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Executive Summary  
 
This report explores the opportunity for Ecuadorian Handicrafts in the United States market. Based on information 

gathered from primary and secondary sources, we were able to provide a plethora of research pertaining to 

Handicrafts being imported and how the items are sold in the United States. There have been very few published 

reports on the Handicraft industry, thus the majority of the data has been pulled from data bases and then 

interpreted, as well as gathered from various interviews and surveys conducted by the class. The information we 

have gathered has indicated a clear market entry strategy into the United States which is described and explained 

in the document. The research indicates that the United States consumers have a high demand for wooden 

handicrafts and handmade jewelry and that the target market for handicraft sales is ages 25-55. In order to reach 

this target market, online and direct retail channels are the most efficient means of distribution in terms of both 

money and capacity. Marketing is essential when branding products in a new market, so we recommend Ecuador 

creates a unique marketing campaign to appeal to the target demographic of consumers. A high level plan of 

action to enter the United States market is in this document, along with the research gathered. 
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Introduction 
The research was completed by Millikin University students during the spring semester of the 2016-2017 school 
year. Students were selected based on academic excellence and international experience. The students who 
contributed to the consulting project include: Peyten Burton, Haley Hogenkamp, Alec Landgrebe, Deonna 
McCottry, Anthony Rendina, David Shroyer, Kiara Smail, Waylan Stevens, Logan Talkington, Dejaujhn Thompson, 
Clayton Welker, and Natasha Winder. Dr. Mark J. Munoz, Bruce Nims, Dennis Schweiger, and Matt Olsen led the 
project and assisted with research. This research was conducted for ProEcuador to determine the potential for 
expanding the Ecuadorian handicraft industry in the United States.  

Research Objectives and Goals  
The objectives of this research include: 

1. Determine how the municipality of Ibarra in Ecuador can successfully sell handicrafts in the United States 
2. Identify the key market information necessary for successful market entry 
3. With regard to buyer requirements, determine rules/regulations, tax, and delivery  
4. Assess marketing, competitiveness, and procedural considerations 
5. Identify negotiation and cultural considerations 

Terminology 
Handicrafts are generally accepted to be unique products that are crafted by artisans to reflect a particular culture. 
Handicrafts are considered to be part of the larger home decoration, accessory, and gift market. There is a lack of a 
common definition of handicrafts. USAID claims that handicrafts are “products significant to the country where 
they are made, due to skill, tradition, culture, and local materials used.”1 Therefore, though China produces a large 
amount of partially or fully handmade items, they are not uniquely handicrafts in the opinion of consumers.2 When 
the term handicraft is used there are two product categories that this may be referring to, raw materials and 
market segment products. These can be seen in the diagram below. 

 

Because there is no fully accepted definition of handicrafts, data collection is limited. When using databases to 
research handicrafts the raw material categories are used. Handicraft items must be categorized based upon 
material using the Harmonized Commodity Description and Coding System (HS). In this research, it can be 
observed that handicraft data collection was based upon raw material, such as wood and embroidery, or market 
segment, such as “gift” and “home décor”. It is difficult to determine whether products are handmade versus 
machine-made within these markets. Few statistics exist for the global handicraft market.  

  

                                                 
1 USAID. (2006). Global Market Assessment for Handicrafts. Retrieved from http://pdf.usaid.gov/pdf_docs/Pnadn210.pdf.  
2 Marold, Roswitha Z. (28 March 2017). Phone Interview.  

Handicrafts

Raw Material Wood, tableware, embroidery, 
textile, leather

Market Segment

Home Decor

Souvenir, Gift, Novelty

Handmade goods

Crafts

http://pdf.usaid.gov/pdf_docs/Pnadn210.pdf
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Research Methodology 
Primary Research: 

1. Industry expert interviews: 
a. Interviews were conducted with industry related organizations and leading experts of the 

handicraft industry including: Laurie Mease from the International Trade Administration/U.S. 
Department of Commerce, Colvin English with ByHand Consulting, Bill Kruvant, of Creative 
Learning, Keith Recker of Hand/Eye Fund and Hand/Eye Magazine, Dr. Sandra Alfoldy with Nova 
Scotia College of Art and Design (NSCAD) University in Halifax, Nova Scotia, Canada, Rakesh 
Kumar with Export Promotion for Handicraft (India), Annie Waterman of AOW Handmade, Chris 
Amundsen of the American Craft Council (ACC), Perry Reynolds of International Housewares 
Association, Anne Wensveen of the CBI Centre for the Promotion of Imports from developing 
countries, and Kisla Jimenez of Tesoros Trading Company.   

2. Store visits: 
a. Store visits were conducted to gather information on quality, pricing, and materials.  Pier 1, Wal-

Mart, Target, and Corkscrew Swamp Sanctuary were observed.  
3. Store interviews: 

a. A number of store managers were interviewed on trends seen within the sale of their handicraft 
items. These stores included Ten Thousand Villages and Corkscrew Swamp Sanctuary. 

4. Survey: 
a. A survey was conducted with over 500 responses, results were analyzed in generational 

categories to effectively address different marketing and customer segments. The survey 
covered topics such as customer profile, marketing, influences, and handmade good categories.  

b. Using a 12-question form, the survey was conducted using online and paper surveys in March 
2017. 

c. The survey aimed to gather consumer behavior in 3 segments: Millennials (ages 22-37), Gen X 
(ages 38-52), and Baby Boomers (ages 53-71). 

Secondary Research: 
5. Analysis of referenced sources for information about market and consumer trends, trade shows, trade 

channels, and regulations. 
6. Database: 

a. Information was collected using United States and world databases, including the United Nations 
Comtrade database, Bureau of Economic Analysis, and the United States Census Bureau. Because 
the system has no separate category for gifts, decorative products, or handicrafts, the Millikin 
International Business Consulting class identified products within the 6-digit HS code framework 
that best fit the descriptions for Ecuadorian handicrafts. This includes products that are entirely 
handmade, somewhat handmade, and machine made products. Below are the products/codes 
used in study. 

Products Covered HS Code NAICS 

Trunks, Suitcases, Purses, Handbags, 
etc., surface of leather composition 

420211 424330 

Tableware and Kitchenware, of wood 4419 423220 

Statuettes and Other Ornaments, Of 
Wood 

442010 N/A 

Embroidery in the piece, In Strips or In 
Motifs 

5810 314999 
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Market Information (1.0) 
The Market (1.1) 
Local production 
The United States local production of handicrafts is a $16.8 billion industry, transporting over 12 thousand tons of 
handicrafts per year. The trade value of handicrafts coming into the United States is over $760 million, indicating 
that the handicraft market in the United States has a relatively large dependence upon imports.3  

Over the last 7 years, annual sales of gift, novelty, and souvenirs have been steadily growing in the United States.4 
The United States Census Bureau reported sales totaling $16.8 billion in 2015.5  A decrease in demand can be seen 
in 2008 and 2009, as the United States experienced a financial crisis as shown in Figure 1. 

 

Figure 1 

There has been a steady growth of 11% in handicraft sales over the last 6 years from 2009 to 2015.6 As a result of 
the growth, there is opportunity for new artisans to penetrate the growing market. Although this chart does not 
depict the industry value, as it is only the sales for gift, novelty, and souvenir stores, it is reflective of the growth of 
demand that has been present in recent years within the handicraft industry.  

The transport of handmade products in the U.S. has grown as well. Figure 2 depicts the transport of textiles and 
leather via air transport in the U.S. in the last 4 years. Because handicrafts are transported exclusively by air, the 
trends present on this chart are indicative of those present in the handicraft market. The number of tons 
transported has steadily increased in recent years.7 

                                                 
3 UN Comtrade Database. (2017). Trade Data. Retrieved from https://comtrade.un.org/data/. 
4 U.S. Census Bureau. (2017). Industry Sales. Retrieved from https://www.census.gov.  
5 U.S. Census Bureau. (2017). 
6 U.S. Census Bureau. (2017). 
7 English, Colvin. (2017, March 14). Phone interview. 
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Figure 28 

There has been a 10.4% increase in the shipment of these materials in the last 4 years.9 This implies that there is an 
increase in handicrafts that are being shipped within the United States, though the number of imports coming into 
the United States are much larger according to statistics gathered from U.S. Comtrade.  

                                                 
8 Oak Ridge National Laboratory. (2017). Freight Analysis Framework Data Tabulation Tool. Retrieved from 
http://faf.ornl.gov/faf4/Extraction2.aspx 
9Oak Ridge National Laboratory. (2017).  
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Per capita consumption of the product. 
The average American spent approximately $192.90 in 2015 on handicrafts, as stated by the Bureau of Economic 
Analysis. The organization defined handicrafts as “other clothing and material and footwear” and “glassware, 
tableware, and household utensils”.10  

Figure 3 illustrates how much the average American consumer spends on handicraft related clothing and materials 
as well as home goods such as glassware, tableware, and household utensils. 

 

Figure 3 

This difference between the two annual amounts suggests that there is a market opportunity for artisans and 
imports in America. Consumer expenditures on clothing, footwear, and materials increased 12.24% over the last 8 
years, while glassware, tableware, and household utensils saw a decrease. With a country population of about 350 
million, there is a large potential for handicraft sales in the United States.  

  

                                                 
10 Bureau of Economic Analysis. (2017). Real Personal Consumption Expenditures by Type of Product, Quantity Indexes. Retrieved from 
https://www.bea.gov/iTable/iTable.cfm?ReqID=9&step=1#reqid=9&step=3&isuri=1&903=68.  
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In March 2017, Gale Cengage completed a survey with over 122 million participants on home furnishing consumer 
expenditures. Figure 4 displays what percentage of participants spend money on home décor annually, and how 
much they spend. Home décor is categorized as home furnishings, not including bed/bath and linens. The largest 
percent of participants claimed that they spend over $1000 per year on home décor. Indicating that there is a 
significant U.S. market for home décor.  

 

Figure 4 

Targeting the home décor segment will create a higher return on investment due to the top consumption 
expenditures that range from $151 to $1000 for every home. Home décor is a broad product category that should 
be used to market handicrafts. 
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Price Segment for Handmade Goods 

According to the USAID report completed in 2004 on Handicrafts, mass-produced goods fall mostly in the low-end 
market and are sold primarily through big-box stores. Traditional art is typically higher in quality and sold in mid- to 
high- end markets, primarily in small chains and independent retail stores. Designer goods are sold in high-end 
market segment. Souvenirs are typically found at low-end markets at souvenir and gift shops and resort and 
vacation areas.12 Table 1 lists some key product characteristics for each of these segments. (See Appendix 4.0.)  

Table 1 

Segment Price Range Example 
(Wall décor) 

Key Product Characteristics Examples of U.S. 
Retail Stores 

Luxury/Upper mainstream $200-$1,000+ • Very high quality 
• Innovative design 
• High-quality packaging, 

labeling, and market 
materials 

• Purchasing priorities: 
design and quality 

• Saks Fifth Avenue 
• Expensive 

Independent 
Stores 

• Anthropology 

Mainstream $75 - $200 • Products have value 
and are affordable 

• Purchasing priorities 
are: design, price, 
quality (which must 
match price) 

• Pier 1 Imports 
• Von Maur 
• Crate and Barrel 

Lower-End $75 or lower • Lower-end, cheap, 
readily available 

• Purchasing priorities: 
price and design 

• Target 
• Wal-Mart 
• K-Mart 
• Home Goods13 

  

                                                 
12 USAID. (2004).  Global Market Assessment for Handicrafts. 
13 USAID. (2004).  Global Market Assessment for Handicrafts. Retrieved from pdf.usaid.gov/pdf_docs/Pnadn210.pdf.  
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One of the key trends in the home accessory market in the United States is the growth of the luxury and low-end 
market and shrinkage of the middle markets. Figure 5 illustrates that there have been larger income gains for 
upper-income households and a decline in the share of adults who live in middle-income households.14 

 
Figure 5 

Pricing handicrafts is dependent upon the producer’s ability to deliver appropriate quality, design, and price for a 
growing market. The luxury and upper mainstream markets are growing.  

                                                 
14 PewResearchCenter. (2012, August 22). The Lost Decade of the Middle Class. Retrieved from 
http://www.pewsocialtrends.org/2012/08/22/the-lost-decade-of-the-middle-class/  
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Geographic localization of the demand. 
The United States is an attractive market because of the sheer purchasing power and stability of the market. The 
country’s multi-ethnic composition opens sales potential for ethnic crafts from all corners of the world. There are 
four cities in the U.S. that Frost and Sullivan (2005) identified as having potential for expanding handicraft sales. 
These cities include: Atlanta, Georgia; Dallas, Texas; Los Angeles, California; and San Francisco, California.15  

Each of these cities has a different cultural background, tourist population, and business hubs. Therefore, the 
means of marketing handicrafts in each city would be different. There are a few factors that go into the 
consideration of the ideal location in each city. These factors are high visibility, easily approachable, on main retail 
streets or in malls, near tourist destinations (airports, art galleries, business centers), and where the handicrafts 
can be positioned as works of exquisite art. 16 It is important to identify cities that have a considerable amount of 
foot traffic, large tourist bases, and business centers or exhibition halls where the handicrafts could be put on 
display for maximum exposure. 

Atlanta, Georgia 

Atlanta has an estimated population in 2015 of 463,878.17 Atlanta has high potential because it has a plethora of 
tourist attractions, shopping areas, business centers and exhibition halls. Atlanta has hosted a summer Olympic 
games and offers a civil war museum. Tourist attractions include the Georgia Dome (soon to be complete), Stone 
Mountain Park, and many others. The main shopping areas include: Underground Atlanta and Five Points. The 
Peachtree Center Business Complex is a large business and exhibition center.18 Atlanta sees the most visitors in the 
spring months, April and May, and the fall months of September and October. Although shopping in Atlanta is 
dominated by malls, some flea markets are located in the Suburbs of Virginia Highlands and Little Five Points. 
There is a flea market within the metropolitan area called Plaza Latina where most the shops and stores sell 
handicrafts made in Mexico.19  

Dallas, Texas 

In 2015, Dallas had an estimated population of 1,300,092 residents.20 Dallas has quite a few retail centers including 
the seven-story Dallas Market Center. Dallas is also home to the Dallas Farmers’ Market. According to the Frost & 
Sullivan report from 2005, handicraft producers could benefit expanding into the Dallas market.21 Dallas has many 
tourist attractions such as, AT&T Stadium, Dallas Arts District, an international airport, and multiple business 
centers (Visitors Bureau and Convention Center, Fairgrounds, etc.).22 For these reasons Dallas has high potential 
for handicraft sales. 

Los Angeles, California 

Los Angeles was estimated to have a population of 3,971,883 residents in 2015.23 Los Angeles houses the leading 
import/export port in the United States. Some of the major handicraft sellers include: The Rose Bowl Flea Market, 
the Pasadena Flea Market, and Hollywood Farmer’s Flea Market. Frost & Sullivan identified Los Angeles as a key 
city in the handicraft market based off of the local tourist attractions, shopping areas, and the airport.24 Los 

                                                 
15 Frost, A., & Sullivan. (2005). MARKET FEASIBILITY STUDY AND BUSINESS DEVELOPMENT PLAN FOR THE HANDICRAFTS SECTOR (Rep.). New 
Delhi, India: EXPORT PROMOTION COUNCIL FOR HANDICRAFTS. 
16 Frost & Sullivan. (2005). 
17 U.S. Census Bureau. (2015, April 18). Retrieved March 25, 2017, from https://www.census.gov/search-
results.html?q=atlanta%2C%2Bgeogia&page=1&stateGeo=none&searchtype=web&cssp=SERP&search.x=0&search.y=0 
18 Frost & Sullivan. (2005). 
19 Frost & Sullivan. (2005).  
20 U.S. Census Bureau. (2015, April 18). 
21 Frost & Sullivan. (2005). 
22 Frost & Sullivan. (2005). 
23 U.S. Census Bureau. (2015, April 18). 
24 Frost & Sullivan. (2005). 
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Angeles is one of the most diverse cities in the world and in 2015 had a Hispanic and Latino population of 48.4%.25 
The promotion and sale of handicrafts in Los Angeles would be beneficial for Ecuador.  

San Francisco, California 

San Francisco had an estimated population of 864,816 in 2015.26 Annie Waterman from AOW Handmade said, “In 
cities such as San Fran and NY, you get buyers who are more fashion/trend focused, who would be more apt to 
purchase higher end, artisan made products.”27 San Francisco sees a peak in tourism in the months of April and 
October. The city also offers a number of tourist attractions including: The Golden Gate Bridge, Coit Tower, San 
Francisco Museum of Modern Art, etc.28 One of the leading handicraft markets in the city is the Foothill College 
Flea Market. San Francisco also has other major retail destinations like Tower Market, Parkside Farmer’s Market, 
Union Square & Environs, and more.29  

Business Locations for Arts and Crafts, 2017         Employment of Craft Artists, By State, May 2015.     
  

These four cities are ideal for the sale of handicrafts and offer opportunity for growth in the industry. This is also 
confirmed by the research conducted by IBISWorld. Figure 5 and 6 displayed above depict the top business 
locations and level of employment density for the handicraft industry.  

The large number of handicraft business locations and large employment of artisans is driven by the high demand 
for handicrafts in these regions. 

  

                                                 
25 U.S. Census Bureau. (2015, April 18). 
26 U.S. Census Bureau. (2015, April 18). 
27 Waterman, A. (2017, March 7). Personal Interview. 
28 Frost & Sullivan. (2005). 
29 Frost & Sullivan. (2005). 

Figure 7 Figure 6 
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Figure 8 

Common forms of consumption. 
According to the USAID handicraft report, top consumer spending within the home décor market is on accent 
furniture and accessories and gifts.30 Figure 7 illustrates how the home décor market is segmented and each 
segment’s prevalence in the market.  

 

Figure 7 above shows which segments of the home accessory market have the most demand.31 Accessories and 
gifts is the largest segment. This is ideal for handicraft sales as handicrafts are often categorized as accessories and 
gifts within the home décor segment.  The data illustrated in Figure 7 is from 2006, but a 2009 USAID report 
indicated that the home accessory market in the U.S. has remained relatively the same, with accessories and gifts 
holding 22% of the market share, followed by accent furniture, which holds 21% of the home accessory market 
share. 32 This suggests that accessories and gifts along with accent furniture would be the best market for artisans 
to target considering these sectors sell the most handicrafts. 

  

                                                 
30 Barber, T., Krivoshlykova, M. (2006, July). Global market assessment for handicrafts. USAID. I(1), 1-53. 
31   Barber, T., Krivoshlykova, M. (2006, July). 
32 Qattan, A. (2009, March 12). Handicrafts market demand analysis. USAID. 1(1), 4-12.  
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Common categories of handicraft purchases are jewelry, woodware, ceramics, and embroidered clothing. 
Highlights of the Millikin handicraft survey (Figure 8) show that woodware and jewelry are the most popular forms 
of handicrafts among consumers. Five percent of participants also indicated interest in other forms of handicrafts 
including general décor, quilts, rugs, table runners, leather, wreath, scarves, and candles.  

The results, shown in Figure 8, suggest that Ibarra’s products could be successful in the U.S. market.  Since 
woodware is a specialty of the Ibarra region, Ibarra will be able to offer a product that is not only unique, but also 
potentially valuable to U.S consumers.   

 

Figure 934 

  

                                                 
34 Millikin University Handicraft Survey. (2017, March 19). 
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Figure 9 shows generational consumer preferences from the Millikin handicraft survey. Generation Z (younger than 
22) and the Silent Generation (older than 71) are excluded from this data, as they are not considered to be in the 
target market. The findings suggest that the respondents were most interested in woodware and jewelry, which is 
consistent with the overall data shown previously.  

 

Figure 1035 

  

                                                 
35 Millikin University Handicraft Survey. (2017, March 19). 
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Profile of the consumer, habits of consumption and purchase motivations. 
This section provides information on consumer behavior and consumption habits of American consumers as it 
relates to handicrafts.  
 

Typical Retail Venues 
The three most prevalent venues for handicraft purchases are specialty stores, trade shows, and online purchasing. 
Specialty stores have captured the majority of the market. Trends suggest that internet spending on handicrafts is 
likely to increase, but industry expert, Colvin English, states that online sales still maintain a small portion of the 
market.36 The five retail venues explored below offer insight into information needed to choose the best retail 
outlet. The five retail venues include: boutique stores, small specialty retail stores, department stores, home 
furnishing stores, and gift shops.  

Boutiques 

Boutiques are usually small, single-standing shops, that are owned by a single person. The products are specified 
based on lifestyle, fair-trade or all-natural product category. The distinction boutiques have from other retailers is 
the quality and uniqueness of the products that raise the price of the products. Boutiques typically offer a limited 
product variety.  

Industry Trends: 

IBIS World states that there are a few current threats to the boutique market share. Consumer preferences toward 
online shopping have been detrimental to performance.37 Clothing boutiques are affected by disposable income 
and consumer confidence levels and consumer confidence is projected to decline as shoppers grow uncertain of 
the economic future.38 Women’s apparel accounts for the majority of the boutique sectors demand, representing 
52.7% of the total sales in 2016.39 

Small Specialty Retail Stores: 

Small specialty retail stores typically sell a diverse range of products. They can sell anything from cigars to grave 
markers. The industry is not product-specific and is not influenced by product-specific trends as a result of its 
fragmented nature.40 Specialty retail stores often sell products at a premium price.  

Industry trends: 

In recent years, small specialty retail stores have experienced competitors taking market share as a result of the 
competitor’s ability to provide one-stop shopping and lower prices. Accessories make up one of the largest 
product-segments in the industry.41  

Department Stores in the US: 

Department stores sell a wide range of merchandise. Merchandise includes apparel, footwear, home goods, 
appliances, toys and sporting equipment. Large retailers, such as Walmart and Target have historically dominated 
the industry.42 

                                                 
36 English, Colvin. (2017, March 14). 
37 IBISWorld. (2016, September). Clothing Boutique: Market Research Report. Retrieved from https://www.ibisworld.com/industry/clothing-
boutiques.html. 
38 IBISWorld. (2016, September). 
39 IBISWorld. (2016, September).  
40 IBISWorld. (2016, September). Small Specialty Retail Stores in the US: Market Research Report. Retrieved from 
https://www.ibisworld.com/industry/default.aspx?indid=1106.  
41 IBISWorld. (2016, September).  
42 IBISWorld. (2017, February). Department Stores in the US: Market Research Report. Retrieved from 
https://www.ibisworld.com/industry/default.aspx?indid=1090.  

https://www.ibisworld.com/industry/clothing-boutiques.html
https://www.ibisworld.com/industry/clothing-boutiques.html
https://www.ibisworld.com/industry/default.aspx?indid=1106
https://www.ibisworld.com/industry/default.aspx?indid=1090
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Industry Trends: 

The industry has lost revenue in recent years due to the prevalence of online shopping. IBISWorld predicts that 
department stores will continue to slow in annual growth as a result in rising competition from e-commerce.  

Home furnishing Stores 

Home furnishing stores typically engage in manufacturing of furniture, non-upholstered kitchenware, floor 
coverings, wall coverings, and related furnishings. The industry includes items for home decoration. Handicrafts 
are often considered part of the home décor sector.43 

Industry Trends: 

Home furnishing operators are experiencing heightened competition. This is a result of an increase in online 
channels and discount retail stores. Companies offering online-only and multichannel operations have intensified 
competition. Revenue for the industry is expected to rise as increasing disposable income and the strengthening 
housing market encourage consumers to release pent-up demand for new home furnishing products.44 

Gift Shops  

Gift shops are another typical location for handicrafts. These shops can be found at zoos, theme parks, and other 
tourist destinations. The geographic spread of industry establishments generally follows the spread of population 
distribution of the United States. Demand for products is usually higher in densely populated regions. Mid-atlantic 
and western regions of the United States account for 17.4% and 16.8% of the industry establishments, 
respectively. California accounts for the largest share of stores of all the states at 10.1%.45 
 
Industry Trends: 

More Americans and foreigners are expected to travel within the United States, lifting demand. Improved per 
capita disposable income has allowed consumers to travel more in the last five years and purchase goods. 
However, increasing competition with e-commerce and discount retailers has caused many small stores to close.46 

Table 1 below depicts trends for the five main retail structures including annual revenue, growth over the last five 
years, total employment and the total number of businesses in the United States. IBIS recognizes that the slowed 
growth of this industry is a result of online sales and the presence of ecommerce.  

  

                                                 
43 The New York Times. (2017, April 3). Home Furnishing. Retrieved from 
http://markets.on.nytimes.com/research/markets/usmarkets/industry.asp?industry=53214.  
44 IBISWorld. (March 2017). Home Furnishing Stores in the US: Market Research Report. Retrieved from 
https://www.ibisworld.com/industry/default.aspx?indid=1019.  
45 IBISWorld. (October 2016). Gift Shops & Card Stores in the US: Market Research Report. Retrieved from 
https://www.ibisworld.com/industry/default.aspx?indid=1099.  
46IBISWorld. (October 2016). 

http://markets.on.nytimes.com/research/markets/usmarkets/industry.asp?industry=53214
https://www.ibisworld.com/industry/default.aspx?indid=1019
https://www.ibisworld.com/industry/default.aspx?indid=1099
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Table 2 

 Annual Revenue Growth (11-16) Total Employment Total Businesses 

Boutique Stores $22 billion -1.4% 250,737 140,080 

Small Specialty 
Retail Stores 

$31 billion -.7% 233,687 140,563 

Department Stores $157 billion -3.8% 992,109 7,936 

Home Furnishing 
Stores 

$34 billion 3.5% 190,252 31,522 

Gift Shops $21 billion 1.8% 210,020 67,539 

 

Despite holding the largest market share, department store sales are declining significantly due to ecommerce. 
Home furnishing stores have experienced the largest growth due to the strengthened housing market and 
increased disposable income. Overall, trends suggest that online sales are increasing competition and putting 
pressure on current retail structures.  

Figure 10 illustrates the current market share of the five common venues for purchasing handicrafts. 

 

Figure 11 

Figure 10 illustrates that department stores compose a majority of the market. Although department stores are 
common in the United States and have been influential in the structure and recent history of the American retail 
industry, they have experienced a decrease in growth and are not the ideal market for handicrafts because goods 
within this market are commoditized and mass produced.  

These four remaining market participants, clothing boutiques, small specialty retail stores, home furnishing stores, 
and gift shops are the major participants and most ideal channels for selling handicrafts.  

Small specialty retail stores, gift shops, and clothing boutiques are the most ideal venues for selling handicrafts 
because in these structures operators will create stories and showcase the artisans and culture along with the 
products. 
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Other Purchasing Venues: 
Trade Shows: 

Trade shows sales made up approximately 20% of the market in 2011, according to Meribah Knight, American 
Craft Council expert.47 Handicraft industry expert Colvin English states that, “trade shows are essential for 
connecting with wholesalers and retailers, but the majority of consumer sales remain in specialty, gift, and novelty 
stores.”48 A large trade show takes place in New York City at the NY Now / Artisan Resource. This show has helped 
connect artisans from all over the world to retailers, wholesalers, and directly to the consumers themselves. 
Ecuador has been previously represented at these shows. The list of the attendees includes Amazon, 
Bloomingdale’s, Macy’s, Urban Outfitters, along with many other big name businesses.49 Craft fairs are still where 
the most sales occur in the industry. When asked what the best business models are for selling in the handicraft 
industry, Dr. Sandra Alfoldy, crafts professor and author of several books on the handicraft industry indicated that:   

 “Still the craft fair - it's a totally immersive cultural experience with food and music. There's also a full range of 
fairs, from well-established trade and industry fairs to the Renegade fairs and alternative craft fairs that represent 
lifestyle as much as selling, and capitalize upon the romantic history of the crafts.”50 

This suggests that craft fairs or trade shows are excellent channels for local artisans and foreign artisans to 
network and promote themselves in the U.S. market. This allows them to reach potential customers and build 
networks with wholesale importers, ecommerce retailers, and retail importers. 

 Online: 

According to Meribah Knight, 32% of handicraft sales are conducted online. Her research discovered that having an 
internet presence is essential. Market Analyst, Qattan highlighted in 2009 that a high percentage of young 
consumers in the U.S., including Hispanics and African Americans, are buying home accessories through online 
channels and the annual demand growth rate (CAGR) has risen 8.94% for online purchased 
handicrafts.51  According to Technavio, market research analyst of Global Handicrafts, the marketing trends for this 
industry have led to more online distribution. Through online channels there has been $64 million in sales and 
most of these have been home accessories and furniture sales.52   

Figure 12 displays data from the Millikin handicraft survey, showing that a majority of participants are willing to 
purchase handicrafts online. This suggests that an online sales channel for handicrafts would be promising.   

                                                 
47 Knight, M. (2011, November). Craft: State of the Market. American Craft Council. Retrieved from 
https://craftcouncil.org/magazine/article/craft-state-market 
48 English, Colvin. (2017, March 14). 
49 NY Now. (2017). The market for home, lifestyle and gift. Retrieved from http://www.NY Now.com/ 
50 S. Alfoldy. (2017, February 28). Interview.  
51 Qattan, A.  
52 Global Handicrafts Market 2015-2019. (2015, November 25). Retrieved from http://www.technavio.com/report/handicrafts-market 

https://craftcouncil.org/magazine/article/craft-state-market
http://www.technavio.com/report/handicrafts-market
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Consumer Profile: 

Age 
 
The handicraft industry has two target consumer demographic categories. These are the millennials and the 
current homeowners, who are typically aged 30-55. Chris Amundsen, Executive Director with the American Craft 
Council (ACC), said that as the older generation ages they are buying less and less handmade items. New producers 
will need to seek out younger generation as consumers to replace the Baby Boomer generation.53 This is due to the 
tough economic situation many of the boomers are facing because of retirement. Millennials are beginning to 
move and decorate their own living spaces. The average homeowner is the other main category and is typically 30-
55.54 Table 3 below demonstrates the ages of homeowners throughout the United States. 
 

Tenure by Age of Householder 

Age Distribution Renter-Occupied 
Households Share Owner-Occupied 

Households Share 

Under 30 Years Old 9,540,382 21.90% 2,900,285 3.89% 

30 to 44 Years Old 14,575,260 33.45% 15,906,092 21.31% 

45 to 64 Years Old 13,105,191 30.08% 33,180,350 44.46% 

65 Years and Older 6,349,513 14.57% 22,651,140 30.35% 

Total 43,570,344 100.00% 74,637,864 100% 

 
Table 355 
 
  

                                                 
53 Amundsen, Chris. (2017, March 9). Personal Interview. 
54 Median Age of the Labor Force, by Gender, Race and Ethnicity. (2015, December 15). Retrieved May 5, 2017, from 
https://www.bls.gov/emp/ep_table_306.htm 
55 Quick Facts: Resident Demographics 
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Motivation 

Annie Waterman, founder of AOW Handmade states that the older generation is interested in Fair Trade items, 
while the younger generation is more interested in ethically made and trendy handmade products.56 Reviews on 
product packaging are also important for these consumers.”57 In other words, the purchase motivation for many 
handicraft consumers relies heavily on other consumer reviews or reviews on product packaging.  

 

Figure 1358 

The Millikin Handicraft survey shown in Figure 14 shows that 71% of U.S. handicraft consumers purchase 
handmade items for home decorations and gifts. This implies that handicrafts will sell best in the United States if 
sold with the purpose for home décor.  

                                                 
56Waterman, Annie. (2017, March 7). Personal Interview 
57 Mintel Group 
58 Millikin Handicraft Survey. (2017, March 19). 
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Purchase Determinations 

The Millikin handicraft survey found that the most influential determinants of a handicraft purchase are quality 
and price. Participants also spoke of valuing unique design and authenticity.59 Annie Waterman of AOW Handmade 
states that handicraft goods must “continuously offer clients fresh, new designs along with a solid sales and 
marketing plan.”60 Colvin English states that quality must match the price. The more expensive a product is, 
regardless of design or other attributes, the more quality consumers will expect.61 English uses the example of a 
purse, that has an extravagant design, is located at a consumer’s favorite store, and is within the customer’s price 
range, but when they go to test the zipper, it does not unzip, causing the consumer to disregard the product.62 
English says that it is common for artisans to want to cut costs, but it is essential that they maintain quality that 
matches price.63 Figure 15 illustrates that 73% of consumers’ handicraft purchase determination is influenced 
primarily by quality and price.  

  

Figure 1464 

From Figure 15, it can be inferred that quality and price have a strong influence on consumers when it comes to 
purchasing handicrafts. Americans value quality in products and they expect price and quality to match.  However, 
it is important to note that design also has a very strong positive correlation on the purchase decision of 
handicrafts. 

  

                                                 
59 Millikin University Handicraft Survey. (2017, March 19). 
60 Annie Waterman. 
61 English, Colvin. (2017, March 14). 
62 English, Colvin. (2017, March 14). 
63 English, Colvin. (2017, March 14). 
64 Millikin University Handicraft Survey. (2017, March 19). 
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Both the Frost & Sullivan Handicraft Report and Colvin English firmly state that unique design is essential to gain 
the attention of wholesalers or Direct Import Retailers. English advises that Ecuadorian producers focus on 
creating new and unusual products, as they will not be able to compete on price if producing commodities. Annie 
Waterman said that in order to succeed in the industry, producers must be innovative and continuously offer 
clients fresh, new designs. She also states that product designs need to be trending in the U.S.65 Research indicates 
that in order to be competitive, Ecuador must design handicrafts with the U.S. consumer in mind.  

New Technologies/Innovations in Packaging and Labeling 
According to Colvin English, handicrafts are shipped almost exclusively by plane. The traditional form of shipping is 
the utilization of airfreight with the assistance of an agent or broker. The new, growing form of shipping is the 
utilization of courier services, such as DHL or UPS, which includes custom processing as a part of their service and 
overall fee structure.66  

New innovations in the handicraft market are focused on how each item is packaged. According to the Millikin 
University Handicraft Survey, approximately 40% of respondents indicated that quality was a priority when 
purchasing handmade goods. Quality packaging could be a significant contributor to the overall quality assumed by 
the buyer.  

Many consumers are attracted to designs of the packaging of the item they buy. For instance, consumers like a 
package that is reusable; a design that adds something extra, fun, and colorful; a packaging design focused on a 
specific target audience; and designs that look to nature for inspiration.67 Specific designs helps attract more 
customers to create more sales.  

Along with design, consumers are concerned about damage. Some artisan shops or producers reach out to 
contract packers that are able to pack the handmade items with care and skill. These packers use the correct 
materials, boxes and crates necessary to ensure the items make it to their destination safely; this ranges from large 
pieces to small delicate items. Typically, there will be arrangements made in advance, in case damage does occur.68    

                                                 
65 Annie Waterman. 
66 English, Colvin. (2017, March 14). 
67 Renton, P. (2015, March 11). 10 Innovative Packaging Ideas. Retrieved March 25, 2017, from http://www.packagingdigest.com/packaging-
design/10-innovative-packaging-ideas 
68 Indian Institute of Export Management. (n.d.). Packaging of Handicrafts. Retrieved March 25, 2017, from 
http://www.iiem.com/em/handicrafts/chapter7.html 
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Foreign Trade (1.2) 
Imports and exports from and to the world. 
The United Nations Comtrade Database is the most reliable and updated data source for exports and imports 
around the globe. The Frost and Sullivan Report identified top exporters and top importers.  In Figures 16 and 17, 
the trends regarding these exporters and importers can be seen for the last five years.  

This chart displays competitiveness in relation to Ecuadorian handicrafts. India is the leading competitor. The 
majority of their handicrafts fall under other HS code categories, such as jewelry or textiles, but they remain the 
largest competitor regarding woodware, leather, and embroidery as well. 

Although China appears to be exporting the largest number of handicrafts into the U.S. market, China is a different 
type of competitor, because most products are partially or entirely machine made and their products carry a 
stigma that U.S. consumers do not prefer when buying handicrafts.69  

 
Figure 1570 

  

                                                 
69 Marold, Roswitha Z. (2017, March 28). Phone Interview. 
70 UN Comtrade Database. (2017). Trade Data. Retrieved from https://comtrade.un.org/data/. 
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Figure 17 excludes China and shows the significance of India in the market, as well as the other three exporters. 
India exported over $290 million trade value of handicrafts in 2015. India exported $62.7 million trade value of 
handicrafts to the U.S. specifically. Of this $28.5 million was in Embroidery, $15.3 million was statuettes of wood, 
$15.1 million was from table and kitchenware of wood, and $6.4 million was from trunks, suitcases, purses, and 
handbags of leather.71 Data from Figure 17 suggests that India, behind China, has the largest market share and will 
be the top competitor. 

 

Figure 1672 

Countries that exported handicrafts to the U.S. in 2015 in quantities that are the most similar to Ecuador export 
levels are: South Africa, Pakistan, Finland, New Zealand, Singapore, and Chile. Ecuador ranked 44th out of 104 
countries that are importing the handicraft types mentioned above into to the U.S. in 2015.73 

 

Figure 17 

While these countries vary from year to year this analysis identifies Ecuador as a country in approximately the 
middle of the group of countries who are exporting handicrafts to the US. These countries mentioned above are 

                                                 
71UN Comtrade Database. (2017).  
72 UN Comtrade Database. (2017).  
73 UN Comtrade Database. (2017). 
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not exporting handicrafts at a trade value that is large enough to be a top competitor, but they are not close to 
exporting the lowest value of handicrafts to the U.S. either. 

The top handicraft importers are the United States, Germany, China (Hong Kong), Japan, and the United Kingdom. 
United States handicraft import trends are displayed in Figure 19.  

 

Figure 1874 

Handicraft imports into the United States are increasing. The United States remains the largest importer of 
handicrafts, with a total handicraft import value of over $760 million.  

  

                                                 
74 UN Comtrade Database. (2017). 
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Statuettes and ornaments made of wood have seen the most increase. Because one of the main handicrafts 
produced in the Ibarra region is made of wood, there is an opportunity to capitalize on the growing demand. 
Figure 20 breaks down the handicraft imports into the U.S. by raw material.  

 

Figure 1975 

Along with statuettes and ornaments, tableware and kitchenware made of wood are also increasing in demand 
significantly. The significant amount of imports into the U.S. centered around wood products indicates that the 
wood products of the Ibarra region would enter the market smoothly. (See Appendix 2.0).  

                                                 
75 United States Census Bureau. (2017). Trade by Commodity – Imports. Retrieved form 
https://usatrade.census.gov/data/Perspective60/Dim/dimension.aspx?ReportId=48.  
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Ecuadorian exports to the U.S. 
To determine the potential of Ecuadorian products in the U.S. market, it is important to evaluate its previous 
involvement and current market share. Ecuador holds a small market share for handicrafts in the United States. 
Ecuador will need to continue to pursue and create new relationships and establish a reputation in the U.S. 
market. Figure 21 displays the handicrafts, by raw material, that the United States has imported from Ecuador for 
the last 5 years.  

 

Figure 20 

Ecuador has previously had an irregular trade history with the United States regarding handicrafts. In Figure 21, it 
can be seen that there were multiple years in which certain handicraft items were not imported at all into the 
United States according to the Comtrade database.76 The increase in importation of ornaments of wood supports 
data that this is a category which U.S. consumers are increasingly interested in. There has been a significant 
decrease in importation of embroidered products since 2012. 77 

 
Ecuadorian/US Importing Companies: 
According to ProEcuador, there are approximately 47 companies that produce Tagua Handicrafts. These 
companies also produce ceramics, jewelry and other handicrafts.78 These handicraft exporters only export to Italy, 
U.S. and Hong Kong.  

  

                                                 
76 UN Comtrade Database. (2017). 
77 UN Comtrade Database. (2017). 
78 ProEcuador. (2017). Directory of Exporters in Ecuador. Retrieved from http://www.proecuador.gob.ec/compradores/directorio-de-
exportadores-de-ecuador/.  
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The following companies are the best Ecuadorian handicraft companies that were featured in New York during 
their craft and gift fair three consecutive years from 2010 - 2013. 79  

1. Homero Ortega - Sombreros de paja toquilla 
2. Inga Alpaca - Yarn products 
3. Salangome - Woodware and other handicrafts 
4. Taller El Telar - Textiles  
5. La Pila - Ceramics 
6. Tropitagua - Tagua handicrafts, small accessories, ceramics, and some textiles.  

These companies are fairly well-known in the U.S. especially in New York. The products of these companies vary in 
the raw material used, design, price and quality. The main differentiation factor for two of the companies 
mentioned above is the use of Tagua woods in their products. The top Tagua Ecuadorian exporters were classified 
under the number of items they had exported in the U.S.80 

The top Tagua Handicraft Ecuadorian Exporters are as follows:  
1. Gago Productora 
2. AWWE 

Ibarra, Ecuador is known for its production of Tagua products. This area is comprised mainly of independent 
artisans, as opposed to companies.  

The following companies are the top four woodware handicraft makers in Ibarra, Ecuador:  
1. Manos Libres Galeria Taller  
2. Taller Guerrero 
3. Villalba Sevilla Ricardo Germanico  
4. Arte Miguel Angel.  

Main U.S. cities in which Ecuadorian handicrafts are currently sold are:81  
1. New York 
2. Los Angeles 
3. Chicago 
4. Miami 
5. Dallas 
6. San Francisco  

Ecuador is currently exporting handicrafts into desirable geographic markets. San Francisco, Dallas, and Los 
Angeles are cities that have been determined as ideal markets for handicrafts by Frost & Sullivan. Chicago, Miami, 
and New York are also cities with large tourist populations and significant artisan employment. These six cities, 
with the addition of Atlanta, Georgia, are the ideal locations for the handicraft market. This implies that Ecuador 
does not need to shift their current geographic targets, but rather focus on increasing market share.   

                                                 
79 El Telegrafo. (2013). Craftsman Participate in international fair in New York. Retrieved from 
http://www.eltelegrafo.com.ec/noticias/economia/8/artesanos-participan-en-feria-internacional-en-nueva-york. 
80 ProEcuador (2017). 
81 ProEcuador. (2016). Guia Commercial. Retrieved from http://www.proecuador.gob.ec/pubs/guia-comercial-de-estados-unidos-2016/.  

http://www.eltelegrafo.com.ec/noticias/economia/8/artesanos-participan-en-feria-internacional-en-nueva-york
http://www.proecuador.gob.ec/pubs/guia-comercial-de-estados-unidos-2016/
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Trade Channels (1.3) 
Distribution Channels 
Colvin English is one of the leading experts on handicrafts in the United States. He serves as the National Sales 
Manager for several American handmade companies. He is the co-founder of ByHand Consulting, a consulting 
company that works closely with NY Now, one of the most influential handicraft trade fairs in the United States. 
(See Appendix 1.0 for full interview). He outlined the major distribution channels and margins for handicrafts in the 
United States. 

There are two primary options for successful handicraft importation. 
1. Selling to an Import Wholesaler 
2. Selling to a Direct Import Retailer82 

 
Using an Import Wholesaler is more traditional and common, but it is costly.  Selling to a Direct Import Retailer is a 
growing opportunity that many countries are now using as an alternative. Selling to a Direct Import Retailer allows 
for an increased financial opportunity for artisans. These Direct Import Retailers are cutting costs by utilizing 
economies of scale and new shipping services, such as DHL and other courier services which offer customs 
clearance as a part of the shipping service. It is advantageous to partner with a highly experienced Direct Import 
Retailer.83 
 
Aside from using these two forms of importation, there are opportunities to sell to consumers directly or online. 
We have found that there are two major hurdles for foreign handicraft producers selling online or directly to 
consumers. The first hurdle is communication and the second is the inability for a consumer to negotiate the 
import process or the producer to negotiate on behalf of the consumer. Communication can be difficult due to 
distance and culture differences. Internet is an expectation and email is the primary form of contact. It will be 
difficult for Ecuadorian producers to get their products to a customer effectively and efficiently without the use of 
a Wholesaler or Retailer to facilitate the importation process.84 

The best places to contact importers is through international trade shows/fairs or trade show directories. In fact, 
many of the trade show management companies have websites that are useful for identifying such importing 
companies85 

  

                                                 
82 English, Colvin. (2017, March 14). 
83 English, Colvin. (2017, March 14) 
84 English, Colvin. (2017, March 14). 
85 Frost and Sullivan. (2005). Market Feasibility Study. Retrieved from 
http://epch.in/projects/Handicrafts%20Final%20Report_August,%202005.pdf 

http://epch.in/projects/Handicrafts%20Final%20Report_August,%202005.pdf
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Figure 22 illustrates channels typically used by handicraft producers. This organization is applicable to the majority 
of handicrafts produced in developing countries and sold in the United States and Western Europe.  

 

Figure 2186 

From Figure 22, one can infer that many channels used to distribute handicrafts are long, which restricts the 
purchasing power of the consumer and restricts the pricing leverage an artisan applies in their handmade product. 
It will be difficult for Ecuadorian producers to get their products to a customer effectively and efficiently without 
the use of a Wholesaler or Retailer to facilitate the importation process.87  

According to USAID market analysts Ted Barber and Marina Krivoshlykova (2006), “the competitive nature of 
today’s markets demands that any company capable of going direct to drive down costs should do so whenever 
feasible. However, in the world of handcrafted products, “direct” rarely eliminates the role of the buying agent or 
exporter. There nearly always is a third party responsible for overseeing production.” 88 For Ecuador, this means 
that it will be most advantageous to utilize a third party to facilitate the importation process. 

  

                                                 
86 Frost & Sullivan. (2006).  
87 English, Colvin. (2017, March 14). Phone interview. 
88 Barber, T. Krivoshlykova, M. (2006, July). 
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Channel Participants 
Import Wholesalers  

Import Wholesalers typically sell their products to smaller retailers like boutiques that are not able to handle large 
loads. This process also allows the cost to be lower shipping costs because the product is sent to one location in 
the U.S. and distributed from there. 

There are 218,352 businesses that sell imported goods in the United States. There are 33,017 businesses that are 
in the category “Wholesale Sector”. In the Wholesale Sector there are 13,926 businesses that have sales of less 
than $1 million and 10,065 that have between $1-$5 million in sales. Over 8,800 businesses have more than $5 
million in sales.89  

Direct Import Retailers 

Direct Import Retailers are large enough to capitalize on economies of scale and typically sell handicrafts to 
consumers for a cheaper price than products that went through an Import Wholesaler.90  

This data is based upon businesses registered under the Federal Trade Commission, filed with descriptors 
including: craft, souvenir, gift, ethnic, home décor, handmade, and accessories:  

About 2,500 of the businesses are classified as “General Retailers”. Of those businesses using this classification, 
there are 1,732 businesses that have sales of less than $1 million and 504 that are have $1-$5 million in sales. Over 
250 businesses have more than $5 million in sales.91 About 2,200 of businesses in the U.S. with the classification 
“General Retailers” who are selling imported goods are single-location stores.92 

Those classified as “Gift, Novelty, and Souvenir Shops” that are selling imported goods can also be extracted. There 
are 1,046 business in the U.S. with this specific classification.93 Of the 1,046 businesses using this classification, 
there are 831 businesses that have sales of less than $1 million and 116 that are have $1-$5 million in sales. Over 
90 businesses have more than $5 million in sales.94 About 900 of businesses in the U.S. with the classification “Gift, 
Novelty, and Souvenir Shops” that sell imported goods are single-location stores.95 

There are 1,255 businesses in the United States that sell imported goods and are categorized as “Home Furnishings 
Stores”. Of the 1,255 businesses using this classification, there are 770 businesses that have sales of less than $1 
million and 304 that are have $1-$5 million in sales. Almost 180 businesses have more than $5 million in sales.96 
About 1,000 of the businesses in the U.S. with the classification “Home Furnishings Stores” who are selling 
imported goods are single-location stores.97  

This data indicates that there will be a significant number of businesses in the United States that have the potential 
to support Ecuadorian handicrafts; many of them make large profits and only have one physical storefront.  

Market share of imported goods being sold in the United States can be broken down into many categories. The 
first chart below breaks down the overall market for imported goods being sold in the U.S. and compares 
categories that would be relevant to the sale of handicrafts and those that would not. The second chart gives a 
detailed look at categories that are relevant to the sale of handicrafts specifically.98 

                                                 
89 Hoover’s Database. (2017). Hoover’s Build A List. Retrieved from https://subscriber.hoovers.com/H/search/buildAList.html. 
90 English, Colvin. (2017, March 14). 
91 Hoover’s Database. (2017). 
92 Hoover’s Database. (2017). 
93 Hoover’s Database. (2017).  
94 Hoover’s Database. (2017). 
95 Hoover’s Database. (2017). 
96 Hoover’s Database. (2017). 
97 Hoover’s Database. (2017). 
98 Hoover’s Database. (2017). 
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Figure 22 

 

Figure 23 

The number of businesses that sell imported handicrafts holds a significant portion of the market for sale of all the 
goods imported to the U.S. Out of the relevant categories, the largest is the Wholesale Sector. Retail methods are 
categorized into many different categories separately rather than as one “Retail” category. 99 

 

 

  

                                                 
99 Hoover’s Database. (2017). 
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Retail Margins 
Colvin English states that typical channel markups for handicrafts differ only on the basis of whether the country 
utilizes an Import Wholesaler or a Direct Import Retailer as explained above in section 1.3.100 The sale price in the 
United States when utilizing a traditional Import Wholesaler will be 5 to 8 times the FOB price. When utilizing a 
Direct Import Retailer, the United States sale price will be only 3 to 5 times the FOB price.101 

Because the channel length is shorter when using a Direct Import Retailer, there is more opportunity for financial 
gain by the artisans because these importers typically are not dependent upon the low-cost structure that exists 
with Wholesalers.  

Figure 25 displays the average difference between FOB price and Sale Price in the United States for Direct Import 
Retailers and Wholesalers. 

 

Figure 25102 

If Ecuador chooses to utilize a Direct Import Retailer, they will enjoy better margins and will be able to have more 
competitive pricing in the United States. Using Import Wholesalers is the more traditional and common 
importation method, but because the distribution channel is significantly longer, the end retail price will be 
significantly higher.  

The Corkscrew Swamp Sanctuary gift shop in Naples, Florida sells fair trade handicrafts made in numerous 
countries, including Peru and India. Roswitha Marold, retail and sales manager of the Corkscrew Swamp Sanctuary 
gift shop, said that regardless of the product, she marks products up by exactly 2.3x.103 This is an example of a 
retail mark-up, but this could differ depending upon the retailer.  

 
 
 

                                                 
100 English, Colvin. (2017, March 14). 
101 English, Colvin. (2017, March 14). 
102 English, Colvin. (2017, March 14). 
103 Marold, Roswitha Z. (2017, March 28). Phone Interview. 
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Below are key findings regarding the Market Research (1.0) section. These key findings have been identified as 
important to the creation of a strategy for Ecuador. Along with key findings, implications of what these findings 
mean to Ecuador have been included.  
 

Market Research Summary 

Consumer Sales 

Key Findings Implications 

There has been a steady growth of 11% in handicraft 
sales over the last 6 years. 

Consumers feel that the most important handicraft 
attributes are quality, price, design 

Consumers spend $60 - $190 per year on Handicrafts 

The luxury and upper mainstream markets are growing 
and have the highest demand for Handicrafts 

The top cities for handicraft sales are Atlanta, Georgia; 
Dallas, Texas; Los Angeles, California; San Francisco, 
California 

The most highly demanded handicrafts are jewelry, 
woodware, and ceramics 

Millennials and Homeowners purchase the most 
handicrafts 

There has been a decline in annual growth of traditional 
retail and growth of online sales 

• Due to a growth in upper income consumers, price products 
in Mid to Luxury market 

• Designs should cater to market they will be sold in, prices 
should be reflective to quality of item and value 

• Partnering with a retailer that sells in cities with particular 
attributes, such as high tourist population and high visibility 
will result in higher sales 

• Increasing woodware and jewelry production and sales could 
be beneficial 

• Cater to millennials and homeowners in United States 

• Partner with retailers who have a strong online presence and 
use online platforms for marketing and advertising 

Global Trends 

India is a top competitor with a strong handicraft brand 
established in the United States 

When compared to Ecuador, competitors of similar 
import capacity are New Zealand, Finland, Pakistan, 
South Africa 

The United States is number one handicraft importer 

• Due to a large amount of competition, the Ecuadorian 
brand must be established in the U.S. and there must be 
differentiation between Ecuadorian products and all others 

US Import Trends 

The products with the highest trade value are: “Statuettes 
and ornaments, of wood” and “Tableware, kitchenware, of 
wood” 

The wholesale channel is the most prominent channel used 
by handicraft producers, but the direct retail channel is 
growing 

• Because Ecuador has a specialty in woodware 
handicrafts, the high demand could be beneficial 

• There is significant competition in imported woodware 
handicrafts in the United States 
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Buyer Requirements (2.0) 
In order to successfully penetrate the handicraft market in the United States, there are specific buyer 
requirements that should be considered and evaluated. Buyer requirements consist of information relating to the 
logistics of transporting goods to the United States including: rules and regulations, sanitary and phytosanitary 
requirements, standards and technical requirements, packaging, labeling, taxes and tariffs, and terms of delivery. 
These aspects of logistics are crucial and should be considered when evaluating the ability for Ecuadorian 
handicraft entry into the United States market. 

Rules and Regulations (2.1) 
A commercial invoice is required to be signed by the seller, shipper, or his agent when prepared according to 
Section 141.86 through 141.89 of the CBP Regulations. An invoice must be completed in the primary stage for a 
commercial transaction. Importer and brokers may also opt to use the Automated Invoices Interface. The 
information required by the Tariff Act includes: 

• Port of entry 
• Time, location, names of the buyer and seller, if the merchandise is to be sold, and if consigned include 

the times and origin of the shipment and the names of the shipper and the receiver 
• A detailed description of the merchandise, include: grade or quality, the marks, numbers, and symbol 
• The quantities, weights and measurements 
• Include purchase price 
• Include value of each item in the currency I which transactions are being made 
• The entirety of all charges of the merchandise, itemized by name and amount 
• Include all rebates, drawbacks, and bounties 
• Type of currency 
• Country of origin 
• Include all good or services furnished for the production of the merchandise that is not included in the 

invoice price 

The invoice and all other documentation must be in the English language or accompanied by an accurate English 
translation. If the merchandise is sold while in transit, the original invoice should be accompanied by resale involve 
or statement of sale showing the price paid for each item sold. The document shall be filed as part of the entry, 
entry summary or withdrawal documentation. All invoices must state in detail what merchandise is contained in 
each individual package. If the weight, gauge, or measure of the merchandise is not disclosed in the invoice or 
entry, the importer of record shall pay expenses incurred to obtain the information prior to the release of the 
merchandise from CBP custody. Also, each invoice should contain the detailed class or kind of merchandise, each 
discount or base price that has been or may be allowed. When there is more than one invoice included in the same 
entry, the invoices and its attachments must be numbered consecutively by the importer at the bottom of the 
front of each page. 

Other special requirements for invoices include: 
1. Separate invoice required for each shipment  
2. Merchandise assemble to the same consignee by one commercial carrier may be included in one invoice 
3. Installments of a shipment covered by a single order or contact must arrive at the port of entry within 10 

consecutive days  
4. The invoice should indicate whether the production of merchandise cost for “assists” (dies, molds, 

tooling, printing plates, artwork, design and development) that aren't included in the invoice price 
5. Additional information may be required on special goods 
6. No rates of exchange may be used to convert foreign currency for customs purposes other than the rate 

in 31U.S.C. 5151104 

                                                 
104 Customs and Border Protection. (2006). Importing into the United States: A Guide for Commercial Importers, 37 Retrieved from www.cbp.gov. 

http://www.cbp.gov/
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Standards and Technical Regulations/Sanitary and Phytosanitary Requirements 
Importers looking to bring handicrafts into the United States will have few obligations regarding Sanitary and 
Phytosanitary requirements. These requirements are applicable mainly to food and plant imports. Firms bringing in 
a large amount of wood will need to have their products go through a fumigation process, but for handicrafts, this 
is not necessary. There are a few restrictions regarding different materials that may be present in handicrafts that 
are outlined below: 

Paint 

Paint and other surface coating materials are banned if they contain over .06 percent lead. 105 

Textiles and Apparel 

All textiles and apparel must be labeled with 

1. The names and percentages by weight of the constituent fibers present in the textile fiber product (not 
including ornamentation)  

2. Constituent fibers must be listed in order of weight. Any fiber or fibers present in amounts of five percent or 
less must be designated as “other fiber” 

3. The name of the manufacturer, or the name or identification number issued by the Federal Trade Commission 
4. A word trademark that is registered with the United States Patent Office may be used on labels in lieu of the 

name otherwise required 
5. The name of the country where the product was processed or manufactured106 
Imports are not required to be marked to indicate country of origin for works of art. 

Damaged Goods 

Damage or Deteriorated Goods that a CBP officer finds to hold no commercial value at the time of arrival due to 
damage or deterioration are treated as a “nonimportation.” No duties are assessed on these goods.107  

Any consumer product is eligible to be refused and/or seized if the product fails to comply with applicable product 
safety standards or regulations, there is a lack of a specified labeling or certification, or if the product is 
determined to present a substantial product hazard.108 
 

Import Licenses and Prior Authorizations 
The U.S. does not currently require a license to bring foreign goods into the U.S. for commercial sale. They do, 
however, have requirements from the U.S. Customs and Border Protection agency that must be followed. All items 
crossing into the U.S. border are subject to clearance of customs and any duties related to that item.109 If a 
consignee is used to facilitate entry into the U.S. an Employer Identification Number for the business which is 
selling the goods will be required. If this is not available a Customs Assigned Number can be obtained.110 
The U.S. Customs and Border Protection regulates the ports of entry which goods must pass through when 
traveling to the U.S. There are two options for importation of goods into the U.S. Immediate release and regular 
entry. Immediate release and regular delivery documents differ.111 If goods are being flown into the U.S, one will 
need to schedule to meet with a CBP Commercial Entry Office, to complete a formal entry. 

                                                 
105 Customs and Border Protection. (2006). Importing into the United States: A Guide for Commercial Importers, 115  Retrieved from 
https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf 
106 Customs and Border Protection. (2006). Importing into the United States: A Guide for Commercial Importers, 126.  Retrieved from 
https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf 
107 Customs and Border Protection. 
108 Customs and Border Protection. (2006). Importing into the United States: A Guide for Commercial Importers, 115.  Retrieved from cbp.gov. 
109 Customs and Border Protection. (2006). Importing into the United States: A Guide for Commercial Importers, Retrieved from 
https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf 
110 Customs and Border Protection. 
111 Customs and Border Protection. (2006). Importing into the United States: A Guide for Commercial Importers, Retrieved from  

https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf
https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf
https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf
https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf
https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf
https://www.cbp.gov/sites/default/files/documents/Importing%20into%20the%20U.S.pdf
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For Regular timing of delivery there is a 15-day grace period after the items arrive at the U.S. Port of Entry facility 
for documents to be filed. Documents for Regular scheduling include: 
• “Entry Manifest (CBP Form 7533) or Application and Special Permit for Immediate Delivery (CBP Form 3461) or 

other form of merchandise release required by the port director 
• Evidence of right to make entry 
• Commercial invoice or a pro forma invoice when the commercial invoice cannot be produced 
• Packing lists, if appropriate 
•  Other documents necessary to determine merchandise admissibility”112 
 
If Immediate Entry is needed, a special permit may be applied for prior to the arrival of the merchandise. CBP Form 
3461 is used for applying for a special permit. If the application is received and approved the items can be released 
immediately after they arrive.113 After this release, an entry summary must be filed within 10 working days. 
Immediate delivery release is available for application for the following items: 
• “Merchandise arriving from Canada or Mexico, if the port director approves it and an appropriate bond is on 

file 
• Fresh fruits and vegetables for human consumption arriving from Canada or Mexico and removed from the 

area immediately contiguous to the border and placed within the importer’s premises within the port of 
importation 

• Shipments consigned to or for the account of any agency or officer of the U.S. government 
• Articles for a trade fair 
• Tariff-rate quota merchandise and under certain circumstances, merchandise subject to an absolute quota 

Absolute-quota items require a formal entry at all times 
• In very limited circumstances merchandise released from warehouse followed within 10 working days by a 

warehouse withdrawal for”114 
 

When importing items to be sold or displayed at a trade show, Customs and Border patrol recommends the 
following for the items being transported: 
• “Official documentation date and location of the trade show 
• Confirmation that you are an exhibitor 
• Documentation indicating the value of items 
• Mark items “Not for Sale” or mutilate the items that are not intended for sale 
• Contact the Port of Entry prior to travel 
• Complete CPB 7523 ‘Entry and Manifest of Merchandise Free of Duty’ 
• Check with the government agency that regulates your product for any possible restrictions or required 

documentation 
• Obtain the HTSUS code for your items”115 
Items like display booths for tradeshows need a “Temporary Importation Under Bond (TIB) or Carnet for any 
supplies over $2,500. This is only for the items that will not stay in the U.S. and be sold.116 

Certifications: Organic, Social Standards or Management Systems 
Fair-trade certification for International formed businesses is currently restricted to food-type and agricultural 
products. U.S. based companies can apply for fair-trade certifications in the “Home Goods and Textiles” 
category.117 This could be potentially difficult for the Ecuadorian artisans without a formal list of supply chain and 

                                                 
112 Customs and Border Protection. 
113 Customs and Border Protection. 
114 Customs and Border Protection. 
115 Customs and Border Protection. 
116 Customs and Border Protection. 
117 National Customs Brokers and Forwarders Association of America Inc. (2017). NCBFAA Member Benefits. Retrieved from ncbfaa.org 
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knowledge of each product that they are using on their handicrafts. This is also costly for application. Fair-trade 
certification should be looked into by importers that are buying the Ecuadorian handicrafts or even the artisans 
after microenterprise zone plans have been discussed.118 

There is a possibility for an import service to be used to facilitate easier transport of goods. Companies specialize in 
providing assurance and certification for compliance to rules regarding international importation and exportation 
of goods.119 Advantages include faster shipping times and increased assurance for successful completion of 
delivery. Disadvantages include high-cost and poor feasibility for small structure of handicraft imports from 
Ecuador.120  

Labeling Requirements 
Labeling requirements include Country of Origin Markings, classification of goods, and appraisal of the products. 
Appraisal of the goods is based upon the first information that is available from the following: “transaction value of 
the goods, transaction value of identical merchandise, transaction value of similar merchandise, deductive value, 
computed value.”121  Country of Origin Markings are required when items being imported are fully assembled. 
Markings can be on the outer packaging on the product if that is how the consumer will receive the product.122 
Customs and Border Patrol states that, “U.S. customs laws require that each article produced abroad and imported 
into the United States be marked with the English name of the country of origin to indicate to the ultimate 
purchaser in the United States what country the article was manufactured or produced in. These laws also require 
that marking be located in a conspicuous place as legibly, indelibly and permanently as the nature of the article 
permits. Articles that are otherwise specifically exempted from individual marking are also an exception to this 
rule.”123 Putting stickers on the bottom of the handicrafts would be recommended for products that would be 
difficult to permanently mark or mark on the packaging. 

  

                                                 
118 National Customs Borders and Forwarders Association of America Inc.  
119 Fair Trade Organization. (2017). Fair Trade USA. Retrieved from www.fairtrade.org. 
120 Fair Trade Organization. 
121 Customs and Border Protection. 
122 Customs and Border Protection. 
123 Customs and Border Protection. 

http://www.fairtrade.org/
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Packaging Requirements 
Proper packaging procedures ensure efficient and effective distribution of the product, as well as customized 
marketing for the goods being sold. Packaging tips and general best practices for a variety of handicraft items 
being shipped via plane can be seen in the Table below.124 

Table 4 

Classification Examples Preparation of Products 
for Packaging 

Factors for Consideration in Packaging 

Textiles Linen, Table Cloth 
Embroidery, Printed 
Cotton, Carpet, Dolls 

Drying, Removing Dust Protection from mold and insect damage, 
Protection from discoloration by light, 
Keeping dust out, Transparency 

Wood Carvings, Tableware’s, 
Painted Products 

Cleaning, Drying Protection from scratching, Protection from 
moisture, microbes & insects, Preservation of 
aroma, Cushioning for delicate products 
against compression & impact damage, 
Protection from discoloration by light 

Lacquerware Tableware, Decorations Cleaning Similar to wood, especially protection of 
surface luster 

Stoneware Stoneware, Marble, 
Decorations, Etc. 

Cleaning Stone articles are fragile & heavy; some are 
very expensive depending on their artistic 
value 

Jade, Ivory & 
Bone 

Carvings, Personal 
Ornaments 

Cleaning Fragile, Very Expensive 

Imitation 
Ornaments & 
Jewelry 

Imitation Personal 
Ornaments, Gems 

Cleaning Dust and 
Fingerprints 

Require presentation packaging for sales 
promotion as well as transport packaging to 
protect fragile contents, Resist Pilferage 

Metal Bronze Sculptures, 
Silverware, Pewter 
Products, Decorations 

Cleaning Dust and 
Fingerprints 

Protection from tarnishing & corrosion (air, 
moisture & salt water) for some products, 
Protection from pressure causing distortion. 

Glass Flower Vases, 
Decorations 

Cleaning Fragile, Impact between articles is as 
damaging as impact from outside. 

Straw Baskets, Fans, Bamboo 
Decorations, Etc. 

Cleaning, Drying Soft, Can be easily crushed, Protection from 
moisture 

Leather Handbags, Decorations Cleaning, Drying Regulation of in-pack moisture, Levels to keep 
products flexible, Protection from 
discoloration & staining 

Paper  Lamp, Cover, Fans Cleaning, Drying Soft, Can be easily crushed, Protection from 
light & water 

Shells Dishes, Decorations Cleaning Fragile & heavy, compartments needed 
within pack 

 

                                                 
124 IIEM. Indian Institute of Export Management. Handicraft Manual. Retrieved from iiem.com/en/handicrafts 
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Many typical handicraft materials should follow proper moisture protection procedures. These types of materials 
include:125 

Table 5 

Handicrafts requiring moisture-proof packaging and in 
some cases, packaging with physical protection: 

Handicrafts requiring packaging for physical protection 
only: 

• Metal products 
• Textile products 
• Leather products 
• Wooden products 
• Paper products 
• Grass products 

• Glass products 
• Ceramics 
• Lacquerware 
• Shell products 
• Stone products 

The Indian Institute of Export Management recommends packaging items based upon their material, weight, and 
dimensions. A list of recommended procedures and steps is given according to their specifications.126  

  

                                                 
125 IIEM 
126 IIEM 
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Table 6 

Weight & Dimensions Physical Strength Moisture-Proof Packaging Packaging for Physical 
Protection 

Less than 500gms 

One Dimension 

10cm or less 

Strong 

Fragile 

Delicate/Valuable 

1, 5 

1, 3, 5 

1, 4, 5 

2, 5 

2, 3, 5 

2, 4, 5 

500-1,000gms 

One Dimension 

10cm or less 

Strong 

Fragile 

Delicate/Valuable 

1, 5 

1, 3, 6 

1, 4, 6 

2, 5 

2, 3, 6 

2, 4, 6 

1,000-2,000gms  

All Dimensions 

Exceeding 10cm 

Strong 

Delicate 

Fragile 

1, 6 

1, 3, 6 

1, 3, 4, 6 

2, 6 

2, 3, 6 

2, 3, 4, 6 

More than 2,000gms Strong 
Fragile 

Delicate/Valuable 

1, 7 

1, 3, 7 

1, 3, 4, 7 

2, 7 

2, 3, 7 

2, 3, 4, 7 

Function:  

1. Barrier: PE film – HDPE more than .02mm in thickness, LDPE more than .03mm in thickness, Others – 
bituminized/craft paper, paraffin waxed paper, PE/craft paper, PVC film, etc. 

2. Wrapping Materials: tissue paper, thin craft paper, transparent film (if transparency is necessary). 
3. Soft cushioning materials: plastic film with entrapped air bubbles, plastic film air cushion, single-faced corrugated 

board, paper cuttings, wood wool. 
4. Stiff cushioning materials: plastic form cushioning materials, PS, PE, polyurethane, wood wool, pads of corrugated 

fiberboard, paper cuttings. 
5. Light-duty box materials: paper board, more than 350g/m2 in basic weight, E flute corrugated fiber board, plastic 

and other materials are also applicable. 
6. Medium-duty corrugated fiberboard box materials: single-wall corrugated fiberboard more than 8 kilograms per 

cm squared in bursting strength. 
7. Heavy-duty corrugated fiberboard box materials: double-wall corrugated fiberboard more than 10 kilogram per 

centimeter square in bursting strength. 
Packaging materials made of wood or wooden pallets require additional regulations and must comply with the 
International Standards for Phytosanitary Measures #15. Compliance to the regulations requires a “debug symbol”, 
country code, and manufacturer code. If plastic, plywood, or particle board packaging is used these regulations do 
not apply.127 

The CBP recommends the following tips for importers regarding packaging and regulations for easy importation of 
products: 

1. “Include all information required on your customs invoices. 
2. Prepare your invoices carefully. Type them clearly. Allow sufficient space between lines. Keep the data 

within each column. 
3. Make sure that your invoices contain the information that would be shown on a well-prepared packing 

list. 

                                                 
127 Customs and Border Protection 
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4. Mark and number each package so it can be identified with the corresponding marks and numbers 
appearing on your invoice. 

5. Show a detailed description on your invoice of each item of merchandise contained in each individual 
package. 

6. Mark your goods legibly and conspicuously with the country of origin unless they are specifically 
exempted from country-of-origin marking requirements, and with such other marking as is required by 
the marking laws of the United States. Exemptions and general marking requirements are detailed in 
Chapters 29 and 30. 

7. Comply with the provisions of any special laws of the United States that may apply to your goods, such as 
laws relating to food, drugs, cosmetics, alcoholic beverages, radioactive materials, and others. 

8. Observe the instructions closely with respect to invoicing, packaging, marking, labeling, etc., sent to you 
by your customer in the United States. He or she has probably made a careful check of the requirements 
that will have to be met when your merchandise arrives. 

9. Work with CBP to develop packing standards for your commodities.” 
10. Establish sound security procedures at your facility and while transporting your goods for shipment. Do 

not give narcotics smugglers the opportunity to introduce narcotics into your shipment. 
11. Consider shipping on a carrier participating in the Automated Manifest System (AMS). 
12. If you use a licensed customs broker for your transaction, consider using a firm that participates in the 

Automated Broker Interface (ABI).”128 

 

Tax Regime (2.2) 
The following section evaluates the tax regime for importing into the United States. Understanding the tax tariffs 
and local tax variations is essential for integration into the U.S. market. The tax regime consists of information 
regarding: general tariff quotas, preferential tariffs, local taxes and import tariffs.  

General Tariff Quotas for the Product 
The United States Customs and Border patrol states that according to Chapter 97 of the Harmonized Tariff 
Schedule that all works of personalized handmade art can be imported to the United States duty free. Original 
engravings, prints, and lithographs are able to enter the United States duty free under heading 9703. The 
Harmonized Tariff Schedules chart used for the product in this report can be found in the appendix section of the 
report. The handmade fabrics, souvenirs, boxes, and ceramic ware will be given a tariff of 8.4% on the product as a 
maximum.37 This tax also differs from the amount of sales tax required for the selling state as well as the 
merchandise-processing fee. Merchandise process fee: The MPF is meant to offset the salaries and other expenses 
incurred by the CBP in the processing of imports and the releasing of merchandise into the U.S. However, if the 
product is valued at over $2,500 the product must go through a formal entry with a Customs Broker and an ACE 
manifest is required. The state sales tax differs throughout all fifty states and the merchandise processing fee 
differs as well. The merchandise-processing fee is less than one percent and helps products that come into the 
United States be monitored by customs and trade compliance.28 The MPF is in addition to the state sales tax and 
differs from the other general tariffs. More in depth information of the tariffs and taxes for the handicraft products 
can be found in the section of import tariffs later on in the report.  
 

Preferential Tariffs 
The United States and Ecuador share a history of partnership and cooperation.129 Since the USAID left Quito in 
2014, U.S. assistance in Ecuador has decreased. The United States is Ecuador’s principle trading partner, aside from 
fossil fuel trade.130 Ecuador benefited from the duty-free products into the United States for approximately 5,600 

                                                 
128 Customs and Border Protection. 
129 U.S. Department of State. (31 August 2016). U.S. Relations with Ecuador. https://www.state.gov/r/pa/ei/bgn/35761.htm 
130 U.S. Department of State. 

https://www.state.gov/r/pa/ei/bgn/35761.htm
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products. Ecuador benefits from duty-free entry into the United States for many products. The United States 
previously engaged in the Andean Trade Preference Act with Ecuador, but it expired in 2013.  

Ecuador is a member of the U.S. trade preference program, Generalized Systems of Preferences (GSP). The goal of 
this program is to provide opportunities for poor countries to use trade to grow their economies and reduce 
poverty. GSP promotes economic development by eliminating duties on up to 5,000 types of products. This 
program includes 122 beneficiary countries and territories, including Ecuador131 

Most handicrafts fall under the GSP list of eligible items. Most of the products not eligible for GSP duty-free entry 
contain animal products. An official list of GSP-eligible products can be found online on the Office of the United 
States Trade Representative website.132 Therefore, ProEcuador should utilize the GSP opportunity to distribute the 
handicraft products into the U.S. In order to market those items made from ProEcuador that fall under the GSP list. 

Claiming duty-free status 

In order to claim duty-free status, the firm must declare on the entry summary that the country of origin is a 
designated beneficiary developing country and place the symbol “A” as a prefix to the subheading of the tariff 
schedule for each appropriate article.133  

 

Criteria to claim duty-free status 
The following criteria must be met in order to obtain duty-free status through GSP: 

• The merchandise must have been produced in a beneficiary country. 
• The merchandise must be imported directly from any beneficiary country into the customs territory of the 

United States.  
• At least 35 percent of the article’s appraised value must consist of the cost or value of materials produced 

Ecuador134 
The lack of preferential tariffs between Ecuador and the United States provides an extra barrier to entering the 
market. This adds an extra cost and will make Ecuador slightly less competitive.135  

 
  

                                                 
131 U.S. Department of State. (2017). Generalized System of Preferences. Retrieved from https://ustr.gov/issue-areas/trade-
development/preference-programs/generalized-system-preference-gsp 
132 Office of the United States Trade Representative. (2017). GSP-Eligible Products. Retrieved from  https://ustr.gov/issue-areas/trade-
development/preference-programs/generalized-system-preferences-gsp/gsp-program-i-0 
133 Customs and Border Protection 
37Pitney Bowes (2017). HS Codes & Duty Rates for Handicraft Furniture. Retrieved from https://www.dutycalculator.com/hs-lookup/84657/hs-
tariff-code-for-handicraft-furniture/  
134 Customs and Border Protection. 
38 Tax Foundation (2015). State and Local Sales Tax Rates. Retrieved from https://taxfoundation.org/state-and-local-sales-tax-rates-2015/ 
 

https://ustr.gov/issue-areas/trade-development/preference-programs/generalized-system-preference-gsp
https://ustr.gov/issue-areas/trade-development/preference-programs/generalized-system-preference-gsp
https://ustr.gov/issue-areas/trade-development/preference-programs/generalized-system-preferences-gsp/gsp-program-i-0
https://ustr.gov/issue-areas/trade-development/preference-programs/generalized-system-preferences-gsp/gsp-program-i-0
https://www.dutycalculator.com/hs-lookup/84657/hs-tariff-code-for-handicraft-furniture/
https://www.dutycalculator.com/hs-lookup/84657/hs-tariff-code-for-handicraft-furniture/
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Import Tariffs 
The typical tariff for handicrafts being imported into the United States is approximately 5.3% per the value of the 
shipment of products. The range of tariff on products can vary from prices such as 0% to as large as 37.5%.136 The 
United States Customs and Border Patrol has the Harmonized Tariff System that determines how much will be 
charged per product.137 The United States Harmonized Tariff Schedule lists the amounts of tariffs that will be 
charged per product. The types of products that can be found within the Harmonized Tariff Schedule are wooden 
crafts such as jewelry boxes, ceramic products, and the works of art and collector’s items produced. The items of 
the wooden type such as the jewelry boxes that are not lined with a textile fabric would face a general tariff of 
4.3%. Different taxes and tariffs could arise when shipping these goods to different states. The states that offer no 
tariff for these products are California, Colorado, Illinois, and Pennsylvania.138 The items crafted from ceramics that 
are valued over $2.50 have no list of quantities required for a tariff and have no general tariff required.139 All 
handmade works of art and collector’s pieces that are imported into the United States all have a general duty of 
0%. The importing is free for items that are engraved, sculpted, or lithographed no matter the material that was 
used in production.140 The Harmonized Tariff Schedule is listed in the tables below pertaining to the certain types 
of products.  

Wooden Products: 34 

Table 7 

 

                                                 
136 U.S. Customs and Border Protection (September 21, 2015). Determining Duty Rates. Retrieved from https://www.cbp.gov/trade/programs-
administration/determining-duty-rates 
137 United States International Trade Commission (July 2, 2016). Interactive Tariff and Trade DataWeb. Retrieved from https://dataweb.usitc.gov 
138 United States International Trade Commission (2017). Harmonized Tariff Schedule of the United States. Wood and Articles of Wood. Retrieved 
from https://www.usitc.gov/tata/hts/bychapter/index.htm 
139 United States International Trade Commission (2017). Harmonized Tariff Schedule of the United States. Ceramic Products. Retrieved from 
https://www.usitc.gov/tata/hts/bychapter/index.htm 
140 United States International Trade Commission (2017). Harmonized Tariff Schedule of the United States. Works of Art, Collector’s Pieces, and 
Antiques. Retrieved from https://www.usitc.gov/tata/hts/bychapter/index.htm 

https://www.cbp.gov/trade/programs-administration/determining-duty-rates
https://www.cbp.gov/trade/programs-administration/determining-duty-rates
https://dataweb.usitc.gov/
https://www.usitc.gov/tata/hts/bychapter/index.htm
https://www.usitc.gov/tata/hts/bychapter/index.htm
https://www.usitc.gov/tata/hts/bychapter/index.htm
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See appendix 3.5 

Ceramic Products:34 
Table 8 

 

Handmade Collector’s Items:34 

See appendix 3.3 

Table 9 

 
See appendix 3.4 
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Local Taxes 
Sales taxes on products are different in amount throughout the U.S. The additional taxes that will be placed on the 
handicrafts, such as the merchandise processing tax, is less than one percent. The sales taxes per state in the 
United States ranges from 0% (Oregon) to 9.45% (Tennessee). The sales taxes in states suggested to sell 
handicrafts into ranges from 6.96% to 8.44%. Georgia is 6.96% at the lowest sales tax percentage and California at 
the highest percentage of 8.44%. Texas sales tax is 8.05%. 

For complete Information, see Appendix 3.0.  

Deliveries and Availability (2.3) 
How the products enter the country is an important aspect to international importation with the US. The following 
section describes the terms of delivery for products entering the US, the seasonality of the products and the lead 
time and delivery due dates. 

Terms of Delivery 
The International Chamber of Commerce has developed certain terms that establish rules for international 
shipping and delivery. The terms are known as the incoterms or the International Commercial Terms. Incoterms 
are the most commonly used rules and regulations of international trade and Incoterms 2010 just recently made 
revisions for interest in companies located in the United States. There are eleven rules for Incoterms 2010 shown 
below: 

Table 10 

 

According to Shubba Sangun, a handicraft seller into the United States, the door to door approach is assumed as 
the purchasing type of from the maker to the consumer directly. The delivery type would be focused towards the 
individual maker and to turn a profit as an individual not as a company. The airport to airport delivery type would 
be to focus on larger orders and help with groups of people making the handicrafts in Ecuador. This would be a 
larger order weighing up to 1,000kg per shipment. These orders would be made at the production facility and 
shipped to the nearest international airport for distribution. The shipment would go to the nearest airport that 
would be received by the selling company in the United States. The largest quantities that can be shipped would be 
used from land-sea cargo. The land-sea cargo can ship extremely large quantities weighing over 1,000kg per 
shipment, but would be difficult to maintain due to the pricing and long delivery times. This shipment method can 
take as long as 55 days depending on the porting location. Also, it would be a difficult and non-feasible solution of 
shipping handicrafts, because it is difficult to make handicrafts in large quantities in a short amount of time.  
See appendix 3.2 

 

Seasonality 
Seasonality of handicrafts is dependent upon the purchaser’s purpose. CraftWorks Michigan claims that most 
handicrafts and traditional crafts are bought for the purpose of souvenirs from travel. Handicrafts were also 
typically given as gifts. This purchasing pattern means that the handicrafts industry’s demand is seasonal to some 
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degree. According to the Bureau of Transportation Statistics, people are more likely to travel around the United 
States holidays of Thanksgiving, Christmas, and New Year. These people typically decide to travel through the days 
of Wednesday through Sunday.  
 

Souvenir Purchasing 

Individuals purchase handicrafts as “iconic souvenirs of travel which are valued for personal adornment, and used 
mainly for decorations for home and workplace.” Individuals in the heritage arts and crafts market value an 
authentic experience, heritage attractions, and brochures with stories about local artisans. The state of Texas 
estimates that heritage travelers spend an average of $114 per day versus $85 per day for non-heritage 
travelers.141 

Gift Purchasing 

First Research claims that gift purchasing demand increases in the winter time during the winter holidays. The 
months November, December, and January are peaks for gift purchasing. 142 

Lead-time and Delivery Due Dates 
Global trends suggest that there is pressure on artisans to shorten lead times. Laura T Raynolds, co-director of the 
Center for Fair & Alternative Trade at Colorado State University states that large mainstream retailers pride 
themselves on ethical sourcing, but continue to push low pricing and shorter lead times which can be largely 
detrimental to artisan business models and practices and negatively impact artisans.143  

Table 11 displays typical lead time expectations in the United States. These lead times differ based on which type 
of buyer.  

Table 11 

 Wholesale Large Retail Small Retail 

Lead Time Long: 3-6 months Long: 3-6 months Short: 6 weeks 

144 

Wholesalers and large retailers have longer lead times. This is more ideal for producers who do not have items 
stocked in a warehouse.  Longer lead times pose an advantage for producers creating handcrafted items.  

                                                 
141 MacDowell, Marsha. (2006). A Report on Traditional Crafts and Economic Development in Michigan. Retrieved from 
http://www.craftworksmichigan.org/craftworksreport.pdf 
142 First Research. (6 Jan. 2014). Gifts, Novelty, & Souvenir Stores. Retrieved from 
https://library.villanova.edu/files/5013/9206/1745/Gift_Novelty__Souvenir_Stores.pdf 
143 Raynolds, Laura T. (2015.) Handbook of Research on Fair Trade. Retrieved from 
https://books.google.com/books?id=gU7fBgAAQBAJ&pg=PA459&lpg=PA459&dq=lead+times+with+artisans&source=bl&ots=WbCy2tX5vd&sig=O
jpPrKt-_MPgqLtVIC3LMym-
XWc&hl=en&sa=X&ved=0ahUKEwi43sKLy4bTAhUEOJoKHYy8AvU4ChDoAQgkMAM#v=onepage&q=lead%20times&f=false 
144 NY Now. (6 December 2016). Artisan Resource Webinar #1. Retrieved from https://www.youtube.com/watch?v=Rf2iQKO-7yY. 

http://www.craftworksmichigan.org/craftworksreport.pdf
https://library.villanova.edu/files/5013/9206/1745/Gift_Novelty__Souvenir_Stores.pdf
https://books.google.com/books?id=gU7fBgAAQBAJ&pg=PA459&lpg=PA459&dq=lead+times+with+artisans&source=bl&ots=WbCy2tX5vd&sig=OjpPrKt-_MPgqLtVIC3LMym-XWc&hl=en&sa=X&ved=0ahUKEwi43sKLy4bTAhUEOJoKHYy8AvU4ChDoAQgkMAM#v=onepage&q=lead%20times&f=false
https://books.google.com/books?id=gU7fBgAAQBAJ&pg=PA459&lpg=PA459&dq=lead+times+with+artisans&source=bl&ots=WbCy2tX5vd&sig=OjpPrKt-_MPgqLtVIC3LMym-XWc&hl=en&sa=X&ved=0ahUKEwi43sKLy4bTAhUEOJoKHYy8AvU4ChDoAQgkMAM#v=onepage&q=lead%20times&f=false
https://books.google.com/books?id=gU7fBgAAQBAJ&pg=PA459&lpg=PA459&dq=lead+times+with+artisans&source=bl&ots=WbCy2tX5vd&sig=OjpPrKt-_MPgqLtVIC3LMym-XWc&hl=en&sa=X&ved=0ahUKEwi43sKLy4bTAhUEOJoKHYy8AvU4ChDoAQgkMAM#v=onepage&q=lead%20times&f=false
https://www.youtube.com/watch?v=Rf2iQKO-7yY
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Buyer Requirements 

Key Findings Implications 

It is difficult for an international producer to navigate 
the import process without an experienced agent or 
broker 

Regarding handicrafts, there are special regulations on 
paint, wood, and material labeling 

• An import facilitator/knowledgeable partner 
is critical to success 

• Handicraft producers must be able to adhere 
to standards and monitor quality 
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Marketing Requirements (2.4) 
When deciding on a marketing strategy, it is essential to consider both business-to-business and business-to-
consumer marketing techniques. The following information suggests multiple options for business-to-business and 
business-to-consumer marketing. These different marketing materials have been explored based on the 
effectiveness of the marketing medium in the handicraft style of business and how other competitors have utilized 
the media mentioned. 

Business to Business 
1. Trade Shows 

a. Trade shows are an opportunity for handicraft artisans, producers, or retailers to exhibit to 
buyers in the industry. Trade shows are an effective example of business-to-business marketing 
and are effective when entering a foreign market.145 Companies and individuals typically use this 
atmosphere to create product/brand awareness and drive the sales of products.   

2. Buyer Trips 
a. Companies, such as ByHand Consulting and Ten Thousand Villages, conduct buyer trips. These 

buyer trips involve buyers, with the aid of an organization, traveling to a local producer and 
creating relationships with producers. They allow United States buyers to attend regional artisan 
trade shows and special exhibitions. Buyers are able to discover the materials and techniques of 
each region.146 Ten Thousand Villages uses these buyer trips to work on product development 
with artisans.147 Colvin English, founder of ByHand Consulting, states that buyer trips are largely 
beneficial to producers, because the producers have aid in identifying able and interested buyers 
and to create a relationship.148 

3. Artisan Support  
a. There are multiple programs that work with artisans to provide support when trying to grow 

their business and sell their products at a variety of locations. An example of an artisan support 
organization is the Artisan Resource of NY Now. The Artisan Resource offers a unique seminar 
program geared to expand the market for artisan and handmade products by sharing the best 
practices in design, marketing, and promotion from market experts and sector leaders.149  Artisan 
resource is the best venue for artisan enterprises to develop long-term relationships with U.S. 
buyers and designers.150 These events are a great resource for artisans trying to enter the U.S. 
market. (See Appendix 9.0). 

 
  

                                                 
145 Sala, M.-M. (2002). Making the Best of Craft Trade Fairs. Market Profile, 2. 
146 ByHand Consulting. (2017). Buyer Trips. Retrieved from http://byhandconsulting.com/buyer-trips/.  
147 Ten Thousand Villages. (20 January 2016). A Buyer’s Travel. Retrieved from http://www.tenthousandvillages.com/mosaic/a-buyers-travel/.  
148 English, Colvin. (2017, March 14). 
149 ByHand Consulting. (2017). Artisan Resource. Retrieved from http://byhandconsulting.com/artisan-resource-NY Now/ 
150 ByHand Consulting. (2017). Artisan Resource. 

http://byhandconsulting.com/buyer-trips/
http://www.tenthousandvillages.com/mosaic/a-buyers-travel/
http://byhandconsulting.com/artisan-resource-nynow/
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Creating the Relationships with Buyers 
When marketing in the business-to-business environment, it is important to build lasting relationships with 
potential buyers. The following list explains the most important aspects of building relationships with buyers.  

1. Product Quality: Buyers in the U.S. are seeking products that have high quality, design, and are at a 
relatively high price point. At the 2016 NY Now Winter show, 92% of buyers were sourcing moderate to 
above average/high end luxury products.151  

2. Communication: In the handicraft industry, buyers seek to meet producers in person to experience their 
products firsthand. This face to face interaction is essential to the United States handicraft buyer/seller 
relationship.152 Once a partnership begins, buyers will communicate with producers via email. Reliable 
internet access is essential to this communication.153 

3. Exclusive design: Buyers typically seek producers that are able to create designs to match company 
themes (style or design preference) and target market trends. This could involve adjusting color or 
product design. Large retailers and wholesalers typically require exclusive designs specific to their 
company.154  

4. Capacity: There is typically a minimum buying quantity requirement set by the buyers.155 Capacity and 
lead times vary depending upon the buyer. Small retailers, for example, typically expect buyers to require 
a minimum of anywhere from $250 to $1,000 worth of product.156  

5. Cost: The cost of handicrafts is important in negotiations. Wholesalers, for example, place high 
importance on cost because their products compete in lower-margin and longer distribution channels.157 
Large and small retailers will be more flexible on price, as they do not experience the same competition 
for low-margins. 

 

  

                                                 
151 NY Now. (6 December 2016). Artisan Resource Webinar #1. Retrieved from https://www.youtube.com/watch?v=Rf2iQKO-7yY.  
152 NY Now. (22 February 2017). Industry Trends Shine at NY Now Winter 2017 Market. Retrieved from http://www.NY Now.com/press-
release/industry-trends-shine-at-ny-now-winter-2017-market/.  
153 NY Now (6 December 2016). 
154 NY Now (6 December 2016). 
155 NY Now (6 December 2016). 
156 NY Now (6 December 2016).  
157 NY Now (6 December 2016). 

https://www.youtube.com/watch?v=Rf2iQKO-7yY
http://www.nynow.com/press-release/industry-trends-shine-at-ny-now-winter-2017-market/
http://www.nynow.com/press-release/industry-trends-shine-at-ny-now-winter-2017-market/
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Buyer Expectations: 
Buyers attend trade shows to form relationships and identify exhibitors who would make ideal partners. The three 
typical buyers include: 

1. Small Retail Stores 
2. Large Retail Stores 
3. Wholesale Companies158 

In 2016, seventy-seven percent of buyers at NY Now were retailers. This is a 15% increase from the winter of 2016, 
showing that there is an increasing presence of retailers in the market. Only 7% are wholesale companies.159  

 

Figure 26 

There has been an increase in small retailers entering the market. Small and large retailers are able to compete 
with large wholesalers on the basis of design and luxury products, which has been a trend in recent trade shows.160 
(See Appendix 6.0). 

  

                                                 
158 NY Now (6 December 2016). 
159 NY Now (6 December 2016). 
160 NY Now (6 December 2016). 
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When attending a trade show, it is essential that producers are aware of how to meet buyer needs. Table 12 
outlines buyer expectations for the three typical buyers, wholesalers, large retailers, and small retailers. In order to 
accommodate the needs of a buyer, it is critical for exhibitors and producers to understand a buyer’s typical order 
size, price and payment terms, lead time expectations, import experience of the buyer, design requirement, 
exclusivity, and relationship and ordering.161  

Table 12 

Trade Show Buyer Expectations 

 Wholesale Large Retail Small Retail 
Order Size Large: $5,000 - $25,000+ Large: $5,000 - $50,000+ Small: $250 - $1,000+ 
Price Terms & Payment 
Terms 

Ex-factory or FOB 
May provide deposit 
Pays by wire transfer 

Ex-Factory, FOB, or U.S. 
Landed. 
Net 30-6- payment terms 
Payment by wire transfer 

US wholesale or U.S. 
Landed 

Lead Time Long: 3-6 months Long: 3-6 months Short: 6 weeks 
Import Experience Strong Strong 

May work with regional 
sourcing agents 

Very little experience 

Products Custom Designs Existing designs or 
custom 

Selects from existing 
collections 

Exclusivity Required for all designs Yes, normally required May require exclusivity 
for city or zip code 

Relationship and 
Ordering 

Long-term relationship 
with fewer suppliers 
Takes longer to develop 
relationships 

Complicated packaging 
and labeling 
requirements and vendor 
manuals 

Changes vendors often to 
keep product selection 
new 

Terminology 

Ex-factory: price leaving the artisan workshop 
FOB: price leaving Ecuador (includes domestic transportation to port of exit, 
packing, export fees) 
Landed: price including international shipping (US import duties & fees) 
Wholesale: price quoted by U.S. wholesalers & distributors; price shipping from 
U.S. warehouse 

 
Small Retail Store: 

Small retail store could be independent stores, online stores, museum gift shops, fair trade shops, or galleries. 
Their average order size, according to NY Now is $250 to $500.162 This is significantly smaller than the order 
expectations present for large retailers and wholesalers. These small retail stores buy primarily from U.S. 
wholesalers at U.S. wholesale prices.163 Because of the small order size and typical price terms, small retailers are 
not ideal buyers for international producers. These stores are also typically inexperienced with importing and 
international shipping.164  

 

 

 

                                                 
161 NY Now (6 December 2016). 
162 NY Now (6 December 2016). 
163 NY Now (6 December 2016). 
164 NY Now (6 December 2016). 
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Large Retail Store: 

Large retail stores are typically part of a network of 10-200 stores.165 They sell using multiple channels. For 
example, it is typical for a large retail store to have a brick-and-mortar store while also utilizing online and mail-
order methods. Large retail stores are typically very experienced buying overseas and will be familiar with FOB 
pricing.166 The major disadvantage to partnering with a large retail store is that producers will need to abide by 
strict packaging and labeling requirements. These stores often enforce fees when producers do not follow their 
vendor requirements. Partnering with buyers who have fees means taking on additional financial risk.167  

Wholesale Company: 

The largest companies present at trade shows are the wholesale companies. They work with fewer producers, but 
the relationships last much longer.168 Wholesalers are extremely experienced with importing and shipping. 
Wholesalers will also use their own packaging and market materials, so the burden of packaging and marketing is 
not placed on the producer, as it is when selling to retailers. Wholesalers typically pay FOB price or ex-factory 
prices, which is ideal for international producers.169 Because wholesalers have longer distribution channels, there is 
more margin sensitivity and they will expect low prices. Wholesalers typically desire custom designs.170 They will 
not choose from existing products, rather they will wish to see the techniques and materials used to create the 
products and will desire to collaborate to create products that are new, unique, and fulfill their consumer needs.  

 

  

                                                 
165 NY Now (6 December 2016). 
166 NY Now (6 December 2016). 
167 NY Now (6 December 2016). 
168 NY Now (6 December 2016). 
169 NY Now (6 December 2016). 
170 NY Now (6 December 2016). 
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Communication 

Communication expectations vary depending upon the buyer. Producers and artisans should tailor their 
communication methods based upon the buyer they wish to attract. The communication methods that are 
common among all buyers are the use of email, and at least quarterly updates on products, production, or trade 
shows.  

Table 13 illustrates each buyer’s expectations regarding communication after collaboration.  

Table 13 

Communication 

Small Retailer Large Retailer Wholesaler 

Customer list: 

• Emails 
• Mailing addresses 

Customer list: 

• Emails 
• Mailing addresses 

 

Monthly or bi-monthly emails with 
ACTION messages 

Quarterly updates on new products 
& trade shows 

Quarterly updates on new products 
& production 

 Personal emails Personal emails 

Terminology 

• Action messages: “Place order now for holiday deliver by 
October 15th” or “New products just launched for Summer 
Shows” 

• Quarterly updates: “Mark calendars for these upcoming shows:” 
or “Introducing our new Fall 2017 collection on May 1st” 

 

Communication is key to forming sustainable and successful relationships with buyers in the handicraft industry. 
Because large retailers and wholesalers often seek custom and exclusive design, communication is a vital part of 
the buyer-producer relationship.171 Small retailers expect less personal communication, but still desire to have 
frequent updates.172 

 

  

                                                 
171 NY Now (6 December 2016). 
172 NY Now (6 December 2016). 
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Trade Show Buyer Profile: 
A vast majority of buyers that attend trade shows are seeking products that exist in the upper segment of the 
mainstream and luxury price range.173 

 

This suggests that commodities will not sell well at trade shows. Appealing design and quality will create desirable 
products.  

In 2015, the top 10 categories that buyers were interested in were as follows: 

1. Decorative accessories: 43% 
2. Home furnishings: 33% 
3. Jewelry: 29% 
4. Handcrafted: 26% 
5. Contemporary Design: 25% 
6. Tabletop: 24% 
7. Candles: 24% 
8. Home textiles: 21% 
9. Holiday/Seasonal: 21% 
10. Made in USA: 21%174 

In order to be successful, producers should tailor their products to fit these buyer preferences as much as possible.   

  

                                                 
173 NY Now (6 December 2016). 
174 NY Now (6 December 2016). 
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Marketing Materials 
In regard to working with buyers at trade shows, marketing serves as a way to communicate the artisan’s specific 
products, as well as capacity and price. Buyers expect producers to have at the very minimum: a company profile, 
brochure or postcard, a product line sheet, and a price list with a terms sheet.  

Table 14 

Marketing & Sales Tools 

Small Retailer Large Retailer Wholesaler 

Website: 

Sell story/brand + Product + Store 
Listings 

Website: Story  

Catalogue (electronic): 
Sell story/brand 
Full product selection 

Catalogue (electronic): 
Sell story/brand 
Sampling of products 

Catalogue (electronic): 
Sell story/brand 
Sampling of products 
Explanation of production 

Brochure/Postcard Company Profile Company Profile 

Line Sheet + Prices + Terms Line Sheet + FOB Price list Product Photos + FOB Price list 

Hangtags + Packaging   

 

Marketing tools used by producers must communicate “the story” of the product, which could be the culture, the 
artisans that it benefits, the authenticity of a raw material, or other branding story.175 This is vital to be successful 
in the handicraft industry. The catalogue must include quality photos of products to ensure that the buyer makes 
the correct assumption about product quality. Samples are essential and expected. 

  

                                                 
175 NY Now (6 December 2016). 
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Examples of necessary marketing and sales tools: 

 

 

  

Figure 27  
Figure 28 

Figure 29 
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Business to Consumer 
In contrast to business-to-business, the following section explores the marketing options for business-to-consumer 
selling. The key points of business-to-consumer selling include customer relationships, marketing channels, 
consumer expectations, and key marketing materials.  
 

Creating the Relationships with Consumers 
1. Create the “Story”: Consumers want to know the story behind the product they are buying.176 Websites 

should have the mission statement included on the website as well.177 This information should be very 
easy to understand. 178 

2. Quality: When creating handmade goods, it is especially important to stress the quality of the product to 
customers. A high-quality product will create trust between seller and buyer, fuels word of mouth and 
social media recommendations, produces less complaints/returns, and ultimately people care about the 
aesthetic of the products they buy.179 

3. Design: The design and technology aspects play a very important part in marketing. In order to compete 
in the international market, it is necessary to promote the organizations involved in export of handicrafts 
for development of new and innovative items. 180  

4. Ethical Production: Artisans should note that the conditions inside their workshops and the 
environmental impact of the products play a key role when marketing their products.181 

Marketing Channels 
1. Peer-to-Peer Online Websites: When selling products business-to-consumer, peer-to-peer e-commerce 

websites can be used. The following chart explores the three most used U.S. based peer-to-peer e-
commerce websites182:  
 

 

 

 

 

 

 
 
 

 
 
 
  

                                                 
176NY Now. (6 December 2016).  
177 NY Now. (6 December 2016). 
178NY Now. (6 December 2016). 
179 5 Reasons Why Product Quality Matters. (n.d.). Retrieved April 08, 2017, from https://www.business.com/articles/5-reasons-why-product-
quality-matters 
180 IIEM 
181 Sala, M. 
182 Online Marketplaces for Handcrafted and Vintage Merchandise. (2017). Retrieved April 05, 2017, from 
https://fungglobalretailtech.com/research/online-marketplace-report-2/ 
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Table 15 

 Etsy Bonanza Handmade @ Amazon 

Number of 
registered 
merchants 

1.56 Million active sellers 50,000 active sellers 5,000 active sellers 

Items for Sale 29 Million 15 Million 80 Thousand 
Most Popular 
Categories 

Weddings, jewelry, kids 
(meaning children items: toys, 
clothes, etc.) 

Fashion, accessories, 
jewelry, crafts 

Jewelry, home products, 
party supplies, stationery 

Checkout options PayPal, offline payment, 
credit and debit cards, bank 
transfer, Apple Pay, Google 
Wallet 

PayPal, Amazon 
Payments, credit and 
debit cards, money order 

Amazon Payments, credit 
and debit cards, cash on 
delivery, checking 
account 

 
2. Social Media: Facebook, Twitter, and Instagram have been proven to be the leaders in social media 

marketing183. 
a. Facebook: Facebook is the largest social network in the world, it has more than 1.23 billion active 

users, 62% of whom log in on a daily basis. 184 Facebook allows businesses to market efficiently 
by having three key tools: pages, ads, and groups. 185 Marketing on Facebook helps businesses 
find new customers and build lasting relationships with them. 186 Facebook also allows 
businesses to see their ad results with the ads reporting tool.187 

b. Twitter: Twitter allows businesses to gain followers and businesses can engage with people and 
then become friends or fans on the business’s page. 188 When advertising with Twitter businesses 
can create objective-based campaigns and the website allows the business to analyze their ad 
performance and optimize the campaign.189 

c. Instagram: Instagram has over 1 million advertisers worldwide that use the platform to share 
their stories and drive their business results. 190 Businesses who use Instagram are given real-
time metrics, insights into followers and how they interact with your posts and stories, and 
company information is available to consumers.191 

3. Website: A successful website is essential when selling to the online market. A successful website is one 
that allows for measurement of the websites traffic, has a sustainable strategy, offers ad space, uses 
search engine optimization (SEO) to optimize search results, and has a solid design/campaign to appeal to 
the target market.192  

  

                                                 
183 Yohn, D. L. (2015, February 25). Why the print catalog is back in style. Retrieved February 24, 2017, from Marketing 
184 Bulygo, Z. (2017). Facebook Marketing: A Comprehensive Guide for Beginners. Retrieved April 05, 2017, 
from https://blog.kissmetrics.com/facebook-marketing/ 
185 Bulygo, Z. (2017). 
186 Facebook Marketing. (2017). Retrieved April 05, 2017, from https://www.facebook.com/business/overview 
187 Facebook Marketing. 
188 Hines, K. (2017). The Marketer. Retrieved April 05, 2017, from https://blog.kissmetrics.com/twitter-marketing-guide/ 
189 Advertising on Twitter. (n.d.). Retrieved April 05, 2017, from https://business.twitter.com/en/advertising.html 
190 Get Started on Instagram for Businesses. (n.d.). Retrieved April 06, 2017, from https://business.instagram.com/getting-started 
191 Get Started on Instagram for Businesses. (n.d.). 
192 Halbrooks, G. (n.d.). Create a Successful Website in 10 Easy Steps. Retrieved April 08, 2017, from https://www.thebalance.com/create-a-
successful-website-in-10-easy-steps-2315329 

https://blog.kissmetrics.com/facebook-marketing/
https://blog.kissmetrics.com/twitter-marketing-guide/
https://business.instagram.com/getting-started
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Consumer Expectations 
American consumers have a certain expectation when it comes to buying products online. These expectations 
include: 

1. Secure/Convenient payment options: American consumers expect reliable and secure payment options 
when shopping online. Secure payment methods include in site purchases with Visa, MasterCard, and 
Discover Card, as well as through PayPal.193 In order to add convince for potential future purchases, 
customers prefer to be able to purchase either as a guest (one time purchases) or to create an account as 
a regular user (multiple orders throughout a span of time).194 

2. User-friendly Website: An easy-to-use and user-friendly website is essential to success in reaching an 
online American market. In the US, 56% of online consumers will find an alternative online retailer to 
purchase from if one retailer fails to provide a satisfactory shopping experience.195 When shopping online, 
40% of Americans would prefer to purchase products from other countries, only if it is fast and easy in 
regard to shipping and payment. 196 On the website customers expect to be able to see a detailed product 
description, such as pictures from all angles, zoom options, and consumer reviews/ratings.197 

3. Exceptional Customer Service: When shopping online, Americans expect a high level of customer service. 
Exceptional customer service includes email confirmation of orders, easily accessible contact information, 
and quick response time to answer questions.198 Contact information should be readily available on the 
website. Customers also expect to be updated on their order progress, for example a confirmation email 
saying that the order has been confirmed.  

4. Package Tracking/Shipping options: Shipping is a key appeal factor for consumers in America. It has been 
reported that 2/3rds of online shoppers view poor shipping as a source of irritation when shopping 
online.199 This means that customers place a high value on efficient shipping practices. When shipping 
products, it is important to include tracking options, especially when shipping from country to country. 
Customers want email confirmation of orders, and updated shipment details until the package is 
delivered. 200 

 

Consumer Profile 
Millennial individuals are a large reason in the shift from shopping in a physical location to shopping online. 
Millennials make 54% of their purchases online.201 Traditional retailers are struggling with declining physical store 
purchases and that is showing in their results. Some of these retailers’ numbers are up slightly; whereas, Amazon, 
an internet retailer, is up 28% in sales to 29.1 Billion in 2016.202 After being asked where they planned to shop in 
the future, our survey shows that of the ones who bought online that 32% used a laptop, 25% used a smartphone, 
24% used a tablet, and 11% made purchases in a physical retail store.203   

                                                 
193 5 Expectations With Online Shopping and Payments. (n.d.). Retrieved April 07, 2017, from https://www.vantiv.com/vantage-point/smarter-
payments/expectations-of-online-shoppers 
194 5 Expectations With Online Shopping and Payments. (n.d.).  
195 Consumers and their online shopping expectations. (2015, February 20). Retrieved April 07, 2017, 
from https://ecommercenews.eu/consumers-online-shopping-expectations/ 
196Consumers and their online shopping expectations. (2015, February 20). 
197 5 Expectations With Online Shopping and Payments. (n.d.). 
198 5 Expectations With Online Shopping and Payments. (n.d.). 
199 5 Expectations With Online Shopping and Payments. (n.d.). 
200 5 Expectations With Online Shopping and Payments. (n.d.). 
201Elumenthal, E. (2016, June 08). Millennials drive spike in online shopping. Retrieved April 05, 2017, from 
https://www.usatoday.com/story/money/2016/06/08/survey-more-than-half-purchases-made-online/85592598/ 
202 Eli Blumenthal (2016, June 08). 
203 Eli Blumenthal (2016, June 08). 

https://www.vantiv.com/vantage-point/smarter-payments/expectations-of-online-shoppers
https://www.vantiv.com/vantage-point/smarter-payments/expectations-of-online-shoppers
https://ecommercenews.eu/consumers-online-shopping-expectations/
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Search Engine Optimization  
In order for the industry to maximize SEO, it is best to cater to the culture. According to Trent Anderson of Youtech 
& Associates, if content does not use the right keywords for the target language, the information will not show up 
in search results.204 The content needs to resonate with the audience making the consumer feel compelled to 
engage with the product and click on the link that appears when searching the internet. To successfully have the 
top search, it is important to study the target markets and creating specific campaigns for each. 205 The 
international handicraft industry will require in-country research that involves the intent and the quality of the 
content to attract search engines and visitors.206 
 
  

                                                 
204Anderson, Trent. (2017, April 7). Interview.  
205 Anderson, Trent. (2017, April 7).  
206 Anderson, Trent. (2017, April 7).  
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Competitiveness (2.5) 
This section explores the various sources of competition for handicrafts in the U.S., the various competitors, their 
pricing and other relevant competition information.    

The market for handicrafts is expected to grow in Western markets and in regions with an expanding middle class, 
such as China and India.207 This shows that there are expanding opportunities for artisans in developing countries 
to design and create products for these markets. China, India, Malaysia, Taiwan, and Vietnam, among other 
countries, currently dominate handicraft production worldwide.208 These countries market positions are mostly 
low-cost, high volume, Western-designed goods. 

Because the market is saturated with Chinese and Indian products, consumers seek unique products made in other 
countries.209 This presents an opportunity for Ecuador to make higher quality, more unique products, and be very 
successful.  The low-quality product and high quality product markets are expanding, while the middle (moderate 
quality at moderate prices) is relatively stagnant.210 To be competitive in the low-end, low quality market, it 
requires significant production capacity, which the artisans of Ecuador may be able to achieve, but at much slower 
rate than competitors. The best opportunity for Ecuadorian artisans presents itself in the high-quality market 
sector, where the focus is on more distinctive designs, higher quality, smaller batches, flexibility in pricing and 
customization.  

Large, Direct Import Retailers operate in such a way that micro and small enterprises just cannot emulate.211 These 
larger retailers take orders that typically require high production capacities, standardized product, tight delivery 
dates, specific labeling, packaging, and lower pricing.212 Advance deposit payments to producers are unusual, 
delayed payment terms are customary, and charge-back penalties for mistakes are common.213 Smaller 
businesses/artisans would be significantly challenged operate in the same way. However, there are advantages the 
smaller businesses can leverage and utilize that will separate them from these “big-box” competitors.  One big 
advantage is ease of customization.  Buyers of all types prefer multiple product options to choose from, flexibility 
to make design modifications, and, most importantly, reliable partners.214  

In order to be successful selling products in the US, Ecuadorian businesses/artisans must focus on selling their 
products in markets and channels that have less direct competition with high-volume, low cost, handicraft 
manufacturers. People and businesses whose involvement in the craft industry is influenced by a sense of mission 
about dealing with small and micro businesses, offer the best channels for Ecuadorian artisans, because their sense 
of mission maintains tolerance for the inherent individuality that small and micro businesses bring to the table.215 
Individual boutique stores, web-based businesses, and small chains are some of the best channels for small and 
micro enterprises.216 

Country of origin and image of the country can be a factor in the purchasing decisions of the consumer, but, in 
general, it does not have a major influence in the purchase decision.217 There are more important factors in the 
purchasing process, most significantly on the quality of the product itself, and then the price.218 Some countries 

                                                 
207 Barber, Ted. Krivoshlykova, Marina. (2006). Global Market Assessment For Handicrafts. Retrieved from 

http://pdf.usaid.gov/pdf_docs/Pnadn210.pdf. 
208 208 UN Comtrade Database. (2017). Trade Data. Retrieved from https://comtrade.un.org/data/. 
209 Ministry of Foreign Affairs. CBI Trends: Home Decoration & Home Textiles in Europe. Retrieved from 
https://www.cbi.eu/sites/default/files/market_information/researches/trends-europe-home-decorations-home-textiles-2016.pdf 
210 Barber, Ted. Krivoshlykova, Marina. 
211 Interview with Keith Recker 
212 Interview with Keith Recker 
213 Barber, Ted. Krivoshlykova, Marina. 
214 Ministry of Foreign Affairs. CBI Trends: Home Decoration & Home Textiles in Europe. Retrieved from 
https://www.cbi.eu/sites/default/files/market_information/researches/trends-europe-home-decorations-home-textiles-2016.pdf 
215 Interview with Keith Recker 
216 Interview with Keith Recker 
217 Interview with Bill Kruvant 
218 Interview with Keith Recker 

http://pdf.usaid.gov/pdf_docs/Pnadn210.pdf
https://comtrade.un.org/data/
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have a images of high quality products (Made in Italy), and some have images of cheap products (Made in China), 
and these images can have an effect on the purchase decision, but are not the main element of the decision.  

Comparison of Price of Various Handicraft Products 

The following charts compare the prices of products from Ecuador to other countries with similar products.  
Table 16 

Country Ecuador U.S.A. China India 
Product Embroidered 

Blouse 100% 
Cotton 

 

Embroidered 
Blouse 

 

Embroidered 
Blouse 

 

Embroidered 
Blouse 

 

Price Range $15.99-$29.99 $18.99-$79.99 $16.99-$29.99 $29.99-$59.99 

 

Table 17 

Country Ecuador U.S.A. China India 
Product Wooden Pen Holder 

 

Wooden Pen Holder 

 

Wooden Pen Holder 

 

Carving Pen Holder 

 
Price Range $10 $43 $0.23 (min. order 

500) 
$2.50 (min. order 

30) 
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Marketing 

Key Findings Implications 

Trade shows and buyer trips are the traditional venue 
for networking with buyers 

Buyer expectations differ depending upon the type of 
buyer on the basis of order size, price terms, lead time, 
import experience, exclusivity of design, and 
relationship expectations 

The three typical structures of buyers at trade shows 
are small retailers, large retailers, and wholesalers 

Online marketing and purchasing options for 
consumers are an expectation 

“The story” behind the product and culture are an 
important consideration for consumers prior to 
purchasing 

• Attending trade shows and artisan resource 
venues and hosting buyer trips will be 
advantageous to identifying a capable buyer 

• Producers will have differing marketing, minimum 
order size, negotiation terms, lead time 
expectations, and exclusivity approaches 
dependent upon the buyers that are intended to 
be attracted 

• Online marketing is a consumer expectation 
regardless of the distribution path chosen 

• Creating a captivating and inspiring “story” behind 
the product and artisan(s) can increase 
competitiveness  

• Handicrafts sold to United States consumers must 
have perceived utility and a contemporary design 
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Negotiation (3.0) 
The following section discusses the purchasing process and the business culture when selling handicrafts into the 
US. This is a key function when selling products into the U.S. market.  
 

Purchasing Process (3.1) 
Decision Factors: 

The purchasing process and key decision makers vary based upon the type of buyer: 

• Small Retailers: Overall, purchase decisions will be made based upon quality of readily available products 
within a U.S. warehouse. Marketing and packaging are considered when making buying decision. 

• Large Retailers: Overall, purchase decisions will be made based upon high quality and exciting designs.  
• Wholesalers: Wholesalers will work with producer to develop exclusive products that suit their target 

market. Key decisions are made based upon quality of methods and capacity. Wholesalers seek long 
relationships and will therefore value reliability and communication. Wholesalers complete their own 
marketing and package their own products.  

Samples are required to initiate negotiations. Having an electronic catalogue, company profile, and line sheet that 
includes a price list are also buyer expectations. 

Typical Buyer Inquiries: 

While negotiating, there are typical questions that producers must be prepared to answer for a buyer. These 
questions include: 

• How much?  (What is the price?) 
• How many?  (What is the minimum?) 
• When?   (How soon can an order be received? What is lead time for production?) 
• Other costs?  (What are the shipping costs?) 

When working with large retail buyers, standard practice is to negotiate to buy at “US landed pricing.” If a 
producer is unable to quote a buyer a landed price, the producer may be at a disadvantage when pursuing large 
retail buyers.  

It will be advantageous for a buyer to set a minimum price relative to the average order size of their ideal buyer. 
This is a financial advantage as well as an advantage in attracting the right buyers. 

Other Key Advantages: 

Colvin English, the founder of ByHand Consulting, states that the main way for a producer to gain a competitive 
advantage is to ensure efficient and effective communication with the wholesaler or retailer.221 English states trust 
is often broken when working with international artisans due to a lack of responsiveness or delayed 
communication.222 Differentiation happens for artisans or producers when they communicate changes or delays in 
production. English also says that answering emails in a timely manner is reflective of a trustworthy partner.223 
Often producers or artisans realize that there will be an interruption in production, but rather than responding 
with bad news, they will not respond at all. American businesses value honesty and timeliness.224 

                                                 
221 English, Colvin. (2017, March 14). 
222 English, Colvin. (2017, March 14). 
223 English, Colvin. (2017, March 14). 
224 English, Colvin. (2017, March 14). 
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Business Culture (3.2) 
Culture plays a key role when negotiating between businesses from different countries. In order to effectively 
negotiate across borders it is important to note four key differences in business culture: individualism, power 
distance, and uncertainty avoidance.  

Figure 31 shows the breakdown of the cultural compass that has been established between the comparison of 
both Ecuador and the United States. Each category is essential for establishing a cultural breakdown of key 
concepts that are directly correlated to the country’s purchasing power respectively. 225 

 

Figure 30 

Doing Business in the United States: 

This section highlights differences in conducting business in the United States and Ecuador. The information below 
offers some insight given to us by the Global Road Warrior database as well as the Hofstede Centre.  
1. Individualism: Individualism is the idea that one’s needs are more important than that of another to better 

one’s social, economic, business, or political stance. The United States is a strongly individualistic culture, and 
its citizens tend to be quite self-reliant.  There is a large gap between Ecuador and the United States. Ecuador 
is very collectivistic. This means that in order to achieve an end goal the two or more parties feel the need to 
work together. For example, an American may be more likely to seek a promotion in a job rather than help a 
coworker succeed in getting a promotion. To succeed in business in the United States, it would be best to 
understand the individualistic style and use that style in business relationships.226 

                                                 
225 Maine , K. (2016, April 1). The Business Experience: Global Road Warrior . Retrieved February 1, 2017, from 
http://www.globalroadwarrior.com/#mode=country®ionId=43&uri=country-content&nid=13.12&key=country-business-experience 
226 “National Culture,” Geert Hofstede, accessed April 7, 2017, https://geert-hofstede.com/national-culture.html 

http://www.globalroadwarrior.com/#mode=country
http://www.globalroadwarrior.com/#mode=country
http://www.globalroadwarrior.com/#mode=country
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2. Power Distance: Power distance is the way in which one accepts and expects power to be distributed. 
Americans have a lower sense of power distance than Ecuadorians. This means that power is distributed more 
horizontally rather than vertically in a business. Ecuadorians tend to defer more than Americans to power 
passed down in a hierarchical manner. For example, in order to get the job done, an American is less likely to 
be afraid to approach a person that holds a higher position.227  

3. Uncertainty Avoidance: Another gap presented is Uncertainty Avoidance. Uncertainty Avoidance pertains to 
how individuals in a culture react to uncertainty and ambiguity. Higher uncertainty avoidance cultures, such as 
Ecuador, tend to be stricter, have tougher safety and security restrictions, and believe that absolute truth is 
identifiable in more situations.  Low uncertainty avoidance cultures, such as in the U. S., are generally less 
strict, with weaker or varied safety and security restrictions, and do not expect absolute and complete truth to 
be available in every situation. However, this gap is less dramatic than the Individualistic gap or the Power 
Distance gap.228 

4. Competitive: Americans are very competitive by nature. A competitive business wants to always be ahead of 
their counterparts. This is like the individualistic characteristic of Americans because Americans want to do 
what is best for themselves and make the most out of every situation. Competition in business is about 
beating out the competition in order to make a profit and succeed in an industry. Earning a profit is one of the 
most important measurements that determine how successful an organization is in American business.229  

5. Business (Formal and Informal): 
a. Formal: It is typical to conduct business more formally when meeting for the first-time with another 

party. Americans value a proper introduction with a handshake. Americans are more comfortable 
when provided a significant amount of personal space, especially early in relationships.  Formal 
business style is used during the first steps in the relationship building process.   

b. Informal: Informal business interactions may be done at entertainment events (sporting events, 
shows, invitation to the home, etc.). The informal activities are meant to build relationships with the 
two parties doing business. Long-term relationships tend to lead to success for both parties in the 
business relationship.  Informal meetings are typically used after a formal meeting has been 
conducted and may not include extensive discussion of business matters.230  

6. Communicating: Business in the United States is conducted in English. Electronic communication is extensive, 
whether through email, text message, etc.  American businesspeople are bombarded with large volumes of 
business communication at all times, so, when communicating, prepare for breakdowns in the process. 
Breakdowns could mean an email did not get received, or perhaps the message recipient is taking a longer 
time to respond. If the American party does not respond in a timely fashion, continue to be tactfully persistent 
until an answer is received. Another area that could lead to misunderstandings is the exchange of business 
cards; it is not uncommon for Americans to glance at the business card and then put it away.231  

7. Punctuality: Americans value punctuality. Punctuality involves being on time to meetings, lunches, and other 
events, especially at the first meeting between the two parties. If one is not able to be on time, then it is the 
responsibility of that party to contact their counterparts to a) warn of their lateness or b) reschedule the 
meeting. Punctuality builds trust and helps the relationship building process between the two parties 
conducting business.232   

 

 
  

                                                 
227 “National Culture,”  
228  “National Culture,”  
229 Myers, D. P. (2017). Get the Global Edge. Retrieved May 07, 2017, from 
http://www.globalroadwarrior.com/#mode=country®ionId=156&uri=country-content&nid=65&key=snapshot-overview 
230 Myer, D. P. (2017) 
231 Myer, D. P. (2017). 
232 Myers, D. P. (2017). 
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Negotiation 

Key Findings Implications 

When working with large direct retailers, producers 
must be able to negotiate U.S. landed pricing at trade 
shows 

Most trade shows are designated for U.S. warehoused 
goods 

Email answering and clear communication is an 
expectation 

• Utilization of a buyer trip or artisan resource 
program will give a producer a competitive 
advantage by allowing for bargaining FOB 
price as well as finding buyers who work with 
goods that are not already in a U.S. 
warehouse 

• Clear and quick email communication is 
expected in the US, so it will be imperative to 
have internet access and a contact who 
regularly checks and responds clearly to 
emails 
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Strategy (4.0) 
Overview of Strategy: 
We recommend selling woodware and jewelry into the home décor market using a distinct brand, such as 
Ecuadécor distributed through a direct retailer. This recommendation allows Ecuador handicraft producers to 
enter the growing market, take advantage of the growth of online retail, establishing a brand, and capturing 
market share with the largest financial advantage.  
 
1. Woodware/jewelry 
Trends have revealed that the highest demanded products are woodware and jewelry, therefore, we recommend 
focusing on selling these products in the United States. Surveys revealed that these products have the highest 
demand and research showed that woodware has the highest import value. Both of these products must be 
customized to the United States market. In order to be competitive, it is essential to have a contemporary design 
that the American consumer perceives to have utility.  
 
2. Home décor market 
Handicrafts can fit into a few different segments regarding their usage and marketing. Home décor is the most 
lucrative market to enter. Within the home décor market, accent furniture and gifts are categories with the highest 
demand. This market is recognizable by Americans and is growing more popular. Average Americans spend over 
$475 on home décor every year, while survey results revealed that Americans spend $60-$190 on handicrafts.  
 
Over the last 40 years, the number of Americans in the middle class has decreased and the number of Americans 
within the upper class has increased. There is a higher demand for luxury products as a result of an increase in 
disposable income and a strengthened housing market. The most value in handicraft sales can be captured when 
catering to the upper mainstream, luxury market. 
 
3. Ecuadécor  
In order to be competitive, Ecuador must establish a handicraft brand in the United States. We offer a tagline that 
could potentially provide that differentiation and a positive country of origin association with quality home décor.  
 
A strong online presence will be essential to be competitive in the United States. The traditional retail market has 
seen slowed growth in the last 6 years. This slowed growth is a result of the pressure from online sales. Retailers 
that do not have a strong online presence are unable to maintain strong sales. We recommend not only partnering 
with a retailer that has a strong online presence, but also using a government-backed website to promote the 
Ecuadorian brand and direct consumers to retailers that sell Ecuadorian handicrafts. We also recommend 
obtaining memberships in Handicraft Associations to spread brand awareness. (See Appendix 8.0). 
 
4. Direct Retailer 
Partnering with a direct retailer has many advantages. This method provides a more direct path from producer to 
retailer resulting in less pressure on a low-cost structure. Over the last decade, direct retailers have become a 
growing distribution option for producers. Large direct retailers are becoming more experienced with import 
processes, making them ideal partners. 
 
The main way to identify capable buyers for international producers is to attend trade shows. Buyer trips and 
artisan resources are additional ways for international producers to become more familiar with the United States 
market and network with buyers. (See Appendix 9.0). 
 
5. Examples of Revenue and Partnerships 
The potential revenue of Ecuadorian handicrafts is dependent upon the number of partnerships producers can 
obtain. We recommend collaboration in order to give producers the ability to partner with more and larger buyers. 
For example, if an Ecuadorian association which supported multiple producers able to obtain 15 partnerships with 
a smaller sized import retailer, 10 partnerships with a medium sized import retailer, and 3 partnerships with a 
large import retailer or wholesaler, the potential revenue could be up to $2.5 million.  
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6. Implementation Phases 
We recommend a two-phase process to implement the strategies mentioned above. Phase I will involve 
establishing a foundation for collaboration and Phase II will encompass establishing a brand in the U.S. During 
Phase I it is recommended that a Microenterprise Zone be established, which will assist artisans in finance, design, 
packaging, technology, marketing, warehousing, training, and logistics. This phase will also involve building 
relationships with U.S. buyers, including attending trade shows such as Artisan Resource, and facilitating a buyer 
trip. Phase II involves branding and strategic partnership with a buyer who has an official website and will also 
include developing a marketing campaign. Strategic partnerships will be enhanced by joining handicraft association 
membership groups.  
  
7. Microenterprise Zone 
Developing a Microenterprise Zone (MEZO) is the most significant and comprehensive recommendation that can 
be made regarding the overall strategy. A Microenterprise Zone will be a valuable resource for artisans and be a 
foundation for the entire implementation process. The Microenterprise Zone could include entities that operate 
separately or in collaboration. 
 
In addition to the government providing financial support to the MEZO, perhaps artisans could pay membership 
fees to be a part of the zone or could pay for services on an ala-carte basis. Recommendations for services to offer 
as a part of the Microenterprise Zone include financial counseling, access to financial capital, design guidance, 
packaging assistance, technology education, internet access, marketing resources, warehousing, and logistics 
support. The menu of provided services would vary depending on the need and feedback provided by the local 
artisans.  
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Appendix 1.0 Interviews 
Interviews were conducted with industry experts in order to obtain research information that helped shape the 
report. 
 
1.1 Interview with Bill Kruvant 
Interview with Bill Kruvant, President of Creative Learning (2/17/17) 
By: Dr. J. Mark Munoz 
Dear Prof. Munoz, 
Aid to Artisans specializes in global handcraft so we have relatively little to do with the U.S. handcraft industry.  We 
do, however, help foreign craft organizations sell in the U.S. market, especially through the NY NOW home goods 
show. 
Since we are not part of the American-made industry, I’m not competent to answer all your questions.  Here are 
my responses: 
Interview Questions:  
How would you describe the current handicraft industry in the USA? 
No in-depth knowledge. 
Who are the major producers? 
No in-depth knowledge. 
In your view, what are the best business models for the sales of handicrafts in the USA? 
No in-depth knowledge. 
What are the best channels to sell handicrafts in the USA? 
I don’t think there are “best” channels.  International shows (NY, ATL, Las Vegas) are important.  However, most 
sales into the U.S. market are done through traditional buyer relationships with U.S. wholesalers and retailers. 
Who are typical handicrafts consumers in the USA? 
No in-depth knowledge. 
Do local manufacturers or foreign manufacturers dominate the sales of handicrafts in the USA? 
No in-depth knowledge. 
Which foreign countries dominate the sales of handicrafts in the USA? 
I do not have data on this but there are many countries selling at trade shows in the US. 
If a foreign manufacturer sells handicrafts in the U.S. market, what do you think should be important 
considerations? 
There is nothing special about handcraft sales.  In other words, the basic attributes of design, quality and price are 
most important.  Much of our work is to help artisans around the world understand design trends in the U.S. so 
that their goods will be appealing.  We also train artisans in the “how-to” of exporting to the U.S. market.  Lastly, 
as we are very aware of competitive pricing, we advise them on appropriate price points.  If you would like more 
information on these activities, please refer to our website: www.aidtoartisans.org. 
Are U.S. handicraft sales impacted by the product’s country of origin? For example, if someone said a handicraft is 
made in say Ecuador would it affect a customer’s purchase decision?  
This is generally not important.  However, there are a few places in the world which have a cachet due their 
situations, e.g. Syria, Tibet, and other countries with problems that are in the news.  One very important 
consideration is authenticity.  Misrepresentation of craft origins and the materials and techniques use to make 
them is rife.  If you are interested in that issue, we can give you further information. 
Peace, 
William J. Kruvant 
President 
Creative Learning, Inc. 
5225 Wisconsin Ave, Suite 104 
Washington DC 20015 
Tel: 202-572-1329 
www.creativelearning.org 
billk@creativelearning.org 
 
 

http://www.aidtoartisans.org/
http://www.creativelearning.org/
mailto:carolam@creativelearning.org
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1.2 Interview with Keith Recker  
Interview with Keith Recker, President of Hand/Eye Fund and Publisher of Hand/Eye Magazine. 
Interview Questions:  
1.How would you describe the current handicraft industry in the USA? 
2.Who are the major producers? 
3.In your view, what are the best business models for the sales of handicrafts in the USA? 
4.What are the best channels to sell handicrafts in the USA?   
I can only speak to selling handmade goods from small businesses and micro-entrepreneurs, as opposed to 
handcraft that comes out of light industry, or even mass export scenarios.  If we are talking about small and micro 
businesses, the best channels belong to independent retailers — individual boutiques, very small chains, web-
based small businesses, select mail order catalogs. The very best channels belong to people whose involvement is 
influenced by a sense of mission about dealing with small and micro businesses: this sense of mission helps 
maintain tolerance for the deep individuality most micro entrepreneurs bring to their businesses. The larger the 
retailer, the more likely the need for deeply standardized product, packaging, and shipping, and lower 
pricing…which cuts smallholders almost entirely out of the equation. 
5.Who are typical handicrafts consumers in the USA?   
When it comes to discretionary purchases, values-driven decisions are more and more important. Does purchasing 
a product fulfill a desire to participate positively in environmental, social, emotional, spiritual issues? If so, 
purchasing decisions become easier to justify. Handcrafts from small and micro makers can carry with them stories 
of social and economic empowerment, and of cultural depth. These can be powerful persuaders at the moment of 
purchase. They don’t replace the need for good product, for a correct price-to-value relationship, but they are 
influential. 
6.Do local manufacturers or foreign manufacturers dominate the sales of handicrafts in the USA?  
7.Which foreign countries dominate the sales of handicrafts in the USA? 
8.If a foreign manufacturer sells handicrafts in the U.S. market, what do you think should be important 
considerations?  
Price-to-value relationship. Relevance to the customer. Transmission of story/narrative/background along with the 
product. These are the considerations for most marketplace players, and handcraft makers are no exception. 
9.Are U.S. handicraft sales impacted by the product’s country of origin? For example, if someone said a handicraft 
is made in say Ecuador would it affect a customer’s purchase decision?   
A few countries bring with them a set of “values” which resonate with the customer. “Made in Italy,” for example, 
suggests high quality around the world. “Made in China” doesn’t. Good and bad things come from both places, of 
course, but the resonance with customers is different. Once you get beyond these clear polar opposites, I am not 
sure that and “Made in XXX” label is, in and of itself, much of a persuader. So much depends on the product itself, 
and then on the price. The narrative elements of a product, country of origin included, are a distant third in terms 
of what generates interest and what converts interest into purchase.  “Made in USA” is of growing interest. It can 
be a persuasive element…but only if the product first passes the “do I want it” and “is it worth the price” tests.  
Thank you so much for your kind assistance. 
 

1.3 Interview with Dr. Sandra Alfoldy 
Interview with Dr. Sandra Alfoldy 
Professor of Craft History 
Division of Art History and Critical Studies 
NSCAD University 
Author of "Crafting Identity: the development of professional fine craft in Canada" (McGill Queen's University 
Press, 2005), 
Interview by Dr. Mark Munoz on Feb 28, 2017 
Interview Questions:  
1.How would you describe the current handicraft industry in the USA? 
Exciting and changing rapidly! Old markets are drying up and new ones are opening.  
2.Who are the major producers? 
In my research there are two groups. First, the professional fine craftspeople who have defined craft throughout 
the late 20th century. They are art-school educated, work in small studios (1-3 makers) and produced both one-of-
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a-kind and bread-and-butter lines. Second, the millennials, who are challenging not only the professional fine 
craftsperson model but also the markets we expect to find craft in by using social media to build up their identity 
sometimes before their materials. 
3.In your view, what are the best business models for the sales of handicrafts in the USA? 
Still the craft fair - it's a totally immersive cultural experience with food and music. There's also a full range of fairs, 
from well-established trade and industry fairs to the Renegade fairs and alternative craft fairs that represent 
lifestyle as much as selling, and capitalize upon the romantic history of the crafts. 
4.What are the best channels to sell handicrafts in the USA? 
In addition to craft fairs, on-line (it's interesting to watch Etsy's death while Handmade at Amazon thrives), private, 
material-specific galleries which the top collectors rely upon, and post-disciplinary trade shows like SOFA. 
5.Who are typical handicrafts consumers in the USA? 
Wendy Rosen said in the 1990s it was women over the age of 45 with incomes over $50,000. I suspect that 
demographic remains the same. The exciting new demographic are the Millennials who might not have as much 
disposable income, but they are discerning when it comes to seeking products they feel are artisanal/ethical. 
6.Do local manufacturers or foreign manufacturers dominate the sales of handicrafts in the USA? 
I don't know, I'm sure hoping it's local! In Canada, our National and Provincial craft organizations have tight 
controls that regulate who can sell handicrafts at professional fairs and markets. 
7.Which foreign countries dominate the sales of handicrafts in the USA? 
I don't know. Is it regional? Here in Canada the West Coast tends to favour Mexican/Pacific Rim crafts.  
8.If a foreign manufacturer sells handicrafts in the U.S. market, what do you think should be important 
considerations? 
Labour, ethical production, pay, working conditions. 
9.Are U.S. handicraft sales impacted by the product’s country of origin? For example, if someone said a handicraft 
is made in say Ecuador would it affect a customer’s purchase decision?  
Absolutely! There are two distinct markets though. Those who are seeking American-made goods for 
political/ethical reasons and to support local makers, and those who seek out objects from the Global South to 
support their global/fair trade vision of craft philanthropy. 
CV of Dr. Alfoldy: 
http://nscad.ca/en/home/academicprograms/arthistoryandcriticalstudies/faculty/drsandraalfoldy.aspx 
 
 

1.4 Interview with Rakesh Kumar 
Interview with Rakesh Kumar 
Executive Director, Export Promotion for Handicrafts (India) 
By Dr. J. Mark Munoz on March 4, 2017 
Interview Questions :  
1.How would you describe the current handicraft industry in the USA? 
The Handicrafts Industry in USA so far as their production and other networking is concerned, the information may 
be taken from Govt. of USA.  However, so far as Indian Handicrafts performing in USA is concerned, we would like 
to inform you that USA is one of the largest markets for Indian handicrafts in the world.  We are enclosing 
herewith Overview giving productwise and countrywise exports including exports to USA in total as well as 
productwise. 
2.Who are the major producers? 
Again this this question is not clear whether you are looking for producers in USA or producer’s Country. 
3.In your view, what are the best business models for the sales of handicrafts in the USA? 
The sales of handicrafts in USA have different business models such as wholesalers, departmental stores, retailers, 
catalogues companies, e-commerce and sale to the tourists.  Therefore, each model is holding sale within its own 
area of specialisation as a distribution channel. 
4.What are the best channels to sell handicrafts in the USA? 
The sale through department stores/retailers is considered as the best channel of selling handicrafts in USA. 
5.Who are typical handicrafts consumers in the USA? 
The typical consumers of handicrafts in USA have different segments and following 14 segments of the consumers 
buy Indian handicrafts products: 

http://nscad.ca/en/home/academicprograms/arthistoryandcriticalstudies/faculty/drsandraalfoldy.aspx
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 [i] Houseware [ii] Home furnishing [iii] Furniture [iv] Gifts & Decoratives [v] Lamps and Lighting [vi] Christmas & 
festive décor [vii] Fashion jewellery & accessories [viii]  Spa & Wellness [ix] Carpets and Rugs [x] Bathroom 
accessories [xi] Garden accessories [xii] Educational toys and games [xiii] Handmade paper products & stationery 
[xiv] Leather bags. 
6.Do local manufacturers or foreign manufacturers dominate the sales of handicrafts in the USA? 
Local manufacturers of handicrafts are not very aggressive as the cost of manufacturing of products made by 
hands is much higher than made by machines.  However, foreign manufacturers dominate the sale of handicrafts 
in USA and they are from various countries such as China/India/Philippines/South Korea/ Thailand/Mexico and 
Poland etc.  
7.Which foreign countries dominate the sales of handicrafts in the USA? 
As above  
8.If a foreign manufacturer sells handicrafts in the U.S. market, what do you think should be important 
considerations? 
The price and the quality are the most important consideration while selling products in USA. 
9.Are U.S. handicraft sales impacted by the product’s country of origin?  
There is no such study available with us.  For more details you may please refer our website [ www.epch.in ] and 
may refer the study conducted by Frost and Sullvan under the title “ Study & Report” in Membership section.  Link 
of the same is given here http://www.epch.in/projects/a%20study%20namely-frost%20&%20sulivan.htm 
WITH REGARDS 
RAKESH KUMAR 
EXECUTIVE DIRECTOR 
EXPORT PROMOTION COUNCIL FOR HANDICRAFTS 
NEW DELHI [ INDIA ] 
ro.epch@epch.com 
 
 

1.5 Interview with Annie Waterman 
Interview with Annie Waterman of AOW Handmade 
By: Clayton Welker, Jocelyn Hernandez, Anthony Rendina, Logan Talkington  
on March 7, 2017 
Interview Questions:  
Is there any updated information from the report on the Global Handicraft market you had in 2006 that you could 
give us? NA. 
How would you describe the current handicraft industry in the USA? The handicraft is changing very quickly and 
there is a lot of opportunity. I think the key is for people to continue to think “outside the box.” There are a lot of 
people who have been in the field for quite some time, and then there are the millennials who are excited and 
interested in diving into this field. It’s all very exciting but then again, I hope we continue to remind ourselves that 
at the end of the day we are working with people and the key is to create mutual, long lasting and sustainable 
business relationships.  
Who are the major producers? I have partnerships set up in 8 countries but work all around the globe. My 
partnerships are established in Morocco, Kenya, Afghanistan, India, Guatemala, Colombia, Uruguay, and Mexico.  
In your view, what are the best business models for the sales of handicrafts in the USA? There is no perfect 
business model in this field. It just takes innovation. The key is to have continuously offer clients fresh, new designs 
along with a solid sales and marketing plan. Product designs need to be relevant to what is trending in the U.S. and 
international market.  
What are the best channels to sell handicrafts in the USA? Retailers and wholesalers can both be successful but 
they need to have solid marketing strategies and branding in place. The world is getting too small so people can no 
longer purchase unique products like they did years back and expect to have a unique product. Now you need to 
invest in design as a way to complete in the saturated marketplace. There are a lot of wholesalers who are now 
competing with one another and are now realizing the value of hiring a experienced product designer.  
Who are typical handicrafts consumers in the USA?  
There is not just one type of buyer when it comes to handicrafts. All ages, races, and backgrounds are interested in 
handicrafts. I would say elders are more industry in Fair Trade and the younger generations are more interested in 

http://www.epch.in/
http://www.epch.in/projects/a%20study%20namely-frost%20&%20sulivan.htm
mailto:ro.epch@epch.com
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ethically, hip and trendy handmade products. They are also willing to pay more for something this ethical, hip, and 
handmade.  
Geographically speaking, where is the biggest demand for handicrafts in the U.S.?  In cities such as San Fran and 
NY, you get buyers who are more fashion/ trend focused who would be more apt to purchase higher end, artisan 
made products. I would say in the rural areas and throughout the MidWest, you would see more of a demand for 
Fair Trade, lower priced handicrafts.  
Do local manufacturers or foreign manufacturers dominate the sales of handicrafts in the USA? I would say yes.  
Which foreign countries dominate the sales of handicrafts in the USA?  
Mexico, India, Peru, Morocco, China, Philippines, and Japan.  
If a foreign manufacturer sells handicrafts in the U.S. market, what do you think should be important 
considerations? If you are a wholesaler, invest in design. Or, else you can’t compete unless you have a strong 
brand and marketing strategy intact.  
Are U.S. handicraft sales impacted by the product’s country of origin? For example, if someone said a handicraft is 
made in say Ecuador would it affect a customer’s purchase decision? To a degree, yes. There are hot countries 
such as Morocco and Portugal but ultimately, it comes down to the design. If it isn’t a strong design, it won’t sell.  
What would be the best way to find handicraft statistics for exports, imports, and the overall market of the 
products? The best place to reach out to would be the Alliance for Artisan Enterprise.  
What new technologies in regard to scanning or labeling have you noticed for handicrafts or home accessories? I’m 
not quite sure about this one.  
 
 

1.6 Interview with Chris Amundsen 
Interview with Chris Amundsen, Executive Director, Craft Council 
By Dr. Mark Munoz on March 9, 2018 
Interview Questions:  
1. How would you describe the current handicraft industry in the USA? 
In my view -the craft industry today seems to have two primary segments: 

• One of kind objects - hand made by artists that are skilled in design and use of the materials  
• Small batch production - designers create object and that is replicated by hand by skilled craftspeople. 

Each of these segments are considered handmade and appeal to the consumer’s interest in knowing how an object 
is made, who made it, local production and supporting small business. 
2. Who are the major producers? 
Since ACC focuses on the artisanal marketplace - we work with individuals and small batch production designer - 
there are really no major producers. The marketplace is very broad and what we have seen is that designers that 
work in small batch production can work with major retailers. An example would be Hennepin Made 
(http://www.hennepinmade.com/) who were designer/craftsman that started producing work for the national 
retailer - Room and Board. Offering handcrafted items by major retailers is a huge trend right now. 
3. In your view, what are the best business models for the sales of handicrafts in the USA? 
It all depends on the goals of the crafts person. Many want to create handmade one of kind objects which means 
very small volumes of production - so they have to sell directly to consumer or through specialty outlets. If the 
crafts person is interested in small batch production they are generally focused on a business model that is selling 
wholesale to retailers and connect to retailers through trade shows. Many aritists have production lines and one of 
a kind work. 
4. What are the best channels to sell handicrafts in the USA? 
Most of the craft people that ACC works with use a three-pronged approach to connect with consumers: 

• Direct to consumer through craft shows across the country  
• Direct to the consumer through the internet  
• Through small craft retail specialty stores (bricks and mortar stores or online stores) 

5. Who are typical handicrafts consumers in the USA? 
The marketplace consumer is changing. The contemporary craft marketplace was historically supported by the 
boomer generation. As boomers age, they are buying less and downsizing their lifestyles which has created a 
challenge for the craft marketplace to attract a new generation of consumers. Additionally, aesthetics have 
evolved and do not necessarily speak to a different generation. There is still a large interest in handmade beyond 

http://www.hennepinmade.com/
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the boomer generation but economics play into how much the next generations is able to support the handmade 
industry. 
6. Do local manufacturers or foreign manufacturers dominate the sales of handicrafts in the USA? 
Unable to answer 
7. Which foreign countries dominate the sales of handicrafts in the USA? 
Unable to answer 
8. If a foreign manufacturer sells handicrafts in the U.S. market, what do you think should be important 
considerations? 
Unable to answer 
9. Are U.S. handicraft sales impacted by the product’s country of origin? For example, if someone said a handicraft 
is made in say Ecuador would it affect a customer’s purchase decision?  
At ACC we focus on a unique aspect of the marketplace - high end contemporary craft. At our recent Baltimore 
show (February 2017) we introduced crafts from Scotland through a partnership with Craft Scotland. Sales were 
strong and the aesthetic was different from American artists which was appealing to the consumer. In this instance 
- I believe that a different country of origin made a positive impact on the consumers purchasing decision. 
See:  
http://www.craftscotland.org/craft-news/news-article.html?success-at-the-scottish-showcase-in-baltimore-
2017&document_id=2271  
Chris Amundsen 
Executive Director 
Direct: 612.206.3101 
Office: 612.206.3100 
camundsen@craftcouncil.org 
 
 

1.7 Interview with Kisla Jimenez 
Interview with Kisla Jimenez, Co Owner 
Company: Tesoros Trading Company, March 27, 2017 
Handicraft industry interview: 
1.How would you describe the current state of the U.S. handicraft (arts and crafts) industry? 
Retailers are very aware that consumers are seeking unique non-mass produced items, particularly with more 
education about fair trade and local sourcing. 
2. What are the best channels to sell handicrafts (arts and crafts) in the US?   
Both online websites and niche brick and mortar stores are the best channels.  Local craft shows also. 
3. In your opinion, what are materials and designs currently in high demand by customers?    
 Hand crafted neutral palettes seem to be in demand now, using natural materials (wood, natural metals, wool, 
etc.) 
 
1.8 Interview with Roswitha Z. Marold  
Interview with Roswitha Z. Marold – Retail and Sales Manager (Corkscrew Swamp Sanctuary) 
1.Do you have knowledge of typical retail or channel margins for handicrafts? 
(price paid by the buyer and the cost to the seller at that point in the distribution channel) 
2.3x no matter what the product is, included shipping. Normally when you buy from the countries, you have 
someone in between who wants to make money: Artist and also the company that brings them over and works 
with them. People do not want to buy from China, and they also value the story behind the product.   
2.What kind of company do you order your products through? For example, is it a wholesaler, retailer, or directly 
from artisans? 
I buy products from Miracles in action - from Guatemala, buys beads from Europe to product their products. They 
fund schools. I also buy products from a place in Miami Florida- Pichincha. I like to work with them because they 
deliver fast. They have items from Peru.  
I attend trade shows. I like to know that the items have a cause behind them and customers always want to know 
the story behind the products. I attend America Mart in Atlanta, Georgia. They have a whole floor of just 
international products. I sell exclusively fair trade products.  

http://www.craftscotland.org/craft-news/news-article.html?success-at-the-scottish-showcase-in-baltimore-2017&document_id=2271
http://www.craftscotland.org/craft-news/news-article.html?success-at-the-scottish-showcase-in-baltimore-2017&document_id=2271
mailto:camundsen@craftcouncil.org
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3.Do you have knowledge of typical lead times for production? (If you order a product, how long does it take for 
the producer to produce it. Or is everything already stocked by the wholesaler/retailer) 
Already stocked 
4.What handicrafts sell the most and why? 
Fasted sellers: beaded bracelets, because they are only $5.00 in retail. Lots of grandmothers buy for daughters as 
presents. Jewelry also sells quickly.  Backpacks & fanny packs sell very well because they are cheap ($10.00 retail). 
5.How much do average customers spend for handicrafts? 
$10.00, some customers buy $200 dollars..order for special event 
6.What Latin American crafts are popular? 
All crafts from Latin American countries sell well. It depends upon the products, not the country. Many customers 
feel that they should not support Chinese products or that they are not authentic. Many customers come in and 
say specifically that they will not buy Chinese products.  
 

1.9 Interview with Colvin English  
Interview with Colvin English 
Colvin has been marketing handmade products since he was 12! His early career started with his family's 
woodcarving business where he developed his entrepreneurial spirit and understanding of all facets of running a 
business – a talent he carries through in his consulting today. Colvin serves as the National Sales Manager for 
several American handmade companies. He was the Director of Craft Marketing for George Little Management, a 
leading U.S. trade show management company. And he co-founded Melange, a successful import / wholesale 
company offering handmade products from artisans worldwide. Today, as co-founder of ByHand, Colvin is the 
tireless traveler found in all corners of the world, working side-by-side with artisans to strengthen their businesses 
and increase their market exposure. 
 
1) What are the best channels to sell handicrafts and do you have knowledge on typical margins? 
It is difficult for small businesses or individuals to sell directly to consumers because there is typically a lack of 
communication skills and transit opportunities. To perform B2C  is almost an impossibility.  Etsy is the closest to 
being a successful B2C handicraft channel.  
 
The two major hurdles in completing B2C include communication and the inability for a consumer to negotiate the 
import process or the producer to negotiate on behalf of the consumer. It is difficult for producers to get their 
products to a wholesaler effectively and efficiently on an individual basis.  
 
There are two options for successful handicraft importation. The first: Using an Import Wholesaler and the other 
selling to a direct import retailer. Using an Import Wholesaler is more traditional and common. Selling to a direct 
import retailer is a growing opportunity. The direct import retailer must be a large business that is accustomed to 
the import process. It is essential because they must be willing to import the appropriate volume to make the 
process cost effective.  
 
New shipping methods include DHL, TNT, and other courier services. They offer customers clearance as a part of 
their service.  
 
Handicrafts in general are almost always shipped by plane because of the limited production capacity. Most is 
shipped via plane through airfreight or courier service. Airfreight needs a customer broker, but is less expensive. 
Courier is door-to-door, most expensive, but includes the cost of customers clearance. Courier is typically used by 
Direct Import Retailers, while airfreight is more typical for wholesalers. Wholesalers do not use door-to-door.  
 
Shipping needs to be a be a balance of physical volume of the product in contrast to dollar value of the product. 
Items that are small and expensive, it’s easier and faster to ship them as courier service. Items that are bulky and 
inexpensive, it’s cheaper to ship them courier service. Shipping is not based on the value of the product, but rather 
based on the size of the product. One will ship small, high value items in a different way than large, inexpensive 
items. For example, do not ship baskets via airfreight, because they are inexpensive and bulky. 

http://www.glmshows.com/
http://www.melangecollection.com/
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There are two ways to be charged when using airfreight, either by actual weight or by the physical volume of the 
product. Length times width times height, this is the general idea of what it’s going to weigh on average. If 
dimensional weight is 5 pounds, but the actual weight is 4 pounds, you are going to pay for 5 pounds. A 
dimensional pound is 166 cubic inches.  
 
When considering shipping, consider the value of shipping in contrast to volume. It makes shipping difficult for 
small shippers. There is typically a minimum charge to ship. From international to U.S. buyers, you must have a 
longer distribution chain, such as a wholesaler, or the import retailer, which is becoming more common. No matter 
what, the shipper will pay the minimum. Look at the ratio value to cost to move shipment. It may require a larger 
volume.  
 
The highest concentration of businesses sell to buyers through traditional trade shows, business to business. 
Problems arise, in general, when wholesalers or retail stores don’t have experience importing. The biggest reasons 
are geographic. Up to 50 years ago, many buyers didn’t know how to navigate the import process. This is the most 
critical hindrance to smooth importation. That’s why services such as DHL and FedEx have become so valuable. The 
costs are decreasing. 
 
At trade shows, the expectation of most buyers is that producers already have a U.S. warehouse and the product 
has already cleared customers. Buyers most often assume that they are going to be paying shipping from a U.S. 
warehouse. That is the standard. In that case, the exhibitors, are the target customers for the international 
producer. Most of the exhibitors are Import Wholesalers. Those are part of their distribution chain. The exhibitors 
are the customers.  
 
Wholesalers must consider if they want to exhibit in a trade show, because it means they may be competing with 
their customer. People who are walking through the show are businesses, many of whom, are not capable of 
purchasing in the volume or negotiating the import process. “Do I really want to be showing a product based in 
Ecuador, when the customer can’t necessarily buy?” 
Trade shows are business to business and they are typically negotiated at U.S. warehouse price and they are 
growing, but the opportunities for people to sell FOB means that the product is ready to leave Ecuador. Most trade 
shows offer wholesale pricing. Few shows such as NY Now, have an artisan resource show. That is unusual in the 
US. New York is the only show that has an FOB show. Bigger industries often have companies that will buy FOB, for 
instance, furniture and fashion. In the gift and lifestyle world, the artisan world, there are not a lot of opportunity 
for artisans to show point of origin pricing. 
 
Regional trade shows are increasing, in which buyers go to a trade show in the producer’s country. NY Now takes 
20 buyers to Lima to a trade show. Peru pays them to bring buyers that are highly qualified to import. They are 
capable of importing products.  
 
Online sales are still growing quite rapidly, but still maintain a small percentage of overall sales. Those are 
consumer sales. The reality of international vendors, to work vender to consumer, is an impossibility.  
 
For business to business sales, the internet is a valuable tool for the communication process, but high value buyers 
are Import Wholesalers and direct retail import companies. They understand how to negotiate the import process. 
Reaching them solely from the internet is extremely difficult. There needs to be a face-to-face interaction. 
 
Producers often ask, “how do I know I’m going to get paid?” The most frequent question heard from international 
buyers is “how do I know I’m going to get my product?” The producer is saying, “will you give me money?” and the 
buyer is saying, “send me some product, and maybe someday I’ll give you money.” There has to be a level of trust. 
These relationships take a long time to develop. Personal relationships are essential.  
 
From FOB price, when the product is packed, ready to go, at the shipper’s agent, ready to be placed on a plane.. To 
landed (arrived at a warehouse in the US), the cost can increase from 20 to 50 percent. If it is $1.00 FOB in Quito, it 
may cost $.25 cents to get it to the warehouse, then to go to the New York show, shipping may cost $2.50, then it 
will be put in the store for a minimum of $5.00. The average mark-up is 5 to 8x. FOB retail is typically 5 to 8 times 
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the price when going through a wholesale distributor. FOB to direct importer, it could be 3 to 5x because it doesn’t 
need to resale. 
 
A producer can determine if their product is going to be competitive by dividing the price of the product on a shelf 
in the United States by 5. That is the target price point that they need to sell for. That can be an extraordinary tool, 
while also potentially disheartening.  
From artisan to retail, it is typically 10x.  
2) What are the best ways to market handicrafts in the US? What are success stories? 
5 key elements to compete in the market place 
1 Price 
2. Design 
3. Quality 
4. Customer service 
5. Delivery 
 
Must have a balance of all of those things. Price could be the least import, because without the others, it is 
secondary. Price has to be a fair price, but doesn’t have to be the lowest price. But combined with other things, is 
where you will find success. Success is dependent upon design, customer service, and delivery. It needs to be 
unique and different. DO NOT CREATE A COMMODITY. If where we are competing is price, we will always lose. If 
we are selling the same product as others, the only opportunity to differentiate is price. Price will be driven down. 
It is necessary to capitalize on demand. You must offer something that no one else has. The best place to start is 
with design. Then you will not be competing on price because competitors will not offer what you’re making. And 
if customers want what you’re making, they must come to you. Quality needs to match design and price. 
 
From customer service side, answering emails makes a producer largely competitive. International artisans have a 
tendency to not answer if they do not know the answer. If a wholesaler doesn’t hear back, it breaks trust. Say “I 
don’t know the answer” rather than not responding. Always answering emails builds credibility and trust. As a 
producer, you are the only one who knows influences on the production line. If you know that if your deliver is 
normally 6 weeks, and you realize a holiday will interrupt production and it will take an extra 2 weeks. It is your 
responsibility to tell me that. (increases customer service, differentiates). It is necessary for a producer to be 
communicative about production line interruptions or delays. Those are the ways that producers can differentiate 
other than price.  
 
Particularly when looking at artisan community, most have a traditional base. Products need to be unique. U.S. 
buyers have a tendency to not accept purely ethnic products. They like to see things that are a little more watered 
down. More ethnic influence, but not purely ethnic. They have to be able to modify products that hold value in the 
consumer’s life. Buyers do not wish to buy artifacts. They need to be able to be used and applied to Americans. It is 
essential that they are perceived to be useful. Look at who is target customer. How do you design based on the 
needs of target customer? Although the British drink team, it is not viable to sell tea coozies in the United States. 
No one in the U.S. drinks tea or uses them. It has to be relevant to the consumer’s life. Who is target customer? It 
all goes back to that. It has to be consumer driven. Who is going to buy and use this product? If selling to tourists 
or expats, information is available. Find that information. What do U.S. consumers buy different than wealthy 
expats in Ecuador? 
 
3) What are the latest trends? what materials or types of handicrafts are popular? 
 
In general, people are very into hand crafted products. They are appearing in all market segments. They are very 
popular. Buying tendencies for Millennials: they are less brand oriented. They still want quality and unique design. 
Artisan fits well into this category. There is a shift from a market pyramid to market hourglass. Middle class is 
shrinking which shrunk retail opportunities for middle class. Stores are decreasing. Retail must decide whether to 
go up or down in the market. Down toward mass market or up toward luxury. Handcraft is going to be more 
expensive, so there is a need to move toward luxury. Moving toward higher side of mainstream market. Must 
continue to be competitive on design and quality. This allows to drive a higher price point. In order for artisans to 
remain competitive, it has to be driven by design and quality. People are less brand conscious, but accustomed to a 
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certain level of quality and design. As an example, if someone makes a pillow and embroiders it, and it’s going to 
be a $250 retail pillow, people who buy expensive retail pillows, don’t buy cotton pillows, they buy silk pillows. 
Even though the real value is the embroidery, the customer will buy silk as opposed to cotton. Quality of material 
needs to match quality of work. A handmade bag may be beautiful, but if it has a bad zipper, consumers will not 
purchase it. A cheap zipper will ruin the purchase. If the bag is going to be a $500 dollar purse, it must have good 
quality, rather than save costs. Do not produce a beautiful piece that is cheaply made. It is not respectful to the 
quality of work. The younger generations look for new, unique pieces, but accustomed to a certain level of quality 
and design. 
 
1.10 Interview with Trent E. Anderson  
Trent E. Anderson | MBA / Director of Business Development  
-What are some recommended steps for SEO for bringing the Ecuador handicrafts into the U.S. market? 
- What are some recommended steps for trending on social media? How does the hashtag maximize publicity? 
Being found in international markets, as well as converting those visitors into clients, is best achieved by catering 
to local linguistic and cultural nuances. 
 
If your content doesn’t use the right keywords for that language, you will not show up in search results. In 
addition, if your content doesn’t resonate with the local audience and doesn’t compel them to engage with it, you 
will fail to attract the necessary off page links to rank at the top. Simply translating your current website and 
successful Google keywords into the local language word-for-word is not enough. 
 
To win requires carefully studying your target markets and creating unique, focused campaigns for each. For an 
international SEO strategy this means you need to carefully localize your target keywords using in-country research 
that includes search intent and then create high-quality content that attracts both search engines and enthusiastic, 
connected visitors. 
 
Once you’ve made a connection and inroads into a new market, it’s imperative to maintain your brand image and 
goodwill with consumers. Things can change quickly in emerging markets, making it vitally important to keep your 
finger on the pulse of consumer sentiment. 
 
Considerations: 

• Which other countries and languages are already providing organic search visibility and traffic? 
• What’s the volume and trend over time of the organic search visibility and traffic coming from each 

country and language? 
• Which are the keywords and pages that attracted the search visibility and traffic for each of the top 

identified international markets? 
• What’s the organic search CTR and conversion rate of the visitors coming from each of the top 

international markets? 
• What’s the conversion volume and trend coming from each of these international markets? 

 
Social media channels provide a golden opportunity to connect with consumers and keep an eye on how sentiment 
is shifting in new markets. By looking for patterns and trends in the social media chatter, you can discern an overall 
consumer sentiment that can be used to tune local messaging to support marketing initiatives, improve search 
engine visibility, and promote and protect your brand on a global scale. 
 
In particular, sentiment analysis provides an indicator for how products and brands are regarded by customers and 
can help you head off perception problems before they blow up into fail whales — but only if you can wrap your 
arms around the vast quantity of social media information rolling in across countries, languages and cultures. The 
volume and value of the information demands a dedicated, real-time and highly responsive approach to discerning 
social sentiment. 
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Appendix 2.0 Comtrade Data Values 
The UN Comtrade Database holds the most updated data regarding imports and exports around the world.  This 
data is based upon the HS codes outlined in the report. These values are Trade Value measured in USD$. 
 
2.1 Handicraft Importers to the United States 
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Appendix 3.0 Tax and Tariff Information  
This appendix contains tax and tariff information regarding importing handicrafts and selling retail per state. 
 
3.1 Tax Rates Per State 

 
3.2 Delivery Methods 

 
3.3 Ceramics 

 
3.4 Woodware 
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3.5 Handmade Arts 
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Appendix 4.0 Store Visits  
Target, Von Maur, Hobby Lobby, Ross, Wal-Mart, and Pier One Imports are all large retail stores that sell a mixture 
of handmade goods along with machine-made goods. The products featured in this appendix are similar products 
to handicrafts. 
 
4.1 Target  
 Leather Products 

    
Woodware 
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4.2 Von Maur 
Leather Products 
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Woodware 
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4.3 Hobby Lobby 
Woodware 
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4.4 Ross 
Woodware 

   

   
 
 
4.5 Wal-Mart 
Wood Ware 
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4.6 Pier One Imports 
Woodware 
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Appendix 5.0 Survey Results 
The survey was conducted with around 500 respondents around the United States and gave valuable insight about 
consumer preferences regarding the industry. 
 
5.1 Survey Questions  
Handmade Goods Survey 
These goods include souvenirs, handicrafts, traditional arts and crafts, handmade jewelry, handmade bowls, 
handmade/embroidered clothing. 
Name (optional): ___________________________ 
Age: _____________________________________ 
Gender: __________________________________ 
City: _____________________________________ 
Kindly take a few minutes answering the questions below. It will take less than 5 minutes. Please circle the 
answer(s) that apply. 
1. What kind of handmade goods are you most likely to purchase? (Check all that apply) 

a. Jewelry 
b. Woodware 
c. Embroidered Clothing 
d. Ceramics 
e. Other (specify)_____________________ 

2. When you purchase handmade goods, what determines your purchase? (Check all that apply) 
a. Quality 
b. Price 
c. Purchase convenience 
d. Country of origin 
e. Ethical production 
f. Other (specify) _____________________ 

3. Where do you typically purchase handmade goods? (Check all that apply) 
a. Trade fair 
b. Online 
c. Retail store 
d. Souvenir shop 
e. Market 
f. Specialty store 
g. Other (specify) _____________________ 

4. What is your typical intended purpose of the handmade goods? (Check all that apply) 
a. Home décor 
b. Office use 
c. Personal wear 
d. Gifts 
e. Other (specify) ______________________ 

5. What helps determine your purchase decision? (Check all that apply) 
a. Advertisement 
b. Personal research 
c. Friends and family 
d. Social media 
e. Other (specify) ________________________ 

 
6. For whom do you purchase handmade goods? (Check all that apply) 

a. Myself 
b. Spouse or significant other 
c. Children 
d. Friends 



107 
 

e. Family 
f. Others (specify) _______________________ 

7. What advertising method(s) are most effective for promotion of handmade goods? (Check all that apply) 
a. Television 
b. Radio 
c. Newspaper 
d. Magazine 
e. Catalog 
f. Online advertisements 
g. In-store advertising 
h. Other (specify) ________________________ 

8. How often do you purchase handmade goods? 
a. Weekly 
b. Monthly 
c. Semi-annually 
d. Annually 
e. Other (specify) ____________________ 

9. How much do you typically spend on each handmade purchase? 
a. $1-10 
b. $11-$20 
c. $21-30 
d. $31-40 
e. $41 above ____________ 

10. Would you purchase handmade goods online? 
a. Yes 
b. No 

11. Are your handmade good purchases impulse purchases? 
a. Yes 
b. No 

12. Are you aware of Ecuadorian handicrafts that are for sale in the US? 
a. Yes 
b. No 

Thank you immensely for your time. 
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5.2 Survey Results: Preferred Purchases  
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
  



109 
 

5.3 Survey Results: Purchasing Methods 
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5.4 Survey Results: Purchase Decisions and Influences  
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5.4 Survey Results: Promotion Methods and Frequency  
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5.5 Survey Results: Consumer Spending  
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5.6 Survey Results: Impulse and Awareness  
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Appendix 6.0 Distributors  
This appendix delivers a list of distributors and their contact information in order to make potential connections. 
 
6.1 List of Distributors  

Title Website Email Phone Competency Current country partnerships 

Arcadia Home www.arcadiahomeinc.com info@arcadiahomeinc.c
om 

212-366-1836 Wholesale Peru, India  

Bluma Project https://bluma-
project.myshopify.com/  

info@blumaproject.com 

 
Wholesale Peru, India, Guatemala, "other 

developing nations" 

Inter-American 
Trading 

http://www.i-at.com/  

 
303-696-2613 Direct Import & 

Wholesale 
Peru, Bolivia 

OH! Fox http://ohfoxcreative.com/ candice@ohfoxcreative.
com 

281-433-0737 Wholesale Mexico, Haiti, Peru, Morocco, 
Turkey 

One World 
Projects 

http://www.oneworldprojects.com
/  

sales@oneworldproject
s.com 

585-343-4490 Import, 
Distribution 

Over 20 countries throughout 
Latin America, Africa, and Asia 

Tesoros 
Trading 

Company 

http://www.tesoros.com/homepag
e.html  

mail@tesoros.com 512-447-7500 Retail, 
Distribution 

Over 20 countries: Bolivia, 
Brazil, Burkina Faso, Chile, 
China, Colombia, El Salvador, 
Germany, Guatemala, Haiti, 
India, Indonesia, Italy, 
Madegascar, Mexico, Morocco, 
Nepal, Peru, Portugal, Spain, 
Turkey, USA, Vietnam 

Global 
Handmade 

Hope 

https://www.globalhandmadehope
.com/ 

 
847-720-4084 Wholesale, Retail Asia, Bali, Bangladesh, 

Cambodia, Chile, Colombia, 
Congo, Ecuador, Ethiopia, 
Ghana, Guatemala, Haiti, India, 
Kenya, Kyrgyzstan, Kesotho, 
Nepal, Malawi, Mexico, 
Mozambique, Nicaragua, Niger, 
Palestine, Peru, Rwanda, South 
Africa, Sri Lanka, Tanzania, 
Tibet, Turkey, Vietnam, West 
Bengal, Zimbabwe 

Global Crafts https://www.globalcrafts.org/ info@globalcrafts.or
g 

866-468-3438 Wholesale, Retail 20 countries in developing 
world 

AOW 
Handmade 

www.aowhandmade.com annie@aowhandmad
e.com 

720-839-5936 Retail, 
Distribution 

 

 
 

6.2 Contact Information  
Contacts:  
Arcadia Home Dawn Kikel 

 Arcadia Home 

 212-366-1836 

 ArcadiaHomeInc.com 

 Dawn@arcadiahomeinc.com 

  
Global Crafts Renice Jones 

 816-468-3438 

 renice@globalcrafts.org 

 
 

OH Fox  Candice Leigh 

 candice@ohfoxcreative.com 

http://www.arcadiahomeinc.com/
mailto:info@arcadiahomeinc.com
mailto:info@arcadiahomeinc.com
https://bluma-project.myshopify.com/
https://bluma-project.myshopify.com/
mailto:info@blumaproject.com
http://www.i-at.com/
http://ohfoxcreative.com/
mailto:candice@ohfoxcreative.com
mailto:candice@ohfoxcreative.com
http://www.oneworldprojects.com/
http://www.oneworldprojects.com/
mailto:sales@oneworldprojects.com
mailto:sales@oneworldprojects.com
http://www.tesoros.com/homepage.html
http://www.tesoros.com/homepage.html
mailto:mail@tesoros.com
https://www.globalhandmadehope.com/
https://www.globalhandmadehope.com/
https://www.globalcrafts.org/
mailto:info@globalcrafts.org
mailto:info@globalcrafts.org
http://www.aowhandmade.com/
mailto:annie@aowhandmade.com
mailto:annie@aowhandmade.com
tel:2123661836
mailto:renice@globalcrafts.org
mailto:candice@ohfoxcreative.com
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 281-433-0737 

  
Tesoros Julia or Jonathan Williams or Kisla Jimenez 

 retail@tesoros.com 

 512-447-7500 or 512-479-8377 

  
Global Handmade Hope Cynthia Glensgard 

 customerservice@globalhandmadehope.com 

 847-720-4084 

  
AOW Handmade Annie Oakley Waterman 

 annie@aowhandmade.com 

 720-839-5936 
 
 
  

mailto:retail@tesoros.com
mailto:customerservice@globalhandmadehope.com
mailto:annie@aowhandmade.com
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Appendix 7.0 Handicraft Goods Focus Group 
A focus group was conducted in order to give a sense of consumer preferences and country of origin awareness. 
 
The weekend of March 11th there was a survey given to a focus group of 20 couples ranging in ages 23-59 years of 
age. These couples that were given the survey were participating weekend long festival focusing on handmade 
goods by local artisans in Champaign, Illinois. The focus group had 10 main talking points that were derived from 
the original handicraft online survey that was created by the business consulting class at the Millikin University. All 
participants answered questions about the frequency they buy home décor as well as handmade goods. Based on 
the responses recorded talking points on what consumers look for in handicrafts goods can be beneficial in 
planning for marketing focus as well as insight on a segmented market of handmade goods. The focus group lasted 
for a total of thirty minutes and was done with consent from all participants.  

1. How often do you shop for handicrafts?  
12/20 couples said that they shop for handicrafts at least 2-3 a month  
7/20 couples said that they shop for handicrafts at least once a month  
Are the handicrafts you purchase from their authentic country? Or are they domestically made?  
10/20 couples said the handicrafts they purchase are authentic  
5/20 couples said the handicrafts they purchase are made domestically but by authentic artisans  
5/20 couples said the handicrafts they purchase are mass distributes  

2. When shopping is there any venues that sells handicrafts? If so why do you choose this particular 
location?  

15/20 couples said they shop and purchase at local handicraft market 
5/20 couples said they shop and purchase online via handicraft marketplace  

3. How much do you think you spend on handmade goods? (Monthly) 
17/20 couples said they spend $100-$150 a month on handicrafts 
3/20 couples said they spend $25-$75 a month on handicrafts  

4. Who goes to do the shopping from home décor/ handicrafts?  
17/20 couples said their spouse did the shopping alone  
3/20 couples said they both did the shopping together  

5. Is there a specific type of handicraft that appeals to you?  
10/20 couples said woodwork handicrafts  
5/20 couples said apparel handicrafts  
5/20 couples said home décor handicrafts  

6. Would you like to see more fair-traded, authentic handicrafts being sold locally?  
18/20 couples said they would like to see more fair traded sales being done  
2/20 couples said they do not mind if it is fair traded or not  

7. When is your favorite time of the year to shop for handicrafts?  
19/20 couples said they shop for handicrafts during the holiday months (Oct – Dec)  
1/20 couples said they shop for handicrafts during the summer (Jun – Aug)  

8. Would you be interested in products coming from Ecuador? Have you bought an anything from Ecuador 
in the past?  

10/20 couples said they would be interested handicrafts from Ecuador  
5/20 couples said they would not be interested in crafts from Ecuador  
5/20 couples said they would be indifferent to crafts from Ecuador  

9. How much do you think handicrafts should be priced?  
12/20 couples said they would pay at least $75 - $150 for handicrafts  
6/20 couples said they would pay at least $25 - $75 
2/20 couples said they would pay at least $150 - $250  
 
The focus group results were able to gain insight in on the handicraft market and the consumers that make up that 
market. The older the couple participants is the more money they were willing to spend on handicrafts shopping. 
The younger couples were more interested in a variety of handicraft products and emphasized authenticity. There 
was a good majority of the couples participating interested in handicrafts from Ecuador which is a great interest 
group to begin with. The only bias that couple be associated with this focus group is that the survey was held 
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during a weekend festival supporting local artisans and handmade goods. There is a clear indication of the spouse 
doing the shopping for the handicrafts goods with a rather large budgets allotted along with couples frequenting 
local storefronts selling authentic handicrafts. The types of handicraft that are in demand currently are woodwork 
and apparel with home décor following close behind. There is on average $90 spent on handicrafts each month by 
the 20 couple’s survey with a majority of sales during the holiday season of Christmas along with the summer 
months. All together the handicraft focus group looked at the way these couples interact with the market and 
respond the shifting trending in handicrafts along with remaining loyal to authenticity of fair trading.  
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Appendix 8.0 Handicraft Associations 
Below is a list of handicraft associations. Memberships with these associations could be advantageous for 
establishing an Ecuadorian handicraft brand in the United States and networking with buyers. 
 

• Craft Central Global Craft Marketplace 
o http://www.craftcentral.com/trade-associations/associations-usa.html 
o Craft Central is a directory with various craft associations throughout the United States. The 

handicrafts include wood products, ceramics, and a company that helps brand the products in 
the world market. Two specific associations are the American Craft Council and the National 
Craft Association. Both aim to enhance the popularity of crafts in America and potentially world 
wide.  

• American Craft Council 
o https://craftcouncil.org/resources/National-and-Regional-Craft-Organizations 
o ACC is a non-profit organization that promotes the contemporary craft among its members. 

• National Craft Association 
o http://www.intracen.org/Professional-Associations---National-Craft-Association/  
o NCA brings together artisans trying to make their products successful. It helps the artisans to 

succeed in the industry.  
• Aid to Artisans 

o http://www.aidtoartisans.org/  
o Aid to Artisans is an alliance that helps artisans in developing business skills for manufacturing 

the products and selling them in the competitive world markets.  
• Serrv creating connections 

o http://www.serrv.org/category/ecuador 
o Serrv has various shopping options from different countries. Specifically, from Ecuador they show 

where the artisans come from and the story. Serrv has items from décor, kitchen, food, women, 
apparel, and garden supplies for sale. This would help when people want to know if the 
handicrafts are being made by or for a special reason.  

• Craft Guild of Dallas 
o http://www.craftguildofdallas.org/index.html  
o Craft Guild of Dallas is a non-profit organization that is dedicated to aspiring artisans and 

craftsmen. 
 

▪ These particular organizations were picked because they were found in a craft database 
that provided the organization addresses, phone numbers, and web addresses. This is 
where the organizations with few specific regional products were part. On the Craft 
Central site there is also the ability to specify the types of crafts and handicrafts being 
sold from the organizations. 

 
  

http://www.craftcentral.com/trade-associations/associations-usa.html
https://craftcouncil.org/resources/National-and-Regional-Craft-Organizations
http://www.intracen.org/Professional-Associations---National-Craft-Association/
http://www.aidtoartisans.org/
http://www.serrv.org/category/ecuador
http://www.craftguildofdallas.org/index.html
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Appendix 9.0 Trade Show/Artisan Resource  
This appendix is a list of the major trade shows around the country that would be worth consideration to attend. 
 
Trade Shows: 
NY Now 
Julia Garreaud  
Buyer Relations Manager  
(914) 325-0220 
http://www.NY Now.com/ 
 
Las Vegas Market  
World Market Center Las Vegas 
427 S. Ground Central Parkway  
Suite 1615  
Las Vegas, NV 89106  
infor@imcenter.com 
(702) 599-9621 
(88) 416-8600  
http://www.lasvegasmarket.com/ 
 
Dallas Total Home and Gift Market  
Dallas Market Center  
2100 Stemmons Freeway  
Dallas, TX 75207 
(214) 655-6100  
(214) 744-7444  
http://dallasmarketcenter.com/markets/markets.aspx?m=834 
 
Creativation 
Phoenix Arizona  
Andria LaJeunesse, CEM 
Vice President of Events & Education  
(201) 835-1231 
ALaJeunesse@afci.global  
http://www.creativationshow.org/ 
 
Artisan Resources: 
Artisan Resource at NY Now 
Allison Garafalo  
Sales Director  
(914) 421-3212 
http://www.NY Now.com/collectionshandmadeartisan-resource/ 
  
 
Alliance for Artisan Enterprise 
The Aspen Institute  
One Dupont Circle, NW 
Suite 700 
Washington, D.C. 20036  
(202) 736-5800  
infor@allianceartisan.org  
http://www.allianceforartisanenterprise.org/ 

https://l.facebook.com/l.php?u=http%3A%2F%2Fwww.nynow.com%2F&h=ATOk0LnZbDiJtaLk4WXs7fRuBNLnwyD-C4zxuvj7ESNalSd7EIipCOxCm8HiSgJ-adFWkoXd2rHyxFVKEFkYVnA2G7LeZrK7Fh5Ruti6X22A5Eh2-aY9wvn8w8eltdiIzcZJEqo5uQ
mailto:infor@imcenter.com
https://l.facebook.com/l.php?u=http%3A%2F%2Fwww.lasvegasmarket.com%2F&h=ATOk0LnZbDiJtaLk4WXs7fRuBNLnwyD-C4zxuvj7ESNalSd7EIipCOxCm8HiSgJ-adFWkoXd2rHyxFVKEFkYVnA2G7LeZrK7Fh5Ruti6X22A5Eh2-aY9wvn8w8eltdiIzcZJEqo5uQ
https://l.facebook.com/l.php?u=http%3A%2F%2Fdallasmarketcenter.com%2Fmarkets%2Fmarkets.aspx%3Fm%3D834&h=ATOk0LnZbDiJtaLk4WXs7fRuBNLnwyD-C4zxuvj7ESNalSd7EIipCOxCm8HiSgJ-adFWkoXd2rHyxFVKEFkYVnA2G7LeZrK7Fh5Ruti6X22A5Eh2-aY9wvn8w8eltdiIzcZJEqo5uQ
mailto:ALaJeunesse@afci.global
https://l.facebook.com/l.php?u=http%3A%2F%2Fwww.creativationshow.org%2F&h=ATOk0LnZbDiJtaLk4WXs7fRuBNLnwyD-C4zxuvj7ESNalSd7EIipCOxCm8HiSgJ-adFWkoXd2rHyxFVKEFkYVnA2G7LeZrK7Fh5Ruti6X22A5Eh2-aY9wvn8w8eltdiIzcZJEqo5uQ
https://l.facebook.com/l.php?u=http%3A%2F%2Fwww.nynow.com%2Fcollectionshandmadeartisan-resource%2F&h=ATOk0LnZbDiJtaLk4WXs7fRuBNLnwyD-C4zxuvj7ESNalSd7EIipCOxCm8HiSgJ-adFWkoXd2rHyxFVKEFkYVnA2G7LeZrK7Fh5Ruti6X22A5Eh2-aY9wvn8w8eltdiIzcZJEqo5uQ
mailto:infor@allianceartisan.org
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