieeeeecceee 102
CHAPTER 6: ABOUT WHERE TABLETOP SHOPPERS SHOP AND WHY ........... 103
TYPES OF STORES WHERE TABLETOP SHOPPERS SHOP 103
Figure 52: Type of Stores Where Tabletop Purchases Were Made in Past Year........cccceeveviecieniecieneeienieseeienenn 103
TOP TWENTY FAVORITE STORES FOR TABLETOP SHOPPING 105
Figure 53: Top Fifteen Tabletop REtalers.......c.ccieiiriiiieiieieiesiieiesie ettt sttt ssesseensesseesnenseas 105
TABLETOP SHOPPERS’ FAVORITE DEPARTMENT STORES .....cuttitteitieteeteeieeitesieesteenteenteenteeneesseesseesseensessesnsesaeesus 106
Figure 54: Tabletop Shoppers Favorite Department StOTES .........c.ecuieverierierieeieierieeiesieeresieeeesaeeeseeeseessesseesseneeas 106
TABLETOP SHOPPER’S FAVORITE HOME FURNISHINGS STORES.......ceittittittiteniienieenieenieenteeetesieesteesieenseeseenaesaeesae 107
Figure 55: Tabletop Shoppers' Favorite Home Furnishings Store ...........cccveeviviecieniiicienieieieccee e 107
TABLETOP SHOPPERS’ FAVORITE DISCOUNT STORES ......ecuttitiiitientienieeteeteaitesitesteenteenteenteessesieesseesseenseesesnsesaeesas 108
Figure 56: Tabletop Shoppers' Favorite DiSCOUNt StOIES........ccueriierierieiierieeieriieiesieeteieeeesieseeeteseeesseseensesseessensens 108
TABLETOP SHOPPERS’ FAVORITE LUXURY RETAILERS .......ceeiiitiiitietieteeieete st stee st et eneeeneeeneesseesseesneeseeneesneesne 109
TABLETOP SHOPPERS’ FAVORITE TABLETOP SPECIALTY OR TABLETOP OUTLET STORES .....ccveviieniieienienieneenne 109
Figure 57: Tabletop Shoppers' Favorite Tabletop Specialty or Outlet StOreS ........cccvevveeieriereerienieiereeiesieeeeieneeas 109
TABLETOP SHOPPERS FAVORITE NON-STORE RETAILER .....ccuutittiitiiiiiiiiieiie st stce ettt sieesiee b e s e 110
Figure 58: Tabletop Shoppers' Favorite Non-Store Retailers .........ccoccvevverieciinieiieniiiieieeceieseeeeee e 110
THE ROLE OF GIFT REGISTRY IN INFLUENCING WHERE PEOPLE SHOP FOR TABLETOP........ 111
Figure 59: Role of Gift Registry in Influencing P1ace t0 SNOP .....cccvieieieriirieiicieiecee e 111
INFLUENCERS THAT ARE VERY IMPORTANT IN SELECTING STORE IN WHICH TO SHOP........ 112
Figure 60: Influencers that Are Very Important In Choosing Store in Which to Shop.......cccceeeveviecierienienienieieen. 112
BUYERS DISCUSS SHOPPING FOR TABLETOP 113
CRATE AND BARREL MENTIONED REPEATEDLY AS A FAVORITE SOURCE FOR DISHES AND TABLETOP ACCENTS..... 113
DEPARTMENT STORE SERVICE, OR LACK THEREOF, IS TURNING OFF SHOPPERS .......uuuuuuururururrreeerrrsesenssrernsesnrenennnnn 115
SHOPPERS HAVE MANY MORE OPTIONS TODAY SO THEY DON’T HAVE TO SHOP THE MOST EXPENSIVE STORES ...... 116
SHOPPERS FAVOR STORES THAT HAVE GOOD RETURN POLICIES .....cc.ueeuttrureniieniienieenieetenitenieesieenseeseennesenesnesseenses 116
INTERNET SHOPPING NOT SO GOOD FOR TABLETOP BECAUSE OF THE WEIGHT OF THE ITEMS ........cuuvvuuvuvveinrnrennnnnnns 117
REASONS WHY THEY WENT SHOPPING FOR TABLETOP ITEMS ......eeoutiniiiieriinienitenieenieeteenteeeresinesieenieenieesesnnesmeenus 118
SHOPPING FOR TABLETOP IS MORE FUN THAN SHOPPING FOR OTHER KINDS OF THINGS .....c.cccocteruierieuenrenieeieennees 119
WHAT MAKES FOR A GOOD TABLETOP SHOPPING EXPERIENCE .....c..coiuteiiriinienitenieeieeteenneeeresinenieesieenseenseennesnnenae 119
A GREAT SHOPPING EXPERIENCE ALSO CONTINUES ONCE YOU GET HOME .......cccuiriinieiieiienrinirenirenieenieeneennesene e 120
CHAPTER 7: ABOUT BRIDAL AND GIFT MARKET FOR TABLETOP ................... 121
GIFTING ONLY OCCASIONALLY IMPORTANT AS A PURCHASE MOTIVATOR 121
TYPICAL GIFTER SPENT JUST UNDER $2,000 BUYING GIFTS IN 2005 122
Figure 61: Total Spending on Gifts, 2005 .........ccieiiiririeriieieie ettt ettt et st eeeestesaeebesaeentesseesesseensenseas 122

Page 6

5/14/2006 ©Unity Marketing, 2006



TABLETOP MARKET REPORT, 2006

Figure 62: Holiday Gift Giving, Spending and Purchase INCidence ...........coccoveriereiiininiinineeececeeseee e 123
Figure 63: Gift Giving Occasions, Spending and Purchase Incidence............coceecueveiieiinieninieniiieececcee 123
TYPES OF PRODUCTS PEOPLE CHOOSE FOR GIFTING 124
Figure 64: Gift Product ChoiCes, 2005 .......c.oiiiiiriiiierieeteet ettt ettt ettt st e b bt et sbe et e sbe et e sbesaaeneeas 124
WHERE GIFTERS SHOP FOR HOME FURNISHINGS & GIFTABLE GIFTS 125
Figure 65: Where Gifters Shop for Home Furnishings & Giftable Gifts...........coocevieiinienininienineneienceceeeee 125
MOST POPULAR HOME FURNISHINGS & GIFTABLE GIFTS 126
Figure 67: Most Popular Giftable Gifts, 2005 ..........cccerieiiirieierieeeeeese ettt ettt s sbeenae e 127
ABOUT BUYING TABLETOP OFF A GIFT REGISTRY 127
MANY SHOPPERS LAST PURCHASE WAS MOTIVATED BY BRIDAL/GIFT REGISTRIES .......ccevvuvieeiiieeeeiieeeeeneeeeinneeeens 127
GIFT SELECTIONS ARE GENERALLY THINGS THE PERSON WON’T BUY FOR THEMSELVES ........ccceveeiiiiiiirreeeeeeeeennnns 128
GIFTERS WANT TO GIVE ENOUGH ITEMS TO MAKE A MEANINGFUL GIFT ....uvviiiiiiiiiiireeeeeeeeeeiiirreeeeeeeeeeinnneeeeeeeeennnnes 128
PEOPLE ARE SKEPTICAL ABOUT THE SELECTIONS THAT YOUNG BRIDES MAKE ON THEIR REGISTRY ......vvvvvevrvennnne 129
PACKAGING OF GIFT ITEMS IS AN ADDED CONCERN........uuuuuuuuuuutuuurerssssssesssssesssesssssssssssssssssesesssssesss...............——————. 130
ONLINE BRIDAL REGISTRIES ARE VALUED .....uuuiiiiiiiiiiitteeeieeeeeeiiieeeeeeeeeesessasseeessssssssesseessssssssnssessessssssssssesessssmmnnees 130
BRIDES DISCUSS TABLETOP AND BRIDAL REGISTRIES 130
FOR BRIDES BRANDS NOT AN IMPORTANT FACTOR IN TABLETOP SELECTION ......ccouvvvviieieeiiiiieeeeeeeeeeniaeeeeeeeseennnnnees 131
BRIDES BELIEVE CASUAL IS “EVERYDAY” WHILE FORMAL IS “EXPENSIVE AND FRAGILE” ......cccoiiiiiiiiiieeeeeeieennnns 131
BRIDES OFTEN INHERIT MOST OR ALL OF THEIR TABLETOP ......uuvuviiiiiiiiiiiierieeeeeeieiieeeeeeeeeeensaeeeeeesssesanseessesssssnnnees 132
BRIDAL REGISTRIES ARE AN OPPORTUNITY TO SELECT ITEMS THAT ONE MAY NOT PURCHASE FOR ONESELF ......... 132
BRIDES SAY PRICE IS A CONCERN WHEN CREATING A REGISTRY ...ceoeiiiiiiiiieriieeeeeiiiiiureeeeeeeeeiissreeeeeeeeesissseresessennnnnes 133
BRIDES RETURN INCOMPLETE SETS FOR CASH OR EXCHANGE .....uvviiiiiiiiiiiiriieeeeeieiieeeeeeeeeeesiaseeeeeeeeeesareeseseseeeninnnes 133
BRIDES NEED EDUCATION ABOUT HOW TO UNDERSTAND, USE AND MAINTAIN TABLETOP .......cccceeeveiurieeeeeeeeennnnes 134

WHITE AND NEUTRAL PATTERNS POPULAR AMONG BRIDES WHO ANTICIPATE A LIFE FULL OF CHANGES; OTHERS
CHOOSE TO DELAY TABLETOP PURCHASES .....uvvtiieiiiiiiitttteeeeeeeiiiiureeeeeeeeseitasseseseeeeesssseseseeseesssssssseesessissssessseemnsnsees 135
BRIDES CHOOSE STORES FOR THEIR REGISTRY BASED ON FAMILY CONVENIENCE .......ccccoiiiiuiiieeeeeiiiiieeeeeeeeesennnens 136
SOME BRIDES LOOK TO PAST EXPERIENCE FOR REGISTRY STORE SELECTION ......uuvvtiiiiiiiiiieereeeeeiiineereeeeeessnnnneeeeess 137
GROOMS NOT INVESTED IN THE REGISTRY PROCESS .....uvvvieiieiiiiiierieeeeeeiiiuereeeeeesiesasseeeseessssssssesseessssssssesssssssnnsnees 138
BUT GROOMS ARE INTERESTED IN BARWARE ......cccoitiiuuiiiieeeieiiiitieeieeeeeeeitaereeeeeesinssaeseseseessnsssssssseessssssnsseeseesssmnsnnes 139
BRIDES SELECT TABLETOP BY THE WAY THEY IMAGINE THEMSELVES ENTERTAINING ......cccuvvveeeieeiiiineeeeeeeeeeennnens 139
BRIDES WANT TO GIVE GIFTS THAT OTHER BRIDES WANT .....cccoiuviriiieeeiiiiiereeeeeeeeeitaeeeeeeeeeesasseeeseeeeeesasseeesesssnnsnnnes 140
CHAPTER 8: ABOUT TABLETOP BRANDS ... ressirsarssnsesssssnnssnssennes 141
DURING TABLETOP DISCUSSION GROUPS BRAND AWARENESS WAS FAIRLY LOW ......cccceeeeene 141
Figure 68: Unaided Awareness of Tabletop Brands by Focus Group Respondents.............cccecerirenenieninincnenennns 142
AIDED TABLETOP BRAND AWARENESS AND USAGE 143
Figure 69: Aided Brand Awareness OVETall.............coeiiiiiiinieieieiec ettt 143
TOP BRANDS BY PURCHASE ONLY ..vtviiiieieeiietieeeeeeeeeeiteeeeeeeeeeeaaeeeteeeeessnsasseeessssssnssasseesssssssassseeesssssssassseseessssmnnees 144
Figure 70: Top Ranked Brands by PUICRhASE. ........cc.coieiiiiiiiiieieeesree e 144
GIFT REGISTRY INFLUENCES LESS THAN 80 PERCENT OF PURCHASERS 145
Figure 71: Gift Registry Influence on Brand Purchase..........c.cooeoeiiiiiiiiinieeeeee e 145
CHAPTER 9: ABOUT THE LUXURY TABLETOP CONSUMERS ......ccoccoviiimiienirennes 147
TYPICAL LUXURY CONSUMER OWNS ABOUT TWO SETS OF FINE DINNERWARE .........cccccceeeneee 148
Figure 72: Number of Dinnerware Sets Owned by Luxury CONSUMETS .........ccueeeeruerierienienienierienieeieseeeseesieeneneeas 148

Page 7

5/14/2006 ©Unity Marketing, 2006



TABLETOP MARKET REPORT, 2006

ONLY 13 PERCENT OF LUXURY CONSUMERS BOUGHT LUXURY TABLETOP IN 2005 .................. 149
Figure 73: Luxury Home Purchase Incidence, 2002-2005 ..........ccoootiirirenienieieieniesiesee et naene 149
AVERAGE AMOUNT LUXURY CONSUMERS SPENT ON LUXURY TABLETOP DECLINED IN 2005
150
Figure 74: Home Luxury Spending 2004-2005 ..........ccoetriiirereieieieteetestetes ettt sttt eese s stestesaeseeseenessesseneens 150
LUXURY CONSUMERS’ INCOME STRONGLY RELATED TO SPENDING ON LUXURY TABLETOP ........ccccccevuiirinuinninnnnnns 150
GENXERS OUTSPENT BOOMERS ON LUXURY TABLETOP.......c.cectirtimtinieriiniteitentetentenieneeeieeseensesesessesseesesueensensensen 151
LUXURY WOMEN CONSUMERS SPENT MORE THAN MEN BUYING TABLETOP ......cccocerirerieieieienieneeeieneeeeeeeeennen 151
LUXURY CONSUMERS SHOP FIRST AT DEPARTMENT STORES FOR TABLETOP..........cccccceeureuuene. 151
TYPE OF LUXURY TABLETOP BOUGHT 152
Figure 75: Type of Luxury Tabletop Bought, 2004-2005.........cc.coeiiirinininieieieteiese ettt 152
LUXURY CRYSTAL DETAILLS ..ottt bbb 153
Figure 76: Luxury Crystal Product DEtailS.........c.cccievieriieiieriieieniieiesieeeesieetesieeeeieseesesseeaesseessessaessesseensessesssensens 153
LUXURY DINNERWARE DETAILS.......eiiiiiiiiiiiieiicie ettt ettt ettt et et e me e ene s sae 154
Figure 77: Type of Dinnerware Tabletop Bought, Details...........c.ccvviririniriiiiiiiiiecesceeeecee e 154
LUXURY FLATWARE DETAILS ..ottt e st st et s e s ie et esne e emnesane e 155
Figure 78: Type of Flatware Tabletop Bought, DEtails .........ccecueiriririniiniiiiiincreee e 155
FAVORED LUXURY TABLETOP BRANDS 156
Figure 79: Luxury Consumer Tabletop Brand Awareness & Purchase ...........ccccceoeveieniiieniininineneececnceene 156
LUXURY CONSUMER’S PURCHASE MOTIVATION FOR TABLETOP 156
CHAPTER 10: ABOUT TABLETOP CONSUMERS' ATTITUDES AND
L0 YN I 0 T 159
OVERALL CONSUMER ATTITUDES ABOUT TABLETOP 165
Figure 80: Consumers' Attitudes about Tabletop
Figure 81: Desires of the Tabletop CONSUIMET ..........ccueieiiiiiieieieeete ettt ettt ettt st et ee e e nesbenseeene
FOUR PERSONALITIES FOUND IN TABLETOP MARKET 168
Figure 82: Four Tabletop PerSONalities. ..........eierieieieiiiitiieieiei ettt ettt ettt sttt ne b nneeene 168
ATTITUDES BY PERSONALITY SEGMENT 170
Figure 83: Attitude Statements by Personality SEZMENts .........cc.coveiriririreieeereeiesee e 171
NEO-CONSERVATIVE CONRAD/CONNIE IS NEITHER HOT OR COLD ABOUT TABLETOP........... 172
CASUAL CAROL WANTS IT EASY, QUICK AND CASUAL 173
FORMERLY-FORMAL FRANCES BOUGHT FORMAL ONCE, BUT TODAY SHE HAS A NEW
CASUAL LIFESTYLE 173
HELENA THE HOSTESS WITH THE MOSTEST HAS USE FOR FORMAL TABLETOP ...........c.ccccu... 174
PERSONALITY SEGMENTS BY AGE RANGE 175
Figure 84: Personality Segments by Age RANGE.........cceciriiiriiniiiiiiiiiiectceere ettt 175
FIELD GUIDE TO THE TABLETOP PERSONALITIES 176
Figure 85: Field Guide to the Tabletop Market CONSUMETS...........ccooueuiiiiiiniiiiiiiiiieiiieeeeceeec e 175
SELLING TO THE PERSONALITY SEGMENTS 177
TABLETOP BUYERS SURVEY QUESTIONNAIRE 179

Page 8

5/14/2006 ©Unity Marketing, 2006



