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A Note from 

Co-founder 

Angela Dalby

one of NARB’s greatest achievements is our

ongoing section of material you find here in the

pages of sG&N. these pages are written and laid

out entirely by and for members of the organiza-

tion who volunteer their time, energy and talents

to share their insights and wisdom with members

of the industry. over the past 2 years many differ-

ent members of the organization have contributed

to these pages and have not only created a voice

of the association but also aided to the validity to

our mission as an organization. i am truly grate-

ful to each of those individuals for their contribu-

tion, talents and passion.

this month’s section continues in the same

spirit and includes a wonderful article spotlighting

a NARB retailer’s—the louisville slugger Mu-

seum & factory-gift shop remodel. Also, Kerry

hand, corporate Director of Merchandise for

Great Wolf lodge and our resident Visual Mer-

chandising expert, puts out another fabulous piece

on utilizing color and color trends in your shops.

And our ongoing Retail Roundtable gives voice to

vendor/buyer relationships from both viewpoints. 

this past year we have really seen our educa-

tional programs and events come to maturity.

NARB has offered over a dozen events including

6 educational seminars, 3 roundtable events and 3

networking mixers. And just like the magazine

content, all programs are put on by volunteer

members of the organization. i am continuously

impressed and grateful for the volunteer time and

effort of our members that help to make every-

thing we do as an association come to fruition.

NARB’s greatest feat might be defined as the

establishment of the NARB Tracy Barlow Memo-

rial Scholarship Fund. in the following pages we

remember our dear colleague tracy and celebrate

the awarding of the 1st NARB scholarships in

her name. tracy’s passing last year was unex-

pected and heartbreaking to many. there was sol-

ace and healing found in the rallying of the

industry to celebrate her life and professional ac-

complishments in the establishment of a scholar-

ship memorial fund so that her legacy can live on

forever. Personally and professionally, i have

never been prouder to count myself among the

members of NARB and the souvenir specialty re-

tail industry as a whole as it has proved to have

the heart and soul of a community. the private

donations from members of our retailing commu-

nity along with the generosity of those who pur-

chased tables and/or raffle tickets at last year’s

fundraising event made the scholarships recently

awarded a reality for college students in need of

assistance. 

the ongoing commitment of NARB to the

scholarship fund will be found at The 2nd Annual

NARB Smokin Hot Hoedown to benefit the NARB

Tracy Barlow Memorial Scholarship Fund, to be

held on November 4th, 2011 in the sevierville,

tennessee events center east concourse. table

sales to the event and/or donations to the fund can

be made online at: NARBuyers.org 

With much gratitude! —Angela

As the NAtioNAl AssociAtioN of RetAil BuyeRs & selleRs

embarks on our 3rd year, i have much to be grateful for as i reflect on all the 

achievements and accomplishments of such a young and still growing (up to over 

200 members now!) organization has celebrated in our first 2 years. 
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The National Association of Retail Buyers & Sellers
(NARB) is an independent, non-profit, national membership
organization dedicated to strengthening and developing the

careers and/or education of its members.

M I S S I O N  S T A T E M E N T
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Tthis spring, the popular attraction in downtown

louisville, Kentucky opened a newly renovated

store that still occupies the same footprint but uti-

lizes the space much more efficiently and in a

much more attractive manner.  

“We made do for years with the space as it

was,” says Anne Jewell, executive director of the

museum. “But after a significant renovation of the

museum galleries the store looked especially dated

and worn out. our retail was too important to our

bottom line to let it go on any longer in that space.”

The Renovation Begins

the store was closed for several months during

the museum’s slower winter season, and a tempo-

rary retail space was set-up in the main lobby while

the transformation took place with the new store. 

the challenges of the original store included a

poor layout with an awkwardly shaped cash-wrap

plunked down in the middle of prime selling

space, not enough wall display space, a dividing

wall of shelves that took up more square footage

than was useful, and a second room that looked

completely different from the front half of the

store because it had once been a museum gallery.

Without expanding the 3,000 square foot out-

line, the renovation still managed to provide more

space. the dividing wall was torn down which pro-

vided for one large open and multi-functional room.

the cash wrap was moved to the side of the store

and many more shelves and tables were added.

Along with the operational improvements, the

overall look and feel of the store was carefully

thought out. the goal was to extend the museum

experience into the store by choosing colors and

materials that conveyed the tradition and proud his-

tory of louisville slugger, a world-class brand that

has been making baseball bats for over 125 years. 

A deep, rich mahogany faux wood was chosen

to anchor the floor of the store. from there, sev-

eral key walls feature a vintage faux brick. the

color tones include greens and wood grain

shelves, with doses of black and brushed nickel. 

Some Construction Curveballs

As is typically the case with renovations, not

RETAIl SpOTlIghT

MuSEuM and FACTorY
LouISVILLE SLuGGEr

they DiDN’t ReAlize it At the tiMe, but in 1996 louisville slugger Museum &

factory’s original store was built more for looks than function. An expansion ten years later

added much needed space but only compounded the operational challenges. 

Before After
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everything that looked good on paper actually worked

in the store, and the team had to adjust plans as the

building progressed. for example, the new cash-wrap

needed to be moved back two feet from where it was on

the drawings, which cost some time and extra money

but was necessary. Also, some custom built display

cases ended up being total duds. 

“the display cases looked good in the drawings and

design layout, but that just didn’t translate into the actual

space,” says Jewell. “We were disappointed because

they were not cheap but why compound a mistake by

forcing something in that will only be a detriment to our

sales goals? With some brainstorming, we did manage to

reuse portions of the cases in the store.”

Another change from the blueprints involved light-

ing. there was not enough lighting in the original plans

so more was added after the store opened.

MVps – Most Valuable products

Aside from the look and layout, the renovation in-

cluded an overhaul of merchandise and products, too.

With the mass appeal of baseball, it’s important for the

louisville slugger Museum & factory store to have a

wide-range of prices and styles for all budgets and

tastes. 

“since opening day we have been moving and

adding product to meet the demands of our guests” says

laura Ginnebaugh, Managing Retail Director. “We

have found that for the avid baseball fan the louisville

slugger logo is king and we offer it on everything from

a baby bottle to etched glass. We are proud to say that

we have something for everyone in our new store.” 

getting the Word Out

since louisville slugger Museum & factory is a

shrine to baseball bats and hitting, the museum team

put its own spin on Major league Baseball’s longstand-

ing opening Day tradition. 

hoping to attract media attention to the new store

opening, the team came up with a better photo op than

your run-of-the-mill ribbon cutting. the Museum store

opening Day fanfare began with a “first pitch” into the

new store. Ginnebaugh pitched the ball to Jewell, who

was positioned in a

catcher’s stance inside

the friendly confines of

the renovated retail

space. After that, the

first 100 shoppers re-

ceived a free louisville

slugger souvenir base-

ball with any purchase.

the cameras came to

capture the moment

and the media coverage

was a great way to get

the word out. 

A Worthy Investment

the team is still working with the space and learning

new things every day. signage, placement, lighting, and

other factors all contribute to the success of selling in

the new store. from t-shirts and sweatshirts, to caps and

other sporty apparel, the store has items for all tastes

and budgets, including personalized bats and mini-bats.

“the renovated Museum store enhances the overall

experience here, better serves our guests and offers the

latest merchandise from louisville slugger and Major

league Baseball,” says Jewell. “We saw this as a great

investment in our brand because it’s now a retail expe-

rience that’s worthy of the louisville slugger legacy,”

she added.  

Before After

After



Vendor/Buyer Relationships

National Association of Retail Buyers

Retail rouNdTABLE
BUYER VIEWpOINT

Christine Anderson, Merchandise Manager 

at Bay Retail Enterprises 

A successful vendor/buyer relationship is all about partnership. i have been fortunate

enough to develop lasting, wonderful relationships with a number of vendors/suppliers

through the years.  it takes time and patience to establish the trust needed to create a full

partnership that is beneficial to both parties.

Partnership is the true meaning of a buyer/vendor relationship. And as with any suc-

cessful partnership you must maintain the following:

●  strive for consistent communication

●  Be Professional

●  Be ethical

●  Be honest  

●  Be Respectful

By following these guidelines you will have the opportunity to develop strong and lasting relationships

that will lead to success in our wonderful world of retail and wholesale.

VENDOR VIEWpOINT
Michael Atkinson, president at A & F gift and Souvenir 

In challenging economic times, it is easy for the relationship between buyer and seller

to become antagonistic. We are all facing unprecedented challenges of price increases,

longer delivery times and sales volume challenges and these all combine to create a

great deal of stress on the jobs of both buyers and sellers. These challenges will only be

managed well if a true partnership exists between buyers and sellers. The elements of a

partnership that will be critical to navigating through these challenges are communica-

tion, respect, professionalism and fairness.

There will need to be open and honest communication about price changes, so that

each party can preserve margins while ensuring that items are attractively priced. We need to be respectful

of each other’s business conditions and requirements, with an understanding that both need to be profitable

to enable future product development and to create new retail trends. Professionalism will be of utmost im-

portance in the handling of any controversy and finally, fairness, as many issues will be outside of the direct

control of vendors and buyers.

S A V E  T h E  D A T E S
SChOlARShIp FUND RASINg EVENT

Friday November 4th 7:00pm-11:00pm

the 2nd Annual NARB Smokin Hot Hoedown to benefit the NARB Tracy Barlow Memorial Scholarship Fund. 

tables can be purchased online at: www.NARBuyers.org

INTERNATIONAl gIFT EXpOSITION IN ThE SMOKIES, NOVEMBER 3-7

Saturday November 5th 3:00pm-4:00pm

Educational Seminar-Retail Pop!
Led by Diana Borcz, Director of Licensing for Rock & Roll Hall of Fame & Museum

A fun networking and idea exchange event for Buyers where roundtable type questions are discussed as they are

popped out of balloons. location—the NARB Buyers lounge.

SMOKY MOUNTAIN gIFT ShOW, NOVEMBER 4-7

Sunday November 6th 3:00pm-4:00pm: 

Educational Seminar-Increasing Traffic and Sales
Speaker Angela Dalby, Co-Founder of NARB

this favorite NARB seminar will give you an array of clever and easy to execute marketing, merchandising and

promotional ideas to increase traffic and ultimately sales in your independent retail store. location—tBA
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V
customers will react within the first five seconds to your display. color sends a

quick message to the customer without a single word. the key use of color will draw a

customer into the store or move them to specific areas within your store. the main pur-

pose of the display is to excite customer interest in your merchandise. you goal is to get

them to stop, touch and buy.

Developing a display based on color results naturally by following a basic mer-

chandising system. choose one color family for the display and make it dominate by at

least 80%. too many colors only confuse customers and will weaken the presentation. 

As a theme builds, the more the color is repeated the more impact it has.

use the following basic color display techniques to create an even color transfor-

mation:

• Shelving displays – place light colors on top and dark colors on the bottom

• Rounders – begin color at one point and work from light to dark

• Waterfalls and Faceouts – hang dark to the back and light toward the front

color is also one of the most import design tools to communicate style and mood

in store display. in addition, it is an important consideration for customers when selecting

merchandise. customers select apparel and giftware based on current color trends.

the top ten Pantone colors for fall 2011 combines bright colors with staple neutrals.

VisuAl MeRchANDisiNG cAN Be DescRiBeD as the way

one displays products in the most appealing manner with the end result

of making a sale. An excellent way to create an enticing presentation of 

merchandise is the use of color. color grabs attention, creates a mood 

and affects how the customer feels.

By Kerry hand   

Visual Article:

CoLor in VISuAL
MErCHANdISING

Choose one color 

family for [a] display...

the more the color

is repeated the more 

impact it has.

use these trendy colors in your focal displays in the front entrance of your store or

in your windows to lure your customers. 

Remember, the main purpose of your display is to excite the customer and create

interest in the merchandise so that they will want to purchase. Retailers who comprehend

and apply the power of color profit from increased sales.
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$5,000 in scholarship funds was awarded to LIM College in NYC.  

Formally known as the Laboratory Institute of Merchandising, LIM offers 

undergraduate degrees in Fashion Merchandising, Management, Marketing

and Visual Merchandising as well as a one of a kind MBA

program in Fashion Management and Entrepreneurship.

LIM’s sole mission is to educate students in the business

of fashion. Michael Sachs, Associate VP of Student 

Affairs, stated “We are very thrilled there is a scholar-

ship dedicated to supporting students pursuing a degree and career in the

field of retail buying. LIM is proud to associate ourselves with NARB, an 

organization who is dedicated and passionate about helping to educate the

future of the retail industry.”  

TracyBarlow

it is With GReAt DelectAtioN thAt the National Association of Retail

Buyers & sellers (NARB) awards its 1st ever college scholarships to students pursuing a

career in retail. Retail is a multibillion dollar industry as well as an industry economic 

indicator and there is very limited funding available for students pursuing a higher 

education in retailing. NARB is proud to award $15,000 in college scholarship funds for

the 2011-2012 academic year in memory of tracy Barlow, founding director of the 

association who had a much celebrated career as a Retail Buyer. Money raised in 2010 for

the NARB Tracy Barlow Memorial Scholarship Fund through the generous private 

donations of members of the souvenir & gift industry, as well as revenue generated from

table sales of the 1st Annual NARB Smokin Hot Hoedown and raffle ticket sales at the 

event held in November 2010 were awarded in August for the 2011-2012 academic year 

to liM college and the university of Arizona.

THE N.A.R.B.

M E M O R I A L  S C H O L A R S H I P  F U N D

2011-2012
A C A D E M I C  Y E A R  F U N D S  AWA R D E D
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$10,000 in scholarship funds was awarded to The University of Arizona’s (UA) 

Norton School of Family and Consumer Sciences Terry J. Lundgren Center for 

Retailing. UA’s undergraduate Retailing and Consumer Sciences program offers one of the

only four-year programs of its kind in the nation and offers a broad selection of courses em-

phasizing retail supply-chain management principles. There are also special Professional

Development Certifications programs available in their undergraduate program including

Retail Technology, Retail Financial Services, Strat-

egy and Planning, Promotions and Product Devel-

opment. UA also offers both master’s and doctoral

programs in Retailing and Consumer Sciences and

places their graduates both in the retail and wholesale side of the business. Melinda Burke,

Director and Professor of Practice is “quite delighted to recognize our future retail leaders

with two $5,000 scholarships for the 2011-2012 academic year” and is pleased that “Terry J

Lundgren center was considered and found to be an institution eligible to award the 

National Association of Retail Buyers & Sellers Tracy Barlow Memorial Scholarship Funds to”. 

tracy Barlow was an indi-

vidual who lived her life to

help others. she is remem-

bered by her industry peers

for her beautiful caring and

giving spirit. NARB is pas-

sionate about carrying on the

tradition and legacy of the

NARB Tracy Barlow Memo-

rial Scholarship Fund, the

organization has already col-

lected generous donations to

the fund in early 2011 that

will guarantee at least one

$5,000 scholarship will be awarded for the 2012-

2013 academic year.

in addition to donations already collected, the

2nd Annual NARB Smokin Hot Hoedown will be

held again in November with all revenue gener-

ated from the event and raffle going to the fund.

Diana Borcz, NARB executive Director of

events shared that she is “proud to be part of an

organization that not only works to educate its

current membership body, but

also looks toward the future.

the scholarship fund allows

us to reward students who are

pursuing an education in the

retail field. i am hopeful that

these students take the NARB

mission and ideals into the

work force. NARB is the 

future of the gift and souvenir

industry.”

Details scholarship 

criteria and fund overview 

are available at: http://

www.narbuyers.org/112/tracy-barlow-scholar-

ship-fund.htm. online donations to the fund can

be made at: http://www.narbuyers.org/113/tracy-

barlow-memorial-page.htm and tables can be

purchased for the 2011 NARB Smokin Hot 

Hoedown to benefit the NARB Tracy Barlow 

Memorial Scholarship Fund at: 

http://www.narbuyers.org. 

K E E P I N G  T H E  S C H O L A R S H I P  A L I V E  

F O R 2012-2013 A N D  B E Y O N D
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To donate to the fund please

visit www.narbuyers.org


