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find that products made in the U.S. 

are more expensive, but you do pay 

for what you get,” says Susan Wim-

berly, owner of The Dish. “We know 

the product is more expensive when 

you make it here, but we feel like the 

quality’s better and we’re supporting 

where we live.”

By basing the production here, The 

Dish is able to have more control over 

the process, offering customers items 

with an individualized, made-to-order 

feel as opposed to something off the 

shelf from afar. 

Indeed, inventory from the USA has 

its own special appeal. “Products that 

are made here really 

are a brand,” says 

Laurel Tielis, retail 

marketing consul-

tant and author of 

Ka-Ching! How to 

Ring Up More Sales. 

“It’s really like a 

top brand — it has 

a lot of cachet to it, 

it’s well made, it’s 

desirable.” Because 

customers attach a 

high value to these 

items, they often 

don’t mind grabbing 

a few extra dollars 

out of their wallets 

for them.

“People will pay 

for products that 

trend alert

Born in the USA
A product manufactured on home soil can be a  
major selling point.

The Birmingham Collection Map Plate — like all pieces from The Dish — was 

designed and decorated in the United States.

are well made — no one wants to go 

out and shop for something and have it 

be something they didn’t want,” Tielis 

says. “When you buy a product, you 

want to enjoy it from the moment you 

buy it and you want to feel good about 

it, and that’s why you’re willing to pay 

more for it.”

A Local Focal Point
Small town Starkville, Mississippi, 

is home to the hand-pouring process 

that each of the candles from Aspen 

Bay Candles goes through. “When you 

look at the state of the economy right 

now and the loss of jobs, people are re-

ally becoming more and more passion-

ate about buying locally in the U.S.,” 

says Hilary Shank, marketing director 

at Aspen Bay Candles. “We buy locally 

as much as we can because we know 

that it makes an impact.”

Beyond headquartering their manu-

facturing process here in the country, 

Aspen Bay Candles focuses on the en-

vironmentally friendly aspect of being 

local by printing their catalogs on pa-

per certified by the Forest Stewardship 

Council, employing soy ink for all their 

printing, and making use of recycled 

glass and metals for their product 

packaging. Because items made in the 

country don’t have to be shipped the 

long distances that items from other 

continents have to, there’s a reduction 

in the fossil fuels that all that trans-

porting takes. “[Green] is something 

It’s not just at the 

Fourth of July that Americans feel a 

tie to their country — take advantage 

of that patriotic spirit year-round 

by offering items made in the USA. 

Among other qualities, these prod-

ucts are synonymous with fine crafts-

manship, boosting the local economy, 

employing friends and neighbors, and 

being eco-friendly.

A Brand of Its Own
With tabletop collection line The Dish, 

all of their city and collegiate plates 

and other pieces are designed and 

decorated in America. “Sometimes you 
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people look for, and it’s important to 

us,” Shank says.

Spreading the Word
Until now, The Dish hasn’t widely 

advertised the fact that its products 

are made domestically. But starting 

in 2011, they plan to make a push to 

get the word out. “With everything 

that’s going on in the world and the 

United States, we’re hearing that 

people want to support our country,” 

Wimberly says.

To let your existing and potential 

customers know that you stock U.S.-

made items, Tielis recommends using 

ads, newsletters, in-store events and 

social media to promote it — for many 

people, it is a major selling point.

“It’s interesting to me the ques-

tions customers are asking at market 

now,” Shank says. “They’re asking, ‘Are 

you made in the USA? Is your product 

green? Are you using recycled materi-

als?’” To that end, Aspen Bay offers 

stores downloadable signs that can 

be put on displays to answer those 

questions for shoppers who might be 

wondering the same things. 

Not everyone carries homegrown 

products, so don’t be shy about tout-

ing your red, white and blue stripes. 

“Things made in the USA create a sense 

of community,” Tielis says. “Anytime 

there’s less of something, it becomes 

more desirable.” •

Aspen Bay 

Candles’ 

products are 

hand-poured 

in Starkville, 

Miss., and come 

in recycled 

packaging.
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