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Introduction 
 
The United States is a large market, full of opportunities for UK companies but it is 
also complex and highly competitive.  
 
With the mission of helping UK companies identify and 
pursue new business opportunities, UK Trade & 
Investment (UKTI) teams in the United States offer a 
variety of support to help companies achieve their 
international potential, including trade missions, events, 
and webinars, and customised consultancy services 
(Overseas Market Introduction Service, OMIS).  
 
This brochure is intended to provide an overview of 
opportunities in the United States, help companies 
consider and understand the challenges, and outline 
the steps required to succeed in this market. 
 

UK companies interested in any of our services in the 
United States should ideally speak first with one of our 
UK-based International Trade Advisors (ITAs).  
Financial assistance and grants are not available from 
UKTI staff in the United States, but UK companies can 
speak to ITAs about export support services like the 
Tradeshow Access Programme, Passport to Export, 
Gateway to Global Growth, and the Export Marketing 
Research Scheme.  Companies in Scotland, Wales, 
and Northern Ireland should contact Scottish 
Development International, Business Wales, or Invest 
Northern Ireland, respectively. 
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U.S. Market Checklist 
 
Due to a common language and culture, the United States can seem like a relatively 
easy market to access. However, it is also a large, crowded, and highly competitive 
economy. It can be easy to underestimate the requirements of a successful US 
strategy. Prospective exporters should consider carefully whether they are ready to 
do business in the United States. 
 
  
The following questions can assist with a critical self-evaluation: 
  

1. Is there a market in the United States for your 
product, service, or content? If so, is the market 
nascent, growing, or already saturated? These are 
key questions to ask and answer before committing 
the required time and expense towards developing 
your company’s business in the United States. 

 
2. Is your company in a stable financial position and 

ready to invest in expanding into new markets? 
Many UK companies underestimate the costs of 
setting up and time required to effectively succeed 
in the United States. It should not be considered a 
short-term process, and setting realistic 
expectations (in terms of time and cost) are 
required. 

 
3. How much manpower, time and financial resources 

can you commit to your US strategy? 
 
4. Have you formulated a market entry strategy? For 

example, do you want to sell online, via a 
distributor, agent, partner, or do you need to set up 
a US entity? 

 
5. What is your Unique Selling Proposition (USP) for 

the US market? Make sure that this is clear, 
concise, well-presented and accessible to your 
potential US customers. 

 
6. Have you developed a compelling sales pitch and 

marketing materials, including a website, around 
your USP?  Have they been developed with a US 
audience in mind? UKTI DC have successfully 
used a Quad Chart as a means of marketing UK 
companies to US government personnel. 

 

7. Do you understand the legal and accounting issues 
associated with doing business in the United 
States? For example, think about whether your 
sales contracts are appropriate, whether your 
intellectual property is protected, whether different 
technical standards and data privacy rules exist for 
your product or service, and whether you are 
covered in the event of liability claims.  Before 
taking any concrete steps in the United States, a 
consultation with a US attorney is usually 
advisable. 

 
8. Does your company export to or do business in 

any other international markets? It is generally 
easier to begin a company’s overseas exports to 
markets that are geographically closer and have 
more experience working with UK companies, such 
as Ireland and other EU countries, before tackling 
the United States. 

 
9. Do you have the capacity to fully exploit 

opportunities? Can you build on any initial success 
and meet increased customer demand? US 
businesses will be open to working with a foreign 
partner but will expect you to meet their customer 
service standards, be present to support any 
issues, and may want accessibility to discuss other 
future opportunities. They do not want to work with 
foreign companies that are ‘in it for the short term’. 

 
10. Have you evaluated the logistics required to export 

in the United States? For example, are you 
prepared to invoice in US dollars, and have you 
determined how you will receive payments? How 
will you provide technical support? For physical 
products, have you identified customs duty rates 
and whether you will need a freight forwarder? 
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Market Overview
 
Market Size 

 
According to the most recent statistics available from the International Housewares Association, the 
global housewares market increased retail sales by 2.6% in 2013 to $322.47 billion, with the US market accounting for 
22%. U.S. housewares expenditures increased 3.3% to $69.3 billion.  
 
As the U.S. economy is still recovering at a relatively slow pace, American consumers are remaining selective about 
their purchases. However, consumers do seem to be loosening their belts, which could have positive implications for 
home goods purchases such as housewares. In 2013, the average household spent $584 on housewares according to 
US government data. 
 
According to market research by Home Furnishings News, the total home furnishings retail sales in the United States 
increased slightly to $170.31 billion, representing a +4.2% increase correlating with the increase of home sales. The 
housewares industry experienced the most growth with a 6% gain in 2013. 

 

Category Segmentation 
 
Housewares 
 
Market size 
 
The nearly $60 billion housewares industry experienced the most growth in home furnishings with a 6% gain in 
2013. 
 

 
Source: HFN State of the Industry Report, June 2014 
 

 
Product Breakdown 
 
According to the IHA 2014 State of the Industry Report, the top four best-selling housewares categories were cookware 
and bakeware (16.8% of housewares sales), kitchen tools and accessories (13.2%) and kitchen electrics (12.2%). 
Tabletop slipped to number four, accounting for 11.5% of sales. These four categories accounted for 52% of industry 
sales. 

http://www.gourmetinsider.com/ssi/ssi_wordlink_redirect.php?ID=8
http://www.gourmetinsider.com/ssi/ssi_wordlink_redirect.php?ID=8
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Source: HFN State of the Industry Report, June 2014 

 

 
 
According to HFN market research, the whole small-
electrics category is doing extremely well. Blenders/ 
processors racked up an 8.7% increase; coffeemakers 
climbed 7.3%. According to a home industry analyst for 
The NPD Group, “The bright spots were anything to do 
with blending, food preparation and beverage, 
especially single-serve (in coffee).”  

 
Also helping to grow sales in the housewares category 
were floor-care products boosted by retailer offers of 
deep discounts and promotions during the holiday 
season. Upright vacuums were big sellers in 2013, 
accounting for 55% which helped the category rack up 
a 7.7% sales gain.  

 
Cookware, driven by ceramic and environmentally 
friendly coatings, grew 4% last year.  
 
Kitchen tools and gadgets were up 4.5%.

 
Distribution channels 

 
 
 
Mass merchandisers and warehouse clubs 
represented the largest retail channel with 53% of 
housewares sold in 2013. E-commerce was the second 
retail channel with 19% of housewares purchased 
online. 

 
Source: HFN State of the Industry Report, June 2014 

 
Trends 

 
Four trends were identified at the International Home + Housewares Show by editors of trade related magazines: 
 

1) Toy-like small electrics 
2) Individual, single-serve products 
3) Glass: considered safer than plastic and nicer than silicone 
4) Retro 1950s styling 
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Tabletop 
 
Market Size 
 
The tabletop category improved overall (+3.7%) in 
2013 and represented $4.7 billion in retail sales 
according to HFN estimates. While this segment is 
doing better overall, it has been almost flat since after 
the recession, as it has been unable to make up for the 
considerable losses it suffered. However, some 
individual tabletop categories are experiencing strong 
growth such as housewares dinnerware and what the 
NPD Group called “quality casual” dinnerware. 

 

 

Product breakdown 
 

The tableware market can be broken down into three categories: dinnerware (plates, bowls, cups, saucers and mugs), 
glassware (beverageware, stemware and barware of both glass and crystal), and flatware (eating utensils).  
 
 
 
 
 
 
 

 
 
 
 
 
 
 

Dinnerware 
 
China and ceramic dinnerware represent about 75% of 
all U.S. dinnerware sales, with glass and glass-ceramic 
representing about 25%. 
 
The housewares mass market dominates the 
U.S.dinnerware market. Housewares dinnerware was 
one of the strongest tabletop categories in 2013, 
according to HFN calculations, with an approximate 6% 
retail sales gain. 
 
Brick and mortar retailers are devoting more floor 
space to housewares dinnerware (while the square 
footage for upstairs dinnerware continues to shrink), 
and 2014 saw a shift in channels of distribution away 
from the mid-tier segment towards specialty, indepen-
dent and department stores. 
 
Consumer behaviour’s shift from formal entertainment 
to casual entertainment has hurt the traditional bridal  
 
 
 
 

 
 
business and fine china. Typically, very few stores sell 
fine china (department stores, specialty stores). Their  
selection is often limited and the prices high. As a 
result, consumers turn to the Internet to shop for china 
dinnerware out of convenience, and to find a larger 
selection of products at the best prices. 
 
Leading dinnerware brands in the US: Corelle, Lenox, 
Royal Albert, Mikasa, Noritake, Homer Laughlin/Fiesta, 
and Pfaltzgraff  
 
Leading china dinnerware brands: Lenox, Mikasa, 
Wedgwood, Oneida, Royal Doulton, Royal Albert, 
Waterford 
 

                                                                                                       Source: HFN State of the Industry Report, June 2014 

 
 

 
 

Expert feedback: Thomas Scafati, owner of showroom Scafati&Company Inc. 
 
 “British manufacturers had a dominant position in the U.S. tabletop market 20 years ago until 
Chinese manufacturers disrupted their market position by introducing lower price points. British 
potteries like Churchill China and Wood & Sons almost went out of business. However, British 
manufacturers were able to survive by merging. They also stayed round thanks to the enactment 
protective tariffs. Today, Chinese tabletop goods are going up and consumers are increasingly 
attentive to the cultural and qualitative value that goes into tabletop products. If products are of 
quality and the price points reasonable, then British manufacturers can compete.” 
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Glassware 
 
Glassware typically accounts for more than a quarter of 
tabletop sales overall. The glassware market grows 
slowly but steadily year after year. 
 
The majority of casual glassware is sold in four-packs, 
according to NPD, followed by open stock and then by 
multipacks, or multiple-sized pieces in one box, but the 
growth is coming from open stock sales. 
 
Crystal recorded a slight sales increase, aided by more 
contemporary designs and the strength of the brands in 
the business. 
 
Leading glassware brands in the US: Libbey Inc, Arc 
International 

 

 
 
 
 
 
 
 

Flatware 
 
Stainless-steel flatware sales rose ever so slightly with 
department stores seeing growth in this business, while 
sterling silver flatware sales declined by 5% to $69.3 
million. 
. 
Leading flatware brands in the US:Oneida, Lenox, 
Pfalzgraff, Mikasa, Wallace Silversmiths. 
 
 
                                                                                                                    Source: HFN State of the Industry Report, June 2014 

 
 
 
 

 
 
 
 
 
 

Distribution channels 

 

The lion’s share of tabletop sales - are still in brick-and-

mortar stores (87% according to the NPD Group, 77% 

according to HFN Market research), mainly mass 

merchants, warehouse clubs, specialty stores and 

department stores. Despite this, more consumers are 

buying tabletop items online.  

 
                                                                                      Source: HFN State of the Industry Report, June 2014 

Trends & Challenges 

 

Casualization 

 
Consumers trended toward less formal choices and are buying things that are casual, fun, easily consumable and 

affordable, as exemplified by a 6% sales gain in housewares dinnerware. Retailers continued to give more floor space 

Expert feedback: Thomas Scafati, owner of showroom Scafati&Company Inc. 
 
According to Tom Scafati, owner of Scafati showroom within the 41 Madison 
Tabletop showroom building in New York, there are several niche markets that 
British manufacturers should try to take advantage of, namely: “teapots, kitchenware, 
stain bowls, pudding bowls and other kitchen products that are quintessentially 
British”. 

 



  
 

8     

gov.uk/ukti 

Last Revision: January 2015 

to the housewares dinnerware segment, and even bridal sales edged away from upstairs tabletop. It is mainly due to 

the fact that the Millenial generation, comprised of individuals born between 1980 and the mid-2000s and representing 

one-third of the total U.S. population in 2013, is less influenced by traditional tabletop purchasing customs.  

 

The “casualization” trend pushes manufacturers of crystalware, silverware and fine china to reposition and offer 

products that are likely to be used more often. This accessibility should generate more sales, while not compromising 

on luxury and quality.  

 

Rise of online sales  

 

One of the insights in tabletop reported by NPD was the continuing move to online sales. Online sales of tabletop 

goods increased more than 31% from Feb. 2013-Feb. 2014. Overall, online sales account for about 22% of all 

tabletop sales.  Online divisions of brick-and-mortar stores led the way.  

 

E-commerce adoption within the tabletop market is particularly valuable for brick-and-mortar retailers, allowing them to 

keep inventories otherwise limited in-store, and guide their customers to the option of placing an online order while in 

the store (The NPD Group). 

 

 
 
Replacement of common tabletop products 
 

In a recent NPD Group survey conducted in November 2014, about 20% of respondents stated that they expect to 

replace common tabletop products (dinnerware and flatware) and kitchen products (cookware, bakeware and cutlery) 

only once in their lifetime. Even more troubling is that another 20 to 28% (depending on gender – men are on the 

higher end of the range) expect to never replace these products after their initial purchase.  

 

Four trends were identified by editors from Gifts & Decorative Accessories, Home Accents Today, Home & Textiles 

Today and confirmed by one of the leading online home décor retailer One Kings Lane: 

 

1)  Brass: As brass offers a fresh alternative to silver and gold, designers are looking to all things brass. With its 

weight, polish, and warm colour, this metal has an especially modern lustre. Copper and bronze are alternatively used 

for similar effects.    

 

2) Moorish and Arabesque designs of lower Spain, Northern Africa, and the Arabian Peninsula are entering interior 

design. The motifs from this region — graceful arches, intricate geometrics, and calligraphic lines — can be used in 

classic or playful treatments.    

 

3) Small printed designs are being used to break up solid blocks of colour. These tight, scaled-down prints draw 

heavily from floral and nature motifs. 

.    

4) Lakeside Living: These motifs celebrate coastal living in the interior with greens and earth tones, a woodsy mood, 

and Americana accents. 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Opportunities 

 
Bridal registries 
 
Beyond the holiday season, consumer buying behaviour regarding weddings presents a unique opportunity for retailers 
and manufacturers. Bridal registries allow recipients to receive premium products that they may not be as likely to buy 
for themselves, such as expensive dinnerware. Fine and Bone China dinnerware are especially popular with brides-to-
be. For example, 60% of Lenox’s fine china (the only US-based china dinnerware manufacturer) is sold into the bridal 
market. 
 
According to the US Census Department, there are an estimated 2.2 million weddings in the US each year and more 
than 88% of engaged couples set up a bridal registry according to the wedding website TheKnot.com. Most couples 
register at an average of three different retailers with leaders Bed Bath & Beyond, Target and Macy’s representing 70% 
of primary bridal registries. The Housewares & Tabletop Sales Manager is also the one handling bridal registry within 
most of the department stores. 

 
Expert feedback: opportunities in the US tabletop market for UK companies 

 
Laura Spingola 
President 
TRADE RESOURCES Ltd. 
Chicago, IL  
LSpingola@TradeResources.com 
312.939.5030 

 
The UK and U.S. connection offers a good starting point for new exporters to get involved in international trade.  Not 
only do friendly relations present a favorable business climate for UK exporters, but current data attests to growth 
opportunities for tabletop sales in the U.S. market. 
 
Recent data for the 11 month – January to November, 2014 period show tabletop exports of $3.9 million some of which 
is shared with bakeware and cookware segments.  While that total is off 11.8% from 2013, several classifications show 
year-over-year growth including: 
 
Mugs of Porcelain or China, Not Bone …………………………………………………….... +10.7% 
Plastic Trays……………………………………………………………………………………………….. +161.4% 
Other Kitchen and Table Implements of Iron or Steel………………………………… +245.3%  
Kitchen and Butcher Knives, Fixed Blade, Rubber of Plastic Handles………….. +65.1% 
 
Not to be overlooked are categories with large export market shares in tabletop such as:  
 
Other Tableware/Kitchenware for Food or Drink, Not Porcelain/China not in Sets…………………. 12.8% of tabletop  
Sterling Silver Tableware, not elsewhere provided for………………………………………………….  8.5% of tabletop 
Plates, Cups, Saucers, Soup Bowls of Plastic ..…………………………………………………7.5% of tabletop exports 
 
Two trends that UK exporters should be aware of:  
1) The practice of using multiple sets of china/dishware in the U.S. for holidays, special occasions, change in seasons, 
etc., and  
2) The ever-growing tendency to grill/barbecue outdoors.  New product developers can have fun with innovations in 
these categories. 
 
Finally, the strength of the dollar presents good opportunities to price competitively and capture the U.S. consumers’ 
interest! 
 

 
 
 

mailto:LSpingola@TradeResources.com
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Routes to Market 
 

Distribution channels
 
The vast majority of housewares are sold through retailers in the U.S (86.5%). Approximately 9.8% are sold through 

wholesalers, and an estimated 3.7% are sold through Internet channels. 

According to the International Housewares Association, the top 10 US retailers’ share of total housewares sales 

stood at 65.2 percent of the market at the end of 2013.  

The top 10 retailers in 2013 in rank order of housewares sales were: Wal-Mart, Costco, Target, Bed Bath & Beyond, 

Sam’s Club, Williams-Sonoma, Home Depot, Walgreen’s, Dollar General and Kmart. The top ten retailers operate a 

total of 31,990 stores in the U.S. 

 

 
Direct-to-retail distribution of housewares in the U.S. is done through 14 major channels. These include: 

 
Mass Merchandisers/Supercenters  

 
This channel was the sales leader in all housewares categories owning 23.8% of the market share.  
 
Examples: Walmart, Target, Meijer, Sears-Kmart 

 

2014 Revenues $476 B  $72.42 B $36.19 B 

Number of 
stores total 

10,773 1,917 2,548 

Number of 
stores in the U.S 

4,625 1,793 2,073 

Subsidiaries 

ASDA, Neighborhood 
Markets, SAM'S CLUB, 

Supercenters, Wal-Mart 
International Division, 

Wal-Mart Stores 

- 

Kmart Corporation; 
Sears Home 

Improvement; 
Products, Inc; Sears 
Outlet Stores, LLC; 

Sears, Roebuck and Co. 
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Non-store Retailing Channels (15.5% market share)  
 

Non-store retailing (Direct to Consumer via Manufacturer Website, Catalogues/TV and Internet retailers) represented 

the second-largest share of housewares sales in 2013. E-commerce retail sales continue to post yearly total sales 

gains.  

When combined, these houseware retail channels – Direct to Consumer via Manufacturer Website and Catalogues/TV 

and Internet Retailers – reached 15.5% in share of total housewares retail sales versus 15% in 2012 and 13.1% in 

2011.  

 

Example companies include:  

 Catalogues: Lillian Vernon, Sky Mall, Hammacher Schlemmer, etc. 

 Internet Retail: Amazon, Target.com, Walmart.com, Overstock.com, One Kings Lane, Gilt (largest flash sales 

retailer in the US), Rue La La, Ideeli 

 TV: QVC Network, Home Shopping Network, infomercials, etc. 

 

 “Today, with the credibility of non-traditional selling formats (i.e. infomercials) a new product or company has been 

able to come in and handily steal significant market share in a category from long-standing, traditional heritage brands. 

By the same token, retailers are facing unprecedented competition with relatively new formats (i.e. pure play e-

commerce, TV shopping channels and buying direct). Manufacturers and retailers are finding it increasingly challenging 

to compete in this disruptive and changing retail world.” 

Debra MEDNICK, NPD GROUP 

 

As a result of the dramatic growth of Amazon and other online retailers, traditional retailers are seeking strategies to 

combat showrooming, the practice where consumers examine merchandise in a traditional brick and mortar retail 

setting, but then purchase the item online in search of a lower price. Some specialty retailers now request that 

manufacturers develop proprietary products that are channel or retailer specific and not available online. In addition, 

traditional retailers look to emphasize the ease of same-day pickup and better customer service as two advantages 

they have over their online competitors.  

 
Specialty Stores (12.6% market share) 
 
This channel sees the majority of its housewares sales in kitchen tools & accessories, cook & bakeware, and tabletop. 

 
 
Examples: IKEA, Bed Bath & Beyond Inc., Williams-Sonoma, Crate & Barrel, HomeGoods, Sur la Table 

 

Procurement process: This includes online registration to be considered as a potential vendor, filling out a product 

submission form, and follow-up with buyers. Most of the stores have vendor portals as well as suppliers’ guides (ex: 

http://www.vendor.bedbath.com/). 

Each store sets its own policy regarding quality requirements for product testing, product inspections, and social 

compliance, as well as product compliance, packaging, and labelling.  

 

These stores generally require that suppliers hold stock in the United States. U.K. companies usually rely on 

distributors or set up their own logistics structure and use sales representatives who already have connections with 

specialty stores’ key buyers. 

 

Department Stores (11% market share) 
 

This channel sees the majority of its housewares sales in cook & bakeware, kitchen tools & accessories, and kitchen 

electrics. It is the top channel in sale of household textiles. 

http://www.vendor.bedbath.com/
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Examples: Macy’s, Sears, Kohl’s, JC Penney Co. Inc., TJ Maxx/Marshall’s, Bloomingdales, Nordstrom, Saks 5th 

avenue, Bergdorf Goodman, Barneys 

 
 

Procurement process: This includes contacting the buyer in charge of your product category. Department stores such 
as Macy’s have buying offices in London. Distributors and sales agencies have privileged connections with key buyers. 

 

Supermarkets/Food Stores (8.5% market share) 

 

Of the 15 retailers with highest growing market share in 2012, more than half were grocery chains. As grocery stores 

attract shoppers more often than other retailers, grocers have begun to look beyond the cross-selling abilities and start 

stocking a broad selection of housewares at competitive prices, in an effort to better define themselves against 

specialty houseware stores. In addition, grocery stores are increasing sales through smart merchandising by 

connecting housewares with growing food categories and capitalizing on market trends. 

 

This channel sees the biggest share of its housewares sales in cook & bakeware, cleaning products & stick goods, and 

kitchen tools & accessories. It is the share leader in cleaning products & stick goods. 

 

Some major retailers include Kroger, Safeway, Supervalu Inc. and Publix Supermarkets. 

 
 

Home Centers & Hardware Stores (5.7% market share) 

Home improvement centers and hardware stores are retailers that combine the functions of hardware, lumber, 

furniture, decoration, plumbing supply, tools and decoration. Home centers are about 12,000 square feet and generate 

about $5.5 million annually, which means the average reaches $320 per square foot. 

 

This channel sees the majority of its housewares sales in cleaning products & stick goods, household electrics and 

tabletop. 
 

 

2014 
Revenues 

$78.81 B  $53.42 B $4.40 B $1.41 B $2.41B 
$166.6M 

(estimate) 

Number of 
stores total 

2,263 1,754 

285 in 14 
states 

4,645 
independent 

retail locations 
worldwide 

4,600 306 

Number of 
stores in the 
U.S 

1,977 1,715 4,600 

Member-
owned 

cooperative 
of 3,800 
stores 

Subsidiaries 
Home Decorators 

Collection 
Lowe's HIW, Inc. _ 

Taylor Rental, 
Grand Rental 

Station, Home & 
Garden 

Showplace, and 
Induserve Supply 

_ _ 
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Procurement process: Procurement is done by online product submission. Manufacturers should be able to provide a 

whole presentation of the company, its products and a price list in US Dollars. Giving pertinent references is a key 

point; it shows the company’s ability to respond to retailers’ requirements in terms of quality, logistics and delivery time. 

Most of the time, certification by a third party is required. The cost of this certification could reach $10,000 and is to be 

covered by manufacturers. Lowe’s has its own certification process. 

Depending on the product category, the portfolio is usually revised at least once a year, but mostly twice a year for 

seasonal products. It can take from 6 to 10 months before the product is available in stores.  

Once a vendor is approved, retailers test the product in several stores (10 to 30 stores) and if it is successful, they 

make it available in more locations. Due to regional disparities, a product’s price and popularity can vary from one 

location to another in a same chain store. Store managers have access to a centralized database of approved 

suppliers and can make the decision to carry the product. 

 

Warehouse Clubs (4.5% market share) 

Some of the major retailers in this category include Costco Wholesale Corp., Sam’s Club, BJ’s Wholesale Club Inc. 

The majority of sales are in kitchen tools and cook & bakeware. 

 
 

Procurement process: Vendor inquiries are submitted on the vendor portal or by mail to the attention of the appropriate 

buyer at the corporate office. Stock in the US is required. It is advisable to work with sales representatives as they have 

a direct line to all the top buyers. 

 

Drugstores (3.9% market share) 

The majority of sales in this retail channel are in cleaning products and stick goods, cook & bakeware, and kitchen 

tools. Some of the major retailers in this category include: CVS Caremark Corp, Walgreen Co, Rite Aid. 

 

 

 

Gourmet, Gift, Novelty and Souvenir Stores (3.9% market share) 

The majority of sales are in cook & bakeware and kitchen tools & accessories. 

There is no public data on these retailers as they tend to be privately held. 

 

Variety and One-price stores (3.4% market share) 

The majority of sales are in tabletop, cleaning products, stick goods, and kitchen tools &accessories. 

Examples: Dollar Tree, Dollar General, and Family Dollar. 

 

Home Furnishing and Appliance stores (3.1% market share) 

The majority of sales are in storage, household electrics, and cook & bakeware. 

 

Others (4.9% market share) 
 
This channel includes convenience stores, garden centers, patio specialty stores, and all others. It sees the majority of 

its housewares in cook & bakeware and kitchen tools. 
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Source: IHA 2013-2014 Membership Survey 

 
Retail channels where percentages of total housewares sales (versus prior years) increased in 2013 include:  
Internet retailers, supermarkets, warehouse clubs, variety/one price stores and others (c-stores, garden centers, patio 
specialty). 

 
Key considerations 

 
The US is a large market full of opportunities for UK companies, but they need to understand its characteristics: 
 

 Casual style dominates the housewares market 

 American consumers look for easy-to-use, functional products 

 Tastes can change quickly, colours play an essential role, and there is an ever-changing demand 
 
The marketing and promotional budget is higher in the U.S. than in Europe, representing at least 15% of the product’s 
market value. 
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Recommendations 
 
A multichannel approach with a presence in stores, in catalogues, and on the Internet is often profitable for UK 
companies. 
 
Given the high quality offering and positioning of UK housewares products, there are several recommended avenues 
for UK companies trying to break into the U.S. housewares market: 
 

1) Department stores and high-end specialty stores 
 

2) Licensing agreements and contract manufacturing agreements with key distributors can avoid costly 
investments associated with creating brand image  
 

3) Joint ventures are very common within the housewares industry, as it allows companies to benefit from a local 
knowledgeable sales force with an established distribution network, while maintaining control over pricing, 
merchandising, and brand development 

 
4) Sales through catalogues or via e-commerce websites offer the opportunity for UK exporters to conduct a cost-

effective product test among consumers. It is also an excellent way to gain brand recognition 
 

5) UK companies should also study potential business partnerships with UK-based companies that have a U.S. 
presence and offer a complementary range of products 
 

6) Mergers & acquisitions: In 2013, Appliances & Housewares accounted for 9% of all the M & A transactions in 
the U.S. Retailers are reducing the number of vendors and partnering with those that are value-added, not just 
offering the lowest prices. These value-added services include a broad product portfolio, merchandising 
programs, in-store promotions, just-in-time inventory, category and inventory management, efficient 
distribution, and customer service.  To develop these attributes, companies could opt for business 
combinations such as mergers and acquisitions. 

 
It is common for new-to-market UK companies to use manufacturers’ representatives as a full or partial element in their 
sales function. Trade associations may have a directory of rep organizations (e.g. International Housewares 
Representatives Association: https://www.housewares.org/pdf/2014_IHRA_Locator.pdf). You could also refer to the 
merchandise marts’ websites for a list of sales representatives with showroom displays.  
http://41madison.com/ 
http://www.americasmart.com/#/ 
Routes to market 
 

 

 

 

 

 
 
 
 
 
 
 

Expert insight: Orlando Gencarelli, Sales Manager, U.S. Market at Dartington Crystal 
 

“European goods do benefit from a cultural cachet but the UK does not enjoy it as much as other 
countries. UK manufacturers need to emphasize that their products are European and 

handmade.” 
His advice is to, “be patient and know your expectations. It’s not just because there are over 300 

million consumers that your product will sell. It takes time and investment. It took Dartington 8 
months before it was finally ready to start distributing.” 

 

https://www.housewares.org/pdf/2014_IHRA_Locator.pdf
http://41madison.com/
http://www.americasmart.com/#/
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Expert feedback: Orlando Gencarelli, US Sales Manager at Dartington Crystal: 
   

 Distributor: If you’re 3,000 miles away, then you can’t sell directly, you need a distributor 
on-the-ground. U.S. stores often require this as they need to be able to reorder from the 
business online, which implies having a stock in the U.S. with a distributor that can move 
the goods. It is very complicated to ship products to the U.S. from Europe on a weekly 
basis. Tabletop manufacturers need to devote stock and distribution to be able to react 
quickly. Furthermore, stores ask that you be electronically proficient, and that is not 
necessarily feasible from foreign countries. 
 

 JV: A joint venture is a great option. It enables the manufacturer to have a management 
team and sales force on the ground that knows the market and has a distribution network 
while still retaining control over branding and merchandising. It is a great way to share 
costs. 
 

 Traditional importer: In this option the company does run the risk of losing its identity 
because the importer would distribute multiple brands. If your brand doesn’t have a strong 
differentiating factor, it may lose out. This option makes more sense for commodity items: 
gadgets like potato peelers because in that instance you need an importer that specializes 
in that type of product. For the tabletop industry, you need a distributor that carries a few 
brands that are complementary. 

 

Expert feedback: Thomas Scafati, owner of showroom Scafati&Company Inc. 
 

 Traditional Importer: the problem with traditional importers is that they own the 
manufacturer’s products. They are strictly profit-seeking and do not invest in branding and 
merchandising. A risky option as they walk away if they are not making enough profit. 
 

 Thomas believes a JV is one of the best options for foreign companies looking to enter the 
US market. It enables them to harness a local sales network on-the-ground while 
maintaining autonomy in pricing, merchandising, and brand development. The entity in the 
US becomes the management and handles marketing and sales. The split is usually 60/40 
for the manufacturer at wholesale. 

 

 Direct shipping: In this scenario, all the foreign manufacturer needs is an agent. It can still 
set up a national salesforce. The manufacturer can use the mark-up it would have paid the 
importer to finance shipping logistics. 
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ExpertsTestimonials 
 
 
Tom Scafati, TL Scafati LLC: 
TL Scafati LLC 
New York Merchandise Mart 
41 Madison Ave. 7 Floor 
New York, New York 10010 
Phone: 212-686-8784 
Fax: 212-779-9380 
Cell: 646-341-1136 
Email: SCAFATI@aol.com 
 
What are some of the current trends in the industry? 
 

 British manufacturers dominated the U.S. tabletop market 20 years ago until Chinese manufacturers disrupted 
their market position by introducing lower price points. British potteries like Churchill China and Wood & Sons 
almost went out of business. However, British manufacturers were able to survive by merging. They also 
stayed round thanks to the enactment protective tariffs. Today, Chinese tabletop goods are going up and 
consumers are increasingly attentive to the cultural and qualitative value that goes into tabletop products. If 
products are of quality and the price points reasonable, then British manufacturers can compete. There are 
several niche markets that they should try to take advantage of, namely: teapots, kitchenware, stain bowls, 
pudding bowls and other kitchen products that are quintessentially British. 

 
What trade show would you recommend to gain exposure? 
 

 It could be interesting for British manufacturers to share the costs of displaying their products at the 41 
Madison New York Merchandise Mart show room, referred to as “the international tabletop building”. The New 
York Tabletop Show is taking place in the building in April. I also recommend the International Houseware 
Show that will take place in Chicago in March. It is vital to be proactive and gain exposure through these types 
of events. 

 Other shows: Atlanta Gift Market and New York Gift Market 
 
What advice do you have for UK manufacturers looking to enter the U.S.? 
 

 Having the right management team on the ground is crucial. Management needs to understand how the 
product fits into U.S. market and be able to merchandise it. 

 Have the right national sales team in place. The Sale Reps will be the ones bringing in revenue. 

 Be proactive and attend all relevant trade shows. 

 Come in as a group of companies to show rooms to save money. 
 
What are some of the different options for entering the U.S. market? 

 Traditional Importer: the problem with traditional importers is that they own the manufacturer’s products. They 
are strictly profit-seeking and don’t invest in branding and merchandising. A risky option as they walk away if 
they are not making enough profit. 

 Tom believes a JV is one of the best options for foreign companies looking to enter the US market. It enables 
them to harness a local sales network on-the-ground why maintaining autonomy in pricing, merchandising, and 
brand development. The entity in the US becomes the management and handles marketing and sales. The 
split is usually 60/40 for the manufacturer at wholesale. 

 Direct shipping: In this scenario, all the foreign manufacturer needs is an agent. It can still set up a national 
salesforce. The manufacturer can use the mark-up it would have paid the importer and use it to finance 
shipping logistics. 

 
 
 
 
 
 

mailto:SCAFATI@aol.com
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Orlando Gencarelli, Sales Manager, U.S. Market at Dartington Crystal: 
Contact: 845-661-2701 
Email: ogencarelli@verizon.net 
 
What are the different routes to market and what are the advantages/disadvantages of each?: 
 

 Distributor: If you’re 3,000 miles away, then you can’t sell directly, you need a distributor on-the-ground. US 
stores often require this as they need to be able to reorder from the business online, which implies have a 
stock in the U.S. with a distributor that can move the goods. It is very complicated to ship products to the U.S. 
from Europe on a weekly basis. Tabletop manufacturers need to devote stock and distribution to be able to 
react quickly. You also need a face. Furthermore, stores ask that you be electronically proficient, and that is 
not necessarily feasible from foreign countries. 
 

 JV: A joint venture is a great option. It enables the manufacturer to have a management team and sales force 
on the ground that knows the market and has a distribution network while still retaining control over branding 
and merchandising. It is a great way to share costs. 
 

 Traditional importer: in this option the company does run the risk of losing its identity because the importer 
would distribute multiple brands. If your brand doesn’t have a strong differentiating factor, it may lose out. This 
option makes more sense for commodity items: gadgets like potato peelers because in that instance you need 
an importer that specializes in that type of product. For the tabletop industry, you need a distributor that carries 
a few brands that are complimentary. 
 

What trends do you observe in the tabletop industry? 
 

 European goods do benefit from a cultural cachet but the UK doesn’t enjoy it as much as other countries. UK 
manufacturers need to emphasize that their products are European and handmade. 

 
What piece of general advice do you have for tabletop manufacturers looking to enter the U.S. market? 
 

 Be patient and know your expectations. It’s not just because there are over 300 million consumers that your 
product will sell. It takes time and investment. It took Dartington 8 months before it was finally ready to start 
distributing. 

 
What trade shows do you recommend in the U.S.? 
 

 The International Houseware Show, the Atlanta Gift Market & the New York Gift Market, and the New York 
Tabletop Show. Most retailers don’t even go to the Tabletop Show. They prefer the NY Gift Show because it 
costs less and you can find the same potential partners. It is also easier to find reps who maintain show rooms. 

 
What are some of the challenges associated with entering the U.S. market? 
 

 Setting up a realistic business plan and knowing how much you will sell. Many companies make the mistake of 
following through on too rosy predictions. 
 Retail expectation: it is easy to overestimate. Companies overlook packaging requirements and don’t really 

take into account the long distances in the U.S. that pose logistical challenges. 

  

mailto:ogencarelli@verizon.net
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Additional Resources 
 

Key Trade Shows
 
 
 
 
Attend one of the major events in the US in 2015 
This is a guide to some key US market events in the home furnishings industry; it is not an exhaustive list.    
UKTI = denotes events that are likely to be UKTI-sponsored or to include UKTI-sponsored activity. 
 
January 6-13, 2015  
Atlanta International Gift and Home Furnishings Market at AmericasMart 
Location: Atlanta, Georgia 
Web: http://www.americasmart.com/#/ 

AmericasMart Atlanta houses a collection of home, gift, area rug and apparel merchandise (1400 permanent 
showroom). The Atlanta International Gift & Home Furnishings Market features 2,500 temporary exhibiting 
companies and draws buyers from every U.S. state and more than 90 countries. 

 
 
January 31- February 4, 2015                                     

New York International Gift Fair - NY NOW   UKTI 

Location: New York, New  York 
Web: http://www.nynow.com/ 

NY NOW draws 35,000 attendees from all 50 states and 80+ countries.  2,800 exhibiting companies showcase 
product lines across the home, lifestyle, handmade and gift spectrum. 

 
 
March 7-10, 2015 
International Home & Housewares Show 
Location: Chicago, Illinois  
Web: http://www.housewares.org/show/ 
List of 2015 exhibitors: http://www.housewares.org/pdf/show/assigned/ExhibitorListbyCategory.pdf 
This trade show is the preeminent home and housewares trade show in the US, In 2014, there were over 2,100 
exhibiting companies. The International Home + Housewares Show total registration approached 61,000, including 
23,000 buyers The U.S audience includes 14,900 buyers. The Show’s non-U.S. audience includes 6,200 buyers from 
over 125 countries. The Show had a strong U.S. independent specialty retailer presence with nearly 75 percent of the 
U.S. retail buyers coming from specialty channels. 

 
 

 
April 14 - 17, 2015 
New York Tabletop Expo at 41 Madison, the New York Merchandise Mart 
Location: New York, New York  
Web: http://41madison.com/ 
The Tabletop Show is held at the New York Merchandise Mart at 41 Madison Avenue in Manhattan. With 24 floors of 
tableware showrooms, the show is a comprehensive display of the American market. It is primarily a venue for buyers 
placing orders with manufacturers and distributors for the next season. It is open exclusively to the trade, including 
Wholesale Buyers, Designers, Chefs and the Hospitality Industry.  

 

Expert tip:Thomas Scafati, showroom Scafati&Company Inc. 
 
“It could be interesting for British manufacturers to share the costs of 
displaying their products at the 41 Madison New York Merchandise Mart 
showroom, referred to as the international tabletop building”. Tom also 
recommends the International Houseware Show. “It is vital to be 
proactive and gain exposure through these types of events.” 

 

http://www.americasmart.com/#/
http://www.nynow.com/
http://www.housewares.org/show/
http://www.housewares.org/pdf/show/assigned/ExhibitorListbyCategory.pdf
http://41madison.com/
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Major Associations 

       
 
International Housewares Association; http://www.housewares.org/  
 
American Home Furnishings Alliance: http://www.ahfa.us/  
 
North American Home Furnishings Association: http://www.nahfa.org/ 
 

International Housewares Representatives Association: http://www.ihra.org/ 
 
 

Trade publications 

 
 
Tableware International: http://www.tablewareinternational.com/  
 
Tableware Today: http://www.tablewaretoday.com/ 
 
Home Accents Today: http://www.homeaccentstoday.com/ 
 
Home Furniture News (HFN): http://hfnmag.com/ 
 
Kitchenware News and Housewares Review: http://www.kitchenwarenews.com/ 
 
HomeWorldBusiness: http://www.homeworldbusiness.com/ 
 
MarketWatch: http://www.housewares.org/kc/mw/default.aspx 
  

http://www.housewares.org/
http://www.ahfa.us/
http://www.nahfa.org/
http://www.ihra.org/
http://www.tablewareinternational.com/
http://www.tablewaretoday.com/
http://www.homeaccentstoday.com/
http://hfnmag.com/
http://www.kitchenwarenews.com/
http://www.homeworldbusiness.com/
http://www.housewares.org/kc/mw/default.aspx
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Where to Learn More 
 
 
UKTI and Social Media Links 
 
 
Links to the Websites, Blog and 
Social Media 
 

 

 www.gov.uk/ukti | Business Opportunities | UKTI Events | UKTI blog | UKTI Twitter | UKTI 

LinkedIn | Business is GREAT Facebook | UKTI YouTube  | UKTI Flickr 
 

 
Links to general US publications (topics include immigration, tax, establishing a presence, etc.) on GOV.UK 
 
 
Immigration Guide 

 
US Immigration Options for British Companies 

 
Exporting to the USA 
 

 
Exporting to the USA 
 

Establishing a US Presence Establishing a Business Presence in the USA  

Marketing in the USA Marketing in the USA 
 

Intellectual Property Protecting your Intellectual Property in the US 

 
 
UKTI Webinar  

 
 
Doing Business with In-Market           Webinar link 
Representatives in the US 

 

 
Key industry links 
 
 
International Housewares 
Association 

 
http://www.housewares.org/ 

 
International Housewares 
Representatives Association 

  
http://www.ihra.org/ 

 
North American Home 
Furnishings Association 

 
http://www.nahfa.org/ 

 
American Home Furnishings 
Alliance 

http://www.ahfa.us/ 

 

http://bit.ly/1otiNCw
http://bit.ly/1gqahtX
http://bit.ly/1mD3q5T
http://bit.ly/19EvT3A
http://bit.ly/19EwaDm
http://bit.ly/UKTILinkedin
http://bit.ly/UKTILinkedin
http://on.fb.me/1atEmJr
http://bit.ly/TxGJ3z
http://bit.ly/aImRIm
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/301344/US_Immigration_Options_for_British_Companies_.pdf
https://www.gov.uk/government/publications/exporting-to-the-usa/exporting-to-the-usa
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/301343/Establishing_a_Business_Presence_in_the_USA.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/301339/Marketing_in_the_USA.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/305836/ipusa.pdf
https://attendee.gotowebinar.com/recording/6680219597836020226
http://www.housewares.org/
http://www.ihra.org/
http://www.nahfa.org/
http://www.ahfa.us/

