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Top Ten Holiday Trends for 2011

By Ellen Davis, VP and NRF spokesperson | Published: November 1, 2011

It’s (officially) the most wonderful time of the year!
November 1 marks the beginning of the holiday sea-
son, when retailers everywhere strain to get a piece
of that $466 billion in U.S. sales. After releasing our
holiday sales forecast in early October and distrib-
uting our first consumer survey mid-month, we took
a look at some of the overarching trends based off
survey findings, economic analysis and plenty of
conversations with retailers.

While it may not seem like this holiday season is too
different than years’ past — shoppers are obviously
focused on prices and retailers are expected to be
offering strong promotions even earlier — this is
bound to be a holiday season like none other. Here
are ten trends gleaned from our full data reports.

#1: Slow and steady wins the race. Early last
month, NRF released its 2011 holiday forecast,
which estimates that holiday sales will rise 2.8% this
year to about $466 billion. That’s slightly more than
the ten-year average but nowhere near the 5.2% gain
we saw last year. While many current consumer sen-
timents are eerily similar to what we experienced in
2008, retailers and shoppers have been adjusting to
the uncertain environment, which is good news. But
there’s no doubt that continued consumer uncertain-
ty and high unemployment is putting a damper on
spending.

What’s changed since our forecast? We’ve had both
good news and bad news. The good news: Third
quarter GDP was stronger than expected, and unem-
ployment claims have been trending downward
compared to earlier this year. That said, consumer
confidence isn’t where it needs to be and the hous-
ing market is making access to credit difficult for
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some people who are under water on their homes.
(Continued on page 6)
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Thursday, February 23, 2012 i
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One of the most wonderful things about living and'
5d01ng business in Vermont is the accessibility of’: ;
: government at both municipal and state levels.
1 Since there aren’t many of us in this state, we know :
: legislators as friends and neighbors rather than highi
i -and-mighty, untouchable politicians in some!
'Olymplan state capitol where lobbyists outnumber.

the ceiling tiles. !
I

.One of the most wonderful things about being a
'VRA member is that every year, the assomatlon.
,makes it even easier to greet, meet, and bend the !
rears of state legislators. The Annual Legislative:
:Day at the State House followed by luncheon at!
1the Capitol Plaza Hotel in Montpelier, takes place:
:on Thursday, February 23. Members can meet key i
i lawmakers (and the Governor, who typically at—'
! tends) learn more about the legislative process, and.
get direct answers to direct questions.

.Leglslators aren’t the only notables at this fete, by
!'the way. The event draws members state-wide, so
1 .
; those who attend get to know fellow members they !

I
1
1
1
1
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I might otherwise never meet. :
I
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! Please watch your inbox and mail box for detailed
i 1nforrnat10n about the Legislative Day and Lunch-
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Bonnie Hawley, President
VRA Board of Trustees

Celebrating Smalli

As president of the Board of Trustees of the Ver-
mont Retail Association, I would be more than re-
miss (ripe for impeachment?!) if I did not devote this
column to Saturday, November 26™: Small Business
Saturday. As stated at smallbusinesssaturday.com:

The 2nd annual Small Business Saturday® is
a day dedicated to supporting small business-
es on one of the busiest shopping weekends of
the year. On November 26, we’re asking mil-
lions of Americans to Shop Small®" at their
favorite local stores and help fuel the econo-
my. When we all shop small, it will be huge.

This is a fine concept and a timely one at that. Small
businesses are important to their owners and em-
ployees, of course, but their impact is much more far
-reaching, especially in Vermont. Intimate, unique,
customer-friendly downtowns are as much a part of
the Vermont “mystique” as maple sugar and moun-
tains. Studies conducted by the state have repeatedly
confirmed that the number one activity cited by visi-
tors is shopping. Many are surprised to find that oth-
er diversions, while important, never beat shopping.
Not even hiking, hunting, or angling.

When you think about it, though, shopping is a lot
like angling. Both consist of two separate processes
that we might call “fishing” and “catching.” People
can catch in lots of places, but Vermont fishing is
unique. Why? Because of the natural beauty, pristine
environment, friendly natives, tranquil atmosphere,
and more. The same can be said of shopping. People
can buy things anywhere, but Vermont shopping is
unique. Why? Because of the small, charming towns,
omnipresent history, rich tradition and friendly, help-
ful natives. So many things in life that used to be fun
are challenging these days. But spending hard

earned-money for goods that enrich peoples’ lives
should be fun. In Vermont, where small reigns, it
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SAVINGS CORNER
' é/‘wagﬁt o you by /_/—/\
: Efficiency Vermont

Do you have an air conditioner wall unit
that can't be removed?

Cover the unit this winter and fill gaps
around it with weather stripping or foam
insulation. Benefits will include:

« having more control over air
temperature year round,

« paying less for energy, and

« lessening the icing of air conditioner
coils during humid months.

Learnn mo'e al;

www.efficiencyvermont.com
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Spotlight on a VRA Member

Farm-Way Inc.

Bradford, Vermont

Car ol

cently interviewed

1. PLEASE TELL US ABOUT YOUR
BUSINESS.

We are a family-owned retail business selling every-
thing from Patagonia and North Face clothing to Ugg
boots, Glock handguns, Browning rifles, and Cabot
Cheddar cheese. We are 43% solar powered and lo-
cated on 17 acres in a town with 2500 people in it.
We are uniquely located 30 miles from Barre and St
Johnsbury in Vermont and Plymouth and Hanover in
New Hampshire. We employ 33 full-time and 2 part-
time workers. At least half of our employees have
been here over 5 years

2. WHY DID YOU DECIDE TO DO BUSI-
NESS IN VERMONT?

We live in Vermont and cannot imagine ourselves
anywhere else.

3. PLEASE SHARE WITH US THE
MOST IMPORTANT LESSON(S)
YOU’VE LEARNED.

Take the free advice your customers give you and be
glad they offered.

When you make a mistake don't hold onto to it- -get
rid of it

The longer you hold onto to it the more it will cost
you.

Met ayWwary dfnckFalg

f

4. DO YOU HAVE A TIP FOR OTHERS
CONSIDERING STARTING A BUSI-
NESS IN VERMONT?

Choose a business that is about the things you love.
That way it will be easier to learn and you will al-
ways be passionate about it.

5. DO YOU HAVE AN AMUSING ANEC-
DOTE ABOUT YOUR BUSINESS
HERE?

I can only say that some of our best vendors were not
always crazy about the name Farm-Way. The North
Face company threw us out of their booth at a trade
show not too many years ago and did not want to sell
us their line- we are now one of their biggest dealers
in New England. So don't let the big boys get you
down, you will know what you are capable of long
before they figure it out!
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Efficiency Vermont

Make energy efficiency your
New Year's resolution for 2012!

Call Efficiency Vermont or visit
www.efficiencyvermont.com/retail
to find out how you can save money

and energy in your store.

Start daving toa’a%/

HAPPY HOLIDAYS FROM
EFFICIENCY VERMONT

Did you save energy in your business
in 2011? Get nominated for VRA's
Greentailer of the Year!

888-921-5990 | www.efficiencyvermont.com

Discounted Advertising Rates

VRA members now have the opportunity to adver-
tise in Vermont Life at discounted rate.

Options available:
VERMONT LI FE EMPORI UM

VERMONT LIFE EMPORIUM will debut in the
Spring 2012 Vermont Life Magazine, which closes
Dec. 8, 2011, and publishes Feb. 8§, 2011.

Advertising in VERMONT LIFE EMPORIUM will
cost $350 per 1/12-page square.

Advertisers may buy one square or multiple squares
@ $350 to constitute a larger ad, e.g. two squares
($700), four squares ($1,400).

1/12-page ads in VERMONT LIFE EMPORIUM are
standardized and assembled by Vermont Life Maga-
zine at no charge; 1/12-page ads comprise a logo or
product visual, 20-word description and contact data

(town, phone number and URL).

Adpvertisers or their agencies submit artwork for larg-
er ads.

If a member elects to advertise run-of-press, i.e.,
NOT in the VERMONT LIFE EMPORIUM section,
Vermont Life Magazine would extend a 10% dis-
count off rate card when the advertiser cites member-
ship in one of your organizations.

To advertise, a member simply needs to email Dave
Hakins at dave.hakins@vermontlife.com. He will
coach the member through the booking and ad prepa-
ration processes.

As added value, advertisers will receive a free hot-
link and 20-word description on
www.vermontlife.com. Advertisers may also submit
"offers and deals" for consideration on Vermont Life
Facebook, liked by 5,700+.
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(Continued from page 1)

While it’s true that September sales rose 5.8%, it’s
important to remember that Hurricane Irene and a
late back-to-school season were both factors behind
September’s sales gain, which is why a moderate
forecast is still a best-case scenario for the holidays
this year.

#2: All shoppers are not created equal. Think
we’re in for a ho-ho-hum holiday season? It depends
on who you ask. According to Shop.org’s eHoliday
survey, nearly seven in ten online retailers expect
their sales to grow at least 15% this holiday season.
This projection is reinforced by NRF’s holiday sur-
vey as well, which found that the average person
plans to do 36% of their holiday shopping online —
up from 33% last year and the highest in our survey’s
history. (Note: This doesn’t mean that 36% of pur-
chases will be made online. It means that more than
one-third of the time, people will be leveraging the
web to research products, find gift ideas and compare
prices before making a purchase — either online or in
a store.)

There’s no question that the multichannel shopper
presents the biggest opportunity for retailers. Holiday
shoppers who shop in multiple channels will spend
22% more this year than people who are only shop-
ping in a store. All this to say: Retailers, make sure
your websites are speedy, accurate and information-
filled. (Easier said than done, I know.)

#3: And..? You know the Coke Zero commercial
that shows the kid growing up who is always expect-
ing more? (An ice cream cone with sprinkles, a job
offer with stock options...) That’s the holiday shop-
per in a nutshell. Today’s consumer has high expec-
tations — they already assume retailers will be offer-
ing low prices or strong promotions, and they want to
know what they’re going to get on top of that. This
“price plus” shopping mentality is all part of the val-
ue equation, which incorporates price with other ele-
ments like quality, convenience and service. In fact,
according to our survey, people were more inclined
to say these elements are important factors in their
decision on where to purchase — possibly because
they already assume low prices are a given.

How does a shopper define value? Maybe it’s a digi-
tal photo frame that holds more pictures and a better

resolution, or a store with short checkout lines and
fully-stocked shelves. Some consumers may be per-
suaded by retailers who pledge a certain amount of
proceeds to charities, especially if their individual
contributions have been impacted as a result of the
economy. Even layaway is part of the value equa-
tion, as evidenced by Walmart’s newest ads and
heavy layaway emphasis from retailers like Sears,
Best Buy, Toys “R” Us and TJ Maxx.

#4: Now you see it, now you don’t. After re-
tailers got sideswiped by too much inventory in
2008, they pulled way back — causing some invento-
ry shortages of popular products. While inventory
levels are still very lean this year, which may impact
availability of top products, retailers have done an
incredible job streamlining their supply chains to
ensure that they’re maximizing regional or local
markets that may be performing particularly well.
The handbag selling well in New York that is sitting
idly on the shelves in Miami may relocate to the
colder climate. Winter coats in Chicago can get
shipped off to Des Moines and video games in
Phoenix can get transported to Las Vegas. For re-
tailers, this means an even greater opportunity to
sell popular products at a profit. For shoppers, it
means that merchandise may be easier to find...as
long as it’s not “THE” must-have item this holiday
season.

Also on the inventory front, retailers were able to
place holiday orders later this year for shipping —
enabling them to get a better sense of consumer sen-
timent closer to the holiday season before making a
commitment on how much merchandise to buy. We
all know that there’s a lot than can happen in a few
short weeks, so having time on their side from a
shipping standpoint was a crucial factor in helping
retailers protect their profits and manage inventory.

#5: You better shop around. In a sluggish
economy, people shop in fewer places...right?
Wrong. In fact, during periods of consumer uncer-
tainty, people dedicate themselves maniacally to
finding the “best” deal — and they shop all over the
place. According to our survey, a majority of shop-
pers will visit discount retailers this holiday season.
But they’ll also be shopping at department stores,
clothing stores, electronics stores, craft stores, gro-
cery stores...you name it, nearly every category is
seeing an increase in traffic. And shoppers aren’t

Py
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discriminating on product. People won’t hesitate to
buy toys at a grocery store or stocking stuffers at a
wholesale club — and this trend offers opportunities
to retailers in all categories.

#6: Thank you, sir, may | have another? For
anyone who is looking for a reason to loosen the
purse strings, your justification can’t get any better
than this one. According to our holiday survey, six in
ten holiday shoppers have set aside money to make
additional “non-gift” purchases for themselves this
season. The average person will spend $130 on these
purchases, an all-time high and a 16% jump from last
year’s $112.

Why, in an economy like this one, are people setting
aside money during the holidays for these other pur-
chases? Quite simply, retailers have done an admira-
ble job telling consumers that the holiday season of-
fers the best prices — and many Americans seem to
have delayed purchases to wait for the best deals.
Kids might get a new hat and mittens. Dad might
replace the snow blower. Mom might swap out some
kitchen gadgets or small appliances. And none of
those items will get wrapped up and put under the
Christmas tree. Regardless of the item, many fami-
lies have set aside a substantial chunk of change for
these “non gifts” this year.

Retailers are embracing this trend. Case in point: The
home page of J.Crew’s website features a photo of
an immaculately-dressed woman with the caption,
“To You, From You.” Just makes you want to go
shopping, doesn’t it?

#7: This year’s gift-giving theme: “Everyday
appropriate.” In 2008 and 2009, both years when
holiday sales saw declines from the year before,
shoppers were all about practical, necessity gift pur-
chases. This year, there seems to be a little bit of
wiggle room on the wish list. The most popular items
this year aren’t necessarily cheap, but they are appro-
priate to wear or use on a regular basis. What this
means: don’t be shocked to see people spring for the
$200 coffeemaker or the $400 watch, but the evening
clutch might be a tough sell. The challenge for retail-
ers, of course, is to present each gift option in a way
that people will think it’s versatile and applicable for

(Continued on page 9)

1

Digital Phone Lines
Play Havoc with
Credit Card Processing

Many businesses are making the jump to the very popu-
lar and highly advertised digital phone service. Before
making the leap, however, give some thought to your
credit card processing. Over
chant Services Department has received an increasing
number of calls from distressed business owners dealing
with a variety of headaches including multiple authoriza-
tions, duplicate transactions, batches out of balance and
more as a result of converting to digital phone service.

Credit card processing terminals are constructed to work
with traditional analog telephone lines, which transmit
and receive information differently than the way digital
lines do. Use of digital phone service with an analog cred-
it card terminal is bound to lead to technical problems i
complications that digital phone service providers appear
to not be educating customers about.

To further complicate matters, the problems with the
digital phone |l ines donét i mme
According to RCSCbs Mi chel e C
manager, a terminal could successfully work using a digi-
tal phone line for days, weeks or even months before
complications surface. Why the machines work initially
and then fail is a mystery to credit card processors to
date.

AfDespite the extra expense, b
tal phone service should make arrangements to either
have a dedicated analog line or Internet connection es-
tablished for their credit card processing terminals to
avoid the headaches associated with the new technolo-
gy, 0 said Michele.

I f you havenot made the jump
RCSC and its credit card processing partner, Global Pay-
ments Direct, Inc., recommend the same course of ac-
tion: Either plan to maintain a dedicated analog phone
line for your terminals or utilize broadband processing if
you have a high-speed Internet connection.

VRA members with questions about digital phone lines
and their processing terminals are encouraged to call
RCSC for assistance. Michele, Nicholl and the rest of
RCSCb6s Merchant Services Team
350-2652 or VRA@retailcouncilnys.com.

I f you havendt considered joi
gram through RCSC, why not allow us to do a free, no-
obligation savings analysis?
businesses money on this expense and we offer the add-
ed protection of a periodic review of statements through
our Watchdog Program. Call or email RCSC today.

™\
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Direct Marketing

By Jim Tabor, Gillen Tabor Communications

Earlier, I said that there are six basic tools of mar-
keting, abbreviated by the acronym, SPADES:
Sales, Public Relations, Advertising, Direct Market-
ing, Events, and Social Media.

I’ve covered Public Relations and Advertising, so
this column will tackle Direct Marketing. One of the
knocks often heard against advertising and public
relations is how difficult it is to calculate return on
investment (ROI). How many widgets did that half-
page ad in True Vermonter magazine sell? What
sales did that long article about my company in the
Queen City Daily produce? It’s true that results from
internet-based marketing initiatives are easier to
track, but just as true that most of our retail business-
es in Vermont do brick-and-mortar business.

Which brings us to direct marketing, a beautiful
thing for all the number-driven among us. Here’s
why. With a direct marketing campaign, you can tar-
get a specific audience, deliver a known number of
sales messages, and know the results exactly. What’s
more, you can design a campaign that’s virtually
guaranteed to produce the results you need.

Let’s say you’re the marketing director of a finan-
cial institution. You have 10,000 customers and want
to increase that by 10%, or 1,000. To produce those
1,000 new customers, you will need to deliver a cer-
tain number of direct mail pieces. You should be
able to obtain, in advance, a median response figure
for similar direct mail campaigns in the zip code or
demographic groups you’re targeting. For the sake of
argument, let’s say you can reliably predict 2% of
the recipients to become new customers. 1,000 is 2%
of 50,000, so that’s the number of solicitations need-
ed. Another advantage to direct marketing is that you
can calculate ROI in advance, too. Suppose those
50,000 solicitations will cost .50 each to create and
distribute, for a total of $25,000. The break-even
point in this example is $25 per new customer--
$25,000.

Direct marketing has been around for a long, long
time and its practitioners have refined their processes
to the nth degree. But it all starts with the basic for-

mula, and process, shown above. Now, that example
uses old-fashioned, snail mail direct marketing to
illustrate points. E-mail direct is a whole other thing.
Next time, we’ll venture in the terrifying realm of
SPAM.

Minimum Wage Increasing
January 1, 2012

Vermont’s Minimum Wage to Increase to $8.46 on
January 1, 2012

Based on a CPI increase of 3.8%, the Vermont De-
partment of Labor has calculated an increase of $.31
per hour for a new rate of $8.46 effective January 1,
2012. Vermont law automatically adjusts the mini-
mum wage based on CPI, but no less than 0% and no
more than 5%.
N o t @&nder Vermont law, full time high school stu-
dents are exempt from Vermont minimum wage re-
quirements, but must follow federal regulations

(87.25).

Free Processing Termir

Enroll in
RCSC's
processing
program and
receive a

free terminal
valued at
$400!*

(Limited time offer
through 12/31/2011)

VRA's endorsed provider
of credit card processing.

RCSC

Services Corp.

Contact Nicholl for your free,
no-ohligation savings analysis.
(866) 350-2652 | VRA@retailcouncilnys.com

*Terms and conditions apply. Call for details.
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(Continued from page 7)

a variety of occasions. Even that pair of diamond earrings VRA Board of Trustees
[cough cough]. 2011-2012

#8: The Early Bird catches the worm, but the Night PresiiBenni e Hawl
Owl catches the sales — on Black Friday, at least. Hawley’s Florist, Rutland

This is the tenth holiday season we’ve been conducting holi- Vice Pri8oibd &8mtuc hj
day data with our friends at BIGresearch, so we have some Bouchard-Pierce, Essex Junction

pretty compelling year-over-year trends. Within the last dec- SecrédatMary ha Dwy ¢
ade, we’ve seen Black Friday morph from a leisurely mid- The Ginger Tree LTD, Rutland
morning venture around a handful of stores to a competitive Tr easiwCrheri stine T
free-for-all among retailers eager to nab those first holiday Tattersall’s Clothing Emporium, Rutland

shoppers. Last year, it got even earlier, with 24% of shoppers
hitting the stores before 4 a.m. And with announcements this
week by Macy’s, Kohl’s and Target that their doors will open
at midnight Thanksgiving night, you can be sure that more
people will be staying up to go shopping rather than setting
their alarms to wake up before the sun. (Last year, the number
of people who went shopping at midnight tripled from 2009 —
no doubt the numbers will climb even higher this year.)

Mi ke Al tier
Walgreens, Deerfield, IL
Robert Beaucha
Beauchamp & O Rourke, Rutland
Andrew Brewer
Onion River Sports, Montpelier
Robert Diaco
Sign*A*Rama, S. Burlington

And after Gap joined Walmart, Sears and Toys “R” Us by John Gebbie
opening on Thanksgiving last year, don’t be surprised if other St. Jay Hardware, St. Johnsbury
retailers this year follow suit to offer shoppers an even earlier Ri chard Huest
start to their holiday shopping. What will the Thanksgiving Huestis Farm Supply, Bridport
weekend hold for retailers this year? We’ll have to wait until Lynn Miles

our November survey is released to find out. Samara’s Cards & Gifts, Stowe

Di ana Newton
The BonTon, S. Burlington
Raymond Roy
Johnson Woolen Mills, Johnson
Al exandra Serra
Walmart, Augusta, ME
Brian Shedd
Best Buy, Williston
Marc Sher man
Outdoor Gear Exchange, Burlington
Heat her Tr embl
University Mall, S. Burlington
Tom Zapf
Macy’s, Burlington / NYC

#9: Free shipping isn’t free...but it works. Here’s a
dirty little secret: retailers have a love/hate relationship with
free shipping. Why? For starters, it’s hardly free — after all,
somebody has to pay for the 20,000 people that FedEx is hir-
ing this holiday season — but shoppers have tunnel vision for
this incentive and have come to expect free shipping like they
expect low prices. And retailers are listening. According to
Shop.org, a record 92.5% of online retailers will offer free
shipping this holiday season — and that’s not only going to be
a Cyber Monday staple. Free shipping offers are likely to be
found all holiday season long, as 56% of retailers say their
budgets for free shipping are higher this holiday season than
last and one-third say free shipping offers will start earlier in
the season than last year.

The dilemma for retailers has become weighing the
“conditions” surrounding free shipping. What’s the minimum
purchase required for shipping to be free? Which items are
included (or excluded)? Currently, it seems like retailers will

(Continued on page 10)
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(Continued from page 9)

be promoting free shipping with conditions most often but a handful are planning some “no minimum” pro-
motions on key spending days.

#10: Yes, Virginia, there is an app for that. A few years ago, when everyone in retail started getting
themselves in a tizzy over the “mobile” trend, we lumped all the gadgets into the same category. But what we
realized within the last year is that people are using their mobile devices in very different ways. This year, we
took a deeper look at consumers’ use of smartphones versus tablets, and the results were fascinating.

Half of Americans with smartphones will use their devices for holiday shopping this year, according to our
survey — primarily to research products or compare prices but also to find retailers’ information like store
hours and locations. Consumers will also use phones while shopping in stores to read reviews or redeem cou-
pons — while a smaller number (16%) will actually use their phone to make purchases. So when you think of
smartphones, think mobile. These devices are carried everywhere.

Tablets are a different beast entirely. While there aren’t too many people whipping out their iPad at retail
stores, they are using the devices to shop. According to our survey, 70% of tablet owners will use their devic-
es for holiday shopping this year, and they are twice as likely to use tablets to purchase merchandise as
smartphones. When you think tablets, think of someone sitting at home on their couch in front of the TV.

And there’s our list of the top ten holiday trends for 2011 based on our surveys and economic analysis. What
other trends do you think we’ll see develop over the next two months? What are we missing?

(Courtesy NRF)

R e t a i Rengembsr membership in VRA gives you free membership in the NRF, make sure to sign-up for

Submit Your Nomination(s)

The Vermont Retail Association is happy to announce their third annual Retailer of the Year Awards (ROYSs).

All Vermont businesses engaged in retail operations are eligible for nomination and consideration for the 2011
Vermont Retailer of the Year Awards. Nomi nati ons may be submitted usi
ination form on the next page. We will accept nominations through December 31, 2011. The awards will be
presented in early 2012.

Awards to be presented include:
RETAILER OF THE YEAR...honoring a Vermont retailer for overall excellence
GREENTAILER OF THE YEAR...honoring a Vermont retailer for environmental excellence

COMMUNITY GEMS...honoring Vermont retailers who make unique and valuable contributions to
their communities

Past winners include:

Claussen’s Florist - Retailer of the Year 2009 Allen Pools and Spas — Retailer of the Year 2010
Renew Building Supply — Greentailer of the Year 2009 Outdoor Gear Exchange-Greentailer of the Year 2010
Small Dog Electronics — Greentailer of the Year 2009  The Old Brick Store — Community Gem 2010

Zutano Company Store—Community Gem 2009

A%
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Vermont Retailer of the Year Nomination Form

All Vermont businesses engaged in retail operations are eligible for nomination and consideration. Please use
this form to submit your nominations. We will be accepting nominations through December 31, 2011. Awards
will be presented at a luncheon and ceremony in early 2012.

CATEGORI ES:

RETAILER OF THE YEAR

This award will honor a Vermont retailer for overall excellence. Businesses nominated for this award will be
judged using the following criteria: growth & stability; innovation; best management practices; community
involvement; other appropriate factors.

GREENTAILER OF THE YEAR AWARD
This award will honor a Vermont retailer for environmental excellence. Criteria used to judge nominated busi-
ness will include commitment; innovation; and measurable results.

COMMUNITY GEMS
These awards will honor Vermont retail businesses that make unique and valuable contributions to their com-
munities. Nominate up to three businesses for this award.

For each retailer submitted please indicate t

Business Name

Address

Phone #

Website

Owner

Category submitted for:

Pl ease explain, on a separate sheet, why this
nomi nation to 250 words.

Your name

Your business

(7ol
||l vermont Retail Association — November 2011 11

he



Changes Coming to Gift Cards

By John Mayleben

As consumers increasingly have embraced Visa- or
MasterCard-branded gift cards, the card networks
have become more concerned with the “user experi-
ence” at checkout and the impact of shoppers not
knowing the balance remaining on their card during
the process.

As you might expect, if the consumer brings $100
worth of merchandise to the counter and presents a
gift card with only a $25 remaining balance, the
transaction currently is declined at the point-of-sale
terminal because $100 is more than the “credit lim-
it.” The consumer is then presented with a dilemma.
Does the consumer become embarrassed and try to
explain to the clerk why there isn’t enough value on
the card, or does he or she simply provide a different
form of payment (which may not be the same
“flavor” as the gift card), or abandon the transaction
at the cash register?

None of these options is considered good, and the
card networks have come to the conclusion that a
“partial authorization” solution is needed.

That’s why as terminals or software is upgraded,
the transactional experience is being modified. The
new systems are “partially” authorizing the transac-
tion and alerting, in different fashions, the clerk to
collect the remaining amount via a different payment
choice.

While helpful to the consumer, this split-tender
transaction could become problematic if you don’t
properly train your staff.

Most retail cashiers are used to a receipt printing
and asking the consumer to sign it. But they don’t
expect a receipt to print for a partial amount. If a
clerk simply assumes that a transaction that gener-
ates a receipt is complete, the clerk could be releas-
ing merchandise with only partial payment.

Some of the terminal manufacturers and software
providers are prompting the sales clerk with a warn-
ing message prior to printing the receipt, but not all
of them handle the partial authorization this way.
You should make sure that you understand how your

terminal is handling this partial authorization and
make sure that your staff is properly trained.

In the future, partial authorization will be extended
to debit cards and credit cards. So while this may be
a small issue today, it will grow over time.

If you have specific questions about partial authori-
zation, you should contact your merchant processing
vendor’s help desk.

John Mayleben is Michigan Retailers Association
senior vice president, technology and product devel-
opment, and a national expert on electronic payment
processing.

Upcoming

1 2/ 3 1 De2dhni td submit your Retailer of the
Year nominations. (See inside for nomination form
or checkout our website at www.vtretailers.com.)

2/ 2 3/ Re@islatve Day and Luncheon; watch
your mail and email for your registration form.
Don’t miss out on this opportunity to visit with
your legislators and discuss issues important to
you.

VRA Me mb eCGh&k out
holiday sales updates.

NRF.com for

Happy Holidays
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