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cream luncheon plates, nesting bowls, table runner,
napkins, napkin rings, gift bag and tissue

Sterno� brand chafing fuel with Smartcan™ heat
sensor technology
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CBK� brand bamboo bench, butterfly table covering,
copper beverage container

Colonial™ brand glass vase and permanent botanicals

Colonial Candle of Cape Cod� brand candle gift set

Colonial at HOME� brand Fresh Picked Raspberries™
jar candle

Florasense� brand floating rose and lily pad candles

Jeanmarie� brand decorative gift bags

Kaemingk� brand glass serving bowls

Miles Kimball� brand hanging string lights with
paper lantern covers, bake and serve casserole set,
condiment set and decorative tissue wrap

PartyLite� brand Garden Lites pedestal bowl and
candle garden tray; Radiant Glow™ stemmed trio
and Starry Night™ hurricanes

Seasons of Cannon Falls™ brand green and cream
nesting bowls, gift bag and tissue, flower stakes
and frog garden critters

Sterno� brand chafing fuel with Smartcan™ heat
sensor technology

Pages 6 & 7:
PartyLite� brand Garden Lites candlestand, 3 wick
and pillar candles; Spring Water™ collection candle
lamp and pillar holder

Exposures� brand desk and stool, Asian Silk 
collection magazine file, pencil cup, desktop 
platform and accessory tray, Italian Marquetry
Collection™ photo frame

Miles Kimball� brand personalized pencils

Pages 8 & 9:
Seasons of Cannon Falls™ brand Patina collection

Pages 10 & 11:
Miles Kimball� brand personalized stoneware
crocks, ornaments, teacher tote, apple paper weight,
pad and pencils

Pages 12 & 13:
Sterno� brand chafing fuel with Smartcan™ heat
sensor technology, Ambria™ brand contemporary
lamps and Crisscross Chateau™ contemporary
petite lamps with Crystalyte� liquid fuel cartridges
and Ambria Petitelites™ sparkle gel candles
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2004 Annual Report include:



Years Ended January 31, Increase 
(In Thousands, Except Per Share Data) 2003 2004 (Decrease)

Operating Results Restated(1)

Net Sales $1,288,583 $1,505,573 16.8%
Gross Profit 640,302 723,675 13.0
Operating Profit 155,517 153,077 (1.6)
Net Earnings 57,772 86,351 49.5
Diluted Net Earnings Per Common and 

Common Equivalent Share $ 1.24 $ 1.88 51.6%
Diluted Weighted Average Number of 

Common Shares Outstanding 46,515 46,027

Financial Position
Total Assets $860,084 $1,127,963
Total Cash and Cash Equivalents 168,596 229,726
Total Debt 176,493 293,886
Total Stockholders’ Equity 507,852 588,970

Market for the Company’s Common Equity and Related Stockholder Matters
The price range for the Company’s Common Stock on the New York Stock Exchange as reported 
by the New York Stock Exchange was as follows:

Fiscal 2003 (Ended 1/31/03) High Low

First Quarter $ 30.15 $20.85
Second Quarter $ 32.80 $25.83
Third Quarter $ 30.34 $23.96
Fourth Quarter $ 28.63 $ 23.91

Fiscal 2004 (Ended 1/31/04) High Low

First Quarter $26.63 $23.46
Second Quarter $30.38 $25.36
Third Quarter $28.82 $25.95
Fourth Quarter $33.65 $ 27.93

(1) The Company has restated its fiscal 2003 financial statements to increase the cumulative effect of accounting 
change for the adoption of SFAS 142, “Goodwill and Other Intangible Assets.” See Note 2 to the Consolidated
Financial Statements in Blyth’s Form 10-K for the year ended January 31, 2004.

BlythFinancial Highlights
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Letter from The Chairman

which we operate. The strength of our results is a reflection
of the successful execution of our growth strategy and our
ongoing efforts to ensure that our global supply chain is
consistent with the needs of our marketplace. Net Sales for
the fiscal year ended January 31, 2004 increased 17% to a
record $1,506 million. Operating Profit before restructuring
and impairment charges increased 12% to $177 million 
and Net Earnings before such charges were $101 million.
Reflecting these charges, Operating Profit declined 2% and
Net Earnings were $86 million. Cash flow from operations, at
$173 million, was very strong again this year. 

Towards fiscal year end, we announced a series of steps
that continue the rationalization of our business model, 
primarily in our wholesale candle business, which began
several years ago. These steps reflect our response to rapid
changes in the marketplace, as well as our determination
that a hybrid supply chain strategy of both manufacturing
and sourcing is more efficient given these changes. While
healthy growth continues within our European businesses,
growth in the home fragrance category has moderated in
North America, and the ongoing and increasing pressures
of international competition necessitate increased efficiency
in our operations. Moreover, Blyth has also realized significant
productivity improvements in its manufacturing facilities in
recent years. The evaluation and rationalization of our infra-
structure and evolution of our hybrid strategy is of strategic
importance and is a major, continuing management focus. 

During our fiscal fourth quarter, we wrote down the value
of equipment in our primary North American manufacturing
facilities as a result of the above mentioned factors, as well
as a continued, consumer-driven product shift from candle
forms such as pillars and tapers towards filled containers,
votives and tealights. We also recognized restructuring and
impairment charges in the fourth quarter in connection 
with the consolidation of our Temecula, California potpourri
operations, the write down of certain other equipment 
and severance payments to employees. In addition, we 
recognized impairment charges related to our fiscal 1997
acquisition of the Canterbury� brand. 

In July, our candle manufacturing facility in Monterrey,
Mexico was destroyed by fire—fortunately no one was

Dear Shareholder, 
It was 10 years ago that Blyth made its initial public

stock offering on the New York Stock Exchange. Net sales
in the fiscal year prior to going public were approximately
$158 million. The Blyth family essentially consisted of a
domestic candle company with an embryonic foothold 
in a few other countries. Blyth shareholders who acquired
their stock at the time of our May 18, 1994 IPO and have
reinvested their dividends have received a 16% compound
rate of return. Our compound annual growth rate of sales,
operating profit and net income since then are each
approximately 25%. We have paid nearly $42 million in 
dividends and repurchased over 4.3 million shares of Blyth
stock for more than $105 million. Today, Blyth employs
more than 5,600 people in 17 countries. A ten-fold sales
increase in 10 years has prompted a lot of changes to 
our organization—changes we have created and driven within
the marketplace, as well as those to which we have had 
to respond. I believe that our evolution as a public company
has made us a desirable place to be for shareholders,
employees and customers alike. 

Important accomplishments were made at Blyth during
fiscal year 2004, and I am pleased to report that record sales
and strong cash flow and earnings were among them. Most
of Blyth’s existing businesses felt the effects of continued,
significant retailer caution for the better part of the year, and
organic sales growth was below plan. However, our overall
results were bolstered by effective execution of our 
acquisition strategy, with three new additions to the Blyth
family of companies. Despite the challenges posed by the
marketplace, we remained focused on innovation, effective
supply chain management and the continued rationalization
and leveraging of our infrastructure, resulting in both 
immediate and longer-term benefits. In summary, fiscal
2004 was another year of significant and positive change
within Blyth; change that is evident in our financial 
results and that, I believe, has positioned us well to meet
our multi-year objectives. 

Financial Performance, Fiscal Year 2004 
Blyth’s fiscal year 2004 financial results were strong despite
the overall weakness in the home expressions industry in
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injured. After extensive review, we decided to focus our
North American candle production in our two largest state-
of-the-art US facilities and not rebuild in Monterrey. This
review also led to the decision to close our Hyannis,
Massachusetts plant, Blyth’s smallest manufacturing facility,
which was located in a congested downtown Cape Cod
area that hampered the transportation of raw materials and
finished goods. We believe that all of these steps have
positioned Blyth even better to compete effectively in the
changing worldwide marketplace, and we will continue to
evaluate our business model as these markets evolve. We
invested $22 million in capital projects in fiscal year 2004
and an additional $149 million in cash for the acquisitions
of Miles Kimball, Kaemingk and Walter Drake. In addition 
to our focus on growing sales, profit and cash flow, we are
working in other ways to enhance shareholder value as well,
such as consistently raising our semi-annual cash dividend
and continuing our share repurchase program. We raised
our dividend 18% in May to $.13 per share and another 
15% in November to $.15 per share. Over 700,000 shares of
Blyth stock were repurchased for approximately $19 million.
And, we ended the year with $230 million of cash on our
balance sheet. 

Building on our healthy financial condition and strong
balance sheet, we took advantage of historically low interest
rates this year by issuing $100 million of 10-year senior
notes in October. The proceeds will be used for internal
reinvestment in our businesses, the funding of strategic
acquisitions, the repayment of certain short-term debt, 
dividend payments, share repurchases, or, as has been our
historical norm, maximizing shareholder value by funding a
combination of these initiatives. 

Corporate Goals 
Each year, we evaluate ourselves against three corporate
financial goals: 

� 10%� annual sales and earnings growth
� 12–14% operating margins
� 17%� return on average equity 

Despite the challenging economic environment we experi-
enced throughout most of the year, we met or exceeded all
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of our financial goals prior to giving effect to restructuring
and impairment charges. Sales growth increased 17% in 
fiscal 2004 on the strength of recently acquired companies.
Organic sales growth was harder to achieve during the
year, though the trend had improved by year-end for most
of our businesses, and results were up slightly compared 
to the prior year. Operating margin before restructuring and
impairment charges was 12%. Finally, we achieved 18%
return on average equity before restructuring and impairment
charges, driven by solid earnings growth, improved fixed
asset and working capital management, share repurchases
and strategic acquisitions. Reflecting the effect of restruc-
turing and impairment charges, our operating margin was
10% and return on average shareholders’ equity was 16%. 

Major Accomplishments 
It was a busy year for Blyth, most notably in terms of our
unusually high level of acquisition activity. Annualized net
sales of our fiscal 2004 acquisitions are approximately
$290 million. These acquisitions total more than the sum of
their individual parts as they offer Blyth a more unified
approach to the home expressions industry in that we are now
reaching the consumer however she chooses to purchase
products for the home. Specifically, following several years
of searching for the right strategic fit, Blyth entered the 
catalog and Internet channel with its Miles Kimball acquisition.
This channel has become increasingly attractive in recent
years given its growth as a percentage of retail sales, its
proximity to the consumer and opportunities for leverage with
Blyth’s global sourcing capabilities, as well as the future
potential for collaboration among our businesses. At year-end,
for example, PartyLite independent sales consultants 
were purchasing high quality stationery and personalized
paper supplies to support their businesses through Miles
Kimball at a lower cost than when previously purchased
outside the Company. 

In January, Walter Drake joined the Blyth family of com-
panies, and we began incorporating its operations into
those of Miles Kimball since we expect that the differences
in their sales patterns will allow for improved capacity 
utilization when merged. The catalog titles and associated
merchandising teams of both companies will be maintained



Letterfrom The Chairman (continued from page 3)

As is the case every year, none of our many accom-
plishments would be possible without the commitment of
Blyth’s worldwide senior management team and the talent
they bring and attract to our business. The exceptional
leaders that have grown our businesses remain Blyth’s most
critical and often scarcest resource. I have included a 
listing of senior management of each of Blyth’s business
units, as well as the officers of the Company, on pages 
14 and 15. The attraction, development and retention of top
industry talent are of critical importance to Blyth’s Board 
of Directors and me as we work to prepare our Company
for future opportunities. 

Recent Developments
Following fiscal year-end, Blyth sold its decorative gift bag
business, Jeanmarie Creations, to Jeanmarie’s senior 
management. Since Blyth’s acquisition of Jeanmarie
Creations in 1995, sales have nearly doubled to over $20
million. While Jeanmarie offered access to an attractive
market opportunity, we recognize the importance of scale
in all of our business units. As additional paper-related
acquisitions did not appear likely, focusing on our larger
businesses with greater opportunity for leveraging our core
competencies became the best choice.

Many changes have taken place at Blyth in recent years
as we have continued to position the Company for broader
participation in the worldwide home expressions industry.
What has not changed is my commitment to maintaining
high expectations, uncompromised ethical principles and
the entrepreneurial spirit that helped make Blyth what 
it is today. Blyth’s senior management team and Board of
Directors share these values with me, and together we
work to ensure that they remain an integral part of our 
organization’s culture.

Robert B. Goergen
Chairman of the Board 

May 13, 2004

separately. Walter Drake’s back-office, warehousing and
fulfillment functions are being integrated into Miles Kimball,
which we fully expect to result in savings beginning in the
second half of fiscal 2005. 

In June, Blyth expanded its home expressions strategy
in Europe with the acquisition of premium seasonal 
decorations designer and marketer Kaemingk. The strength
of Kaemingk’s new product development and worldwide
sourcing capabilities support its highly efficient business
model and offer new procurement opportunities for other
Blyth companies. 

Other accomplishments within Blyth include the expan-
sion of PartyLite’s Web-based Extranet sales management
tool into Europe, beginning with Germany, PartyLite’s
largest market outside of the US. By year-end, 20% of
PartyLite’s German show orders were placed via the
Extranet, resulting in improved service to customers and
wider availability of business-building and management
tools for PartyLite consultants. At Blyth HomeScents
International, in addition to the significant rationalization
steps discussed earlier, the North American management
team has streamlined its brand portfolio and focused 
marketing resources on targeted brands with clearly defined
positioning within their distribution channels. For the Sterno
Group, financial results have remained under pressure 
in a struggling travel and tourism industry. Nevertheless, joint
marketing initiatives within the foodservice industry produced
new revenue opportunities for the chafing fuel business.
Blyth’s wholesale Creative Expressions businesses also had
a challenging year, though early indications appear to 
support expectations for improved performance in fiscal
year 2005. The Seasons of Cannon Falls™ brand building
efforts marked another milestone this year with the restora-
tion of River House, a living showcase in Cannon Falls,
Minnesota where the brand comes to life, evolving through
the seasons. Looking ahead, with the critical mass we have
achieved in several channels in the home expressions
industry, we now have strategic growth opportunities in
promulgating collaborative efforts between our consumer
wholesale and catalog and Internet businesses. 
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Blyth is proud to support the thousands of PartyLite
entrepreneurs around the world. U.S. Senior Regional
Vice President of the Serendipity Region, Mary Grace
Lewandowski, who placed top in 2003 Central Unit
Leadership Development and Central Unit Sponsoring, 
at work building her PartyLite business.



Blyth entered the direct selling distribution channel in 1990 with its acquisition of
Colonial Candle of Cape Cod and, with it, a small division—less than $10 million
in sales—called PartyLite. Originally conceived as a way to liquidate excess and
obsolete inventory, PartyLite has grown following its acquisition by Blyth to represent nearly half 
of Blyth’s $1.6 billion of annualized sales. PartyLite independent sales Consultants, who number
greater than 57,000 worldwide, sell premium fragranced candles and a wide range of related decorative
accessories to consumers through the home party plan method of direct selling. PartyLite operates 
in all 50 states in the U.S., in Puerto Rico, the U.S. Virgin Islands, Canada, Mexico, Germany, the U.K.,
Austria, Switzerland, France, Finland and Australia.

Direct selling is a large, growing and profitable sales model that is not always well understood,
despite its worldwide prominence. More than $85 billion of goods are distributed through this channel 
annually, and over 48 million people around the world earn at least part of their income as an 
independent sales consultant. At 29% of worldwide industry revenue, the party plan model represents
a large and growing segment of direct sales.

PartyLite offers independent sales Consultants the opportunity to start their own business with
minimal financial investment. A starter kit can be earned in a few short weeks with the requisite 

number of shows and sales. Informative and interactive parties are organized 
by hostesses and hosts and feature a knowledgeable PartyLite sales Consultant
who demonstrates the many features and benefits of PartyLite� brand products 
in a comfortable home environment. Guests learn about the platinum quality
inherent in every PartyLite product and how to decorate their homes with fragrance,
color and style. The many benefits of PartyLite’s generous hostess/host program
are also discussed and often prompt guests to book their own shows for which
they can receive free and discounted products.

PartyLite independent sales Consultants realize the benefits of
being in business for themselves without being in business by 
themselves. Training, support and camaraderie are an integral part 
of the PartyLite Consultant’s experience, and their businesses are 
supported with enhanced business building and order processing
tools via the PartyLite Extranet, the introduction of four new product
lines and catalogs annually and an industry-leading compensation 
program. Some Consultants choose to pursue their PartyLite business
full-time and build their income through Leadership by sponsoring
and assisting other Consultants in building their own businesses, 

for which they receive additional compensation based on the sales of their Unit. Thus, the annual
income of PartyLite Consultants can range from a few thousand dollars for the seasonal Consultant
up to $1 million or more for the top Senior Regional Vice President—the choice is theirs.
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Midwest showroom manager Ernest Simmons and account
manager John Talbert make the final preparations for 
the semi-annual gift show at the Seasons of Cannon Falls™
and Holiday365™ brand showroom in New York City.



A key marketing strategy for Blyth is reaching the consumer wherever she
chooses to make her purchases: from small, independent gift shops to 
specialty retailers to mass merchandisers. Blyth serves this market, which 
it estimates to be in excess of $100 billion at retail in North America and
Europe, with seasonal and home decorative products through focused
brand and channel strategies.

In North America and Europe, Blyth’s home fragrance products are 
marketed to retailers in the premium and specialty channel under the Colonial Candle of Cape Cod�
and Carolina� brands. Seasons of Cannon Falls™ brand holiday decorations, previously sold only 
in North America, were introduced in Europe in 2003. Blyth also markets seasonal decorations

under the Kaemingk� brand in Europe, which became part of the Blyth family of
companies in June 2003. Home décor products, marketed under the CBK�
brand, round out the North American premium and specialty channel. Mass 
market brands Florasense�, Gies�, Ambria�, Liljeholmens� and Holiday365™,
along with select private label programs, are marketed to Blyth’s North American
and European customers.

Innovation is a primary growth driver of the Company’s consumer wholesale
brands. Within Blyth’s home fragrance business, new accessories, fragrances,

colors, forms and technologies are developed and tested by Blyth
Research and Development in cooperation with business unit marketing
departments and key suppliers. Most new candle product concepts
are consumer panel-tested to ensure that they meet or exceed
competitive benchmarks. A diverse supply chain that includes
Company-owned manufacturing facilities as well as partnerships with
global suppliers ensures consistent and cost-effective production,
with Blyth Global Sourcing managing social compliance, product
quality standards and logistics.

Innovation also plays a key role in Blyth’s home décor and seasonal
decorations businesses. Because all of these products are sourced,
collaboration between the Company’s designers and suppliers 
is paramount. Blyth’s extensive global supply chain management
ensures quality and competitive pricing and leverages relationships
across Blyth’s businesses and the suppliers interacting with them.
Exclusive, licensed products such as CBK’s Tracy Porter home décor
line or designs from Midwest’s Wendy Addison collection offer 

retailers additional marketing value while supporting Blyth’s brand strategies. Brand showcases such
as the Seasons of Cannon Falls™ River House bring the creative spirit to life and offer retailers and
consumers decorating and gift ideas and inspiration.

BlythConsumerWholesale
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Roxie Malnory, a 17-year Miles Kimball employee, painting
a kitchen crock: one of more than 200 products 
that may be personalized using a variety of applications.



The availability of goods and services sold through
mail-order catalogs and the Internet has grown
rapidly in recent years, with the most recent data
noting that annual sales in this distribution channel
exceeded $73 billion in the United States. Dual-
income families, favorable demographic trends
and an increased willingness to use widespread,
convenient, on-line shopping tools indicate signifi-
cant opportunity in this growing channel.

In 2003, Blyth built on its multi-channel product marketing strategy
and entered the catalog and Internet channel with its acquisition of the
Miles Kimball Company. Products offered under the Miles Kimball�
brand include gifts, household convenience items and personalized
merchandise through its catalog and website, as well as photo albums,
frames and archiving products through the Exposures� brand catalog
and website. Both the Miles Kimball and Exposures brands also offer
holiday greeting cards. Expert personalization capabilities lend a special touch to cards or gifts and
complete the look of high quality photo albums and display merchandise such as picture frames.

The Walter Drake� catalog title joined the Blyth family of companies at the end of fiscal year 2004
and is now a division of the Miles Kimball Company. While the Walter Drake and Miles Kimball 
catalogs offer similar merchandise, they have limited customer overlap and their sales patterns differ
significantly, allowing for the consolidation of customer service, warehousing and fulfillment operations.
Catalog paper procurement and postal services can now be leveraged between these two businesses,
and catalog printing, among other global sourcing functions, can be leveraged in conjunction with

other Blyth business units. Multiple strategic possibilities, including
growth through new or existing catalog titles, exist for Blyth with
its newly-formed catalog and Internet business.

Multiple technological applications benefit Blyth’s catalog and
Internet presence and can be leveraged as this channel grows.
Sophisticated indexing systems ensure objective, measurable
performance of every product. Advanced e-commerce tools offer
a superior buying experience and streamlined shopping opportu-
nities for customers. Customer purchase data, demographics
and usage characteristics, managed for catalog and Internet
sales and customer targeting, are key factors for success and
are scalable with continued growth in this strategic channel.

BlythCatalog & Internet

11



Grand Central Station’s Metrazur restaurant 
Chef de Cuisine Michael Lockard before 
opening for business in the New York City landmark.



The year 1977 marked Blyth’s entry into the Away From Home or
Foodservice business. Through Candle Corporation of America, Blyth 
subsequently acquired Sterno� brand chafing fuel, which is principally 
sold to the Away From Home market, as well as to consumers through mass
merchandisers, sporting, hardware and club stores.

A comprehensive line of products to address multiple food and beverage
heating applications is offered under the Sterno brand. An unmatched heritage
of innovation and production focused on
end-user concerns related to safety, labor
and food quality demonstrate why Sterno
is the #1 brand in chafing fuel worldwide.

A full line of Ambria� tabletop lighting
products used in restaurants, hotels and the catering trade offers a
diverse selection of distinctive candle and fuel cartridge-based
lamp styles to bring a signature look to a wide variety of settings.
Convenient Ambria Crystalyte� brand liquid wax cartridges provide
the brightest and cleanest burn in the industry.

The Sterno Group’s sophisticated, worldwide supply chain has
enabled it to partner with industry-leading foodservice distributors
and chains. The strength of this brand is recognized for innovation,
safety and quality, all of which has become increasingly important as the industry consolidates.

Supply chain excellence has been recognized
in 8 of the past 9 years with the Top 100
Vendor Award from foodservice distribution
leader Sysco. As dining out—and serving
more prepared foods when dining in—trends
increase, the opportunity to play a greater
branded role to the foodservice industry as
well as to consumers offers growth potential
to Blyth’s brands.
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BlythWorldwide
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PartyLite� 
brand Café Tealight House™ 
collection

Florasense� 
brand Once & Again™ candle 
in reusable ceramic container

CBK� 
brand Tracy Porter� collection

Miles Kimball� 
brand geese with St. Patrick’s 
Day outfits

Holiday365™ 
brand Polar Pals

Seasons of Cannon Falls™ 
brand Serenity Angels

Colonial at HOME� 
brand cinnamon potpourri, electric

home fragrancer, votive candles, home
fragrancer refills and oval jar candle

Colonial™ 
brand European Spring collection

Kaemingk� 
brand Santa bears

PartyLite� 
brand baby bunny tealight holders
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Common Stock in equal semi-annual installments on or about the 15th day 
of May and November of each year, subject to the declaration thereof by 
the Board of Directors, in its sole discretion. The most recent semi-annual
dividend payment of $0.17 per share was made on May 14, 2004.
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Chairman and President
JEPCOR, Inc.

HOWARD E. ROSE 1

Former Chief Financial 
Officer of the Company

SHAREHOLDER 
INFORMATION

1 Member of the Audit Committee
2 Member of the Compensation Committee
3 Member of the Nominating and Corporate Governance Committee

The charter of each committee is available at www.blyth.com or by contacting Blyth’s 
corporate offices.

ANNUAL MEETING 
OF SHAREHOLDERS
will be held on Tuesday, June 24, 2004
at 9:00 A.M. Eastern Time at 
Blyth, Inc.
One East Weaver Street
Greenwich, CT 06831

TRANSFER AGENT
EquiServe Trust Company, N.A.
PO Box 43010
Providence, RI 02940-3010
Phone: (781) 575-2723
Hearing Impaired: (781) 575-2692

INDEPENDENT ACCOUNTANTS
PricewaterhouseCoopers LLP
300 Atlantic Street
Stamford, CT 06901

FOR SHAREHOLDER 
INFORMATION, CONTACT:
Tyler P. Schuessler
Director
Corporate Offices
(203) 661-1926

CORPORATE OFFICES
Blyth, Inc.
One East Weaver Street
Greenwich, CT 06831-5118
Phone: (203) 661-1926
Fax: (203) 661-1969
E-mail: blyth@blyth.com
www.blyth.com



For more information about the Blyth family of companies, please visit our websites:

www.blyth.com
www.asp-holmblad.dk
www.blythhomescents.com
www.candlecorpfs.com
www.carolinacandle.com
www.cbkhome.com
www.colonialathome.com

www.colonialcandle.com
www.exposuresonline.com
www.florasense.com
www.gies-kerzen.de
www.kaemingk.com
www.liljeholmens.se
www.mileskimball.com

One East Weaver Street 
Greenwich CT 06831-5118

www.mileskimballcards.com
www.partylite.com
www.seasonsofcannonfalls.com
www.thehomemarketplace.com
www.wdrake.com




