MIB DAILY INTELLIGENCE BRIEF

Magnolia & Thread

October 13, 2026 - 3 competitor signals detected

& CONFIDENTIAL - PROPRIETARY BUSINESS INTELLIGENCE

This communication contains proprietary competitive intelligence prepared for Magnolia & Thread and its team. Please do not for-
ward it outside your organization.

3 competitor signals detected for Magnolia & Thread today. Two high-priority items warrant action
this week.

| INTELLIGENCE SIGNALS

@ HIGH PRIORITY

@ s Kingsbury Lane Boutique () EXAMPLE ~

Free-shipping threshold cut from $150 -, $75, plus 25% off fall styles

Kingsbury Lane Boutique changed the banner on their site yesterday: free shipping now starts at
$75 (was $150), and a "Fall Refresh" sale takes 25% off selected sweaters and jackets through the
end of the month. The sale is also on their Instagram and in-store window.

- Action: Don't change your shipping or prices to match yet. Look at your last 30 online orders
first: how many came to between $75 and $1507 If hardly any, their change doesn't touch you.
If a lot did, try a free ship-to-store or free local pickup option for 30 days. It answers the same
worry about shipping costs without changing your prices.

Sources: example.com

@ © The Pluff Mud Collective ) EXAVPLE ~

Opened an online store — 140 items with nationwide shipping

& ON THEIR SITE

The Pluff Mud Collective, previously in-store only, launched an online shop this week with about
140 items, size filters, and nationwide shipping. Their Instagram posts now link straight to product
pages. Their visitors from out of town can now keep buying after they go home.

— Action: You don't need a full online store to answer this. The cheapest version: a "new ar-
rivals" page with 15-20 pieces and a "call or DM to hold" button, plus local pickup. If those
holds turn into sales over a month, that tells you whether a full online store is worth it.

Sources: example.com

MEDIUM PRIORITY

I | Industry News () EXAMPLE ~


https://example.com/kingsbury-lane-shipping
https://example.com/kingsbury-lane-shipping
https://example.com/pluff-mud-shop
https://example.com/pluff-mud-shop
https://example.com/charleston-business-journal-lease

Regional women's apparel chain signs a lease on Upper King Street

The local business journal reported yesterday that a regional women's apparel chain signed a lease
for a storefront on Upper King Street, four blocks from you, with a spring opening planned. The
chain sells mid-priced casual wear and runs frequent percent-off promotions.

- Action: No change needed now. Before it opens, ask five of your best regulars what brings
them back — fit help, alterations, sizes they can't find elsewhere, the people. Whatever they
name is what to say on your window, website and tags. A chain running percent-off sales can't
easily offer those things.

Sources: example.com

& Ashley River Outfitters 2 vAPS ~
Three 1-star reviews in two weeks about a "store credit only" return policy
Ashley River Outfitters received three 1-star Google reviews in the past two weeks, all about re-
turns: store credit only, a 7-day window, and reviewers who say they weren't told at checkout. One
reviewer says she will "shop elsewhere from now on."

- Action: Shoppers here are telling you returns matter to them. Check that your own return
policy is written in one plain sentence on the receipt, at the register and on your website, so no
one is surprised. If you allow exchanges or refunds, say so clearly — that's a policy you can
point to, without mentioning anyone else.

Sources: maps.google.com

@ LOW PRIORITY | FYI

@ 1.1 Industry News () EXAVPLE ~

Downtown holiday open-house night confirmed for the first Thursday in
November

The downtown merchants' association confirmed its holiday open-house evening on its events page
yesterday: King Street shops stay open until 9 PM, with street music and a printed shopping map.
Last year's event drew large evening crowds to the participating blocks.

- Action: Plan the night now rather than the week before. Register to be on the printed map,
decide on one in-store reason to come in (a styling corner, gift wrapping), and think about pair-
ing with the café next door on a stamp card that sends shoppers between you.

Sources: example.com

@ What customers are saying

From 47 Google reviews of Magnolia & Thread and 188 of 5 competitors. We read each business’s newest re-
views plus its 10 lowest- and 10 highest-rated, so strong opinions are over-represented on purpose. This is
what reviewers volunteered, not a survey.

What your customers praise

¢ helpful styling advice - 13 of 47 reviews
“She pulled three things | never would have tried and | bought all of them”

e uhique pieces - 9 of 47 reviews


https://example.com/charleston-business-journal-lease
https://maps.google.com/?cid=example
https://maps.google.com/?cid=example
https://example.com/downtown-charleston-open-house
https://example.com/downtown-charleston-open-house

What your customers complain about

¢ limited sizes - 3 of 47 reviews
“Wish they carried more in XL”

What your website leads with — and whether reviewers mention it

¢ Personal styling appointments - mentioned in 6 of 47 reviews

e Easy returns - no reviewer mentioned it

Gripe Gap™ — where you may have an edge

Your reviewers praise something that competitors’ customers complain about. “Possible” means the competi-
tor side rests mostly on their lowest-rated reviews, which we read on purpose.

Staff — 13 of your reviews praise helpful styling advice; 7 reviews at 2 competitors (Kingsbury Lane
Boutique, Ashley River Outfitters) complain about pushy or unhelpful staff, 5 of them from their low-
est-rated.

Your reviewer: “She pulled three things | never would have tried and | bought all of them”

- If that matches what you see, say it where people compare you: your Google profile, menu and home-
page. Don't name or knock the competitor. Ask a few customers first whether it's why they chose you.

Not an edge yet

¢ Quality: customers complain about limited sizes at 2 competitors, and 3 of your reviews raise limited
sizes too.

Competitor by competitor — what their customers complain about

Ashley River Outfitters - 4.2% - 236 reviews - we read 30
strict return policy (6) — “Store credit only and nobody mentioned it at checkout”; pushy or unhelpful staff

®)

Kingsbury Lane Boutique - 4.6% - 410 reviews - we read 30
pushy or unhelpful staff (4)

The Pluff Mud Collective - 4.8% - 152 reviews - we read 26

limited sizes (4)

What competitors' customers praise

¢ beautiful store - 10 reviews across 3 competitors

Replies to reviews
You replied to 14 of your last 22 reviews (1 of 1 rated 3% or lower). The typical competitor replies to 40%.

Worth asking your next few customers
* What would you miss most if we closed tomorrow?

* Have you ever not bought something because of a return policy?

N .jsonl attached — feed today's brief to your Al agent

The attachment brief-*.jsonl is a machine-readable version of this brief: one JSON object per change.
Save it and paste into ChatGPT/Claude/etc. with a prompt like "Summarize the top 3 actions from this com-
petitive brief."



Wiring your Al agent to read your inbox automatically is also an option — but it's a level of access we don't recom-
mend lightly. Inbox-reading agents have access to far more than this brief; that's a risk only you can decide to accept.

Full guide & schema reference - - Schema docs

MyIntelBrief Competitive Intelligence - Manage account - Didn't ask for this? Unsubscribe

@

Spotted something that looks wrong? Tell us at info@myintelbrief.com (or via in-app Support) and we'll review and correct it
promptly. Al-generated intelligence may contain errors; please verify before acting.

Want daily competitor intelligence for your business? - MylntelBrief.com
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